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McKay Stresses 
U.S. Wish to Be 
Industry‘s Partner 


Registration Hits New 
Record of 1,200 as 
Admen Scan the Future 


WASHINGTON, May 11—A pledge 
tonight by a member of the Eisen- 


hower administration that the gov-| 


ernment will play a role of “help- 
fulness and cooperation and part- 
nership” in aiding industry to 


For other news and pictures of 
the NIAA meeting, see Pages 2, 
3, 129 and 136. 


build a better and a_ stronger 
America brought to a close the 
33rd annual conference of the Na- 
tional Industrial Advertisers Assn. 
Secretary of the Interior Doug- 
las McKay recalled the President’s 
pre-election statements that a 
partnership approach was desir- 
able for the solution of natural re- 
source problems. This approach, 
he said, is succeeding in its purpose 
by “encouraging local interests to 
play their proper part in resource 
development... 


= “Upon you,” he continued, “en- 
gaged in industrial advertising, 
rests an especially heavy responsi- 
bility in the nation’s march toward 
its economic goals. 

“It is you who quickly make 
known all the new advances in 
machinery, materials and forms of 
energy. Through you are heralded 


(Continued on Page 136) 


NBC Uses Closed 
Circuit to Show 
Taped Color TV 


New York, May 12—A tape re- 
corded color television program 
was transmitted over commercial 
closed circuit facilities for the first 
time today. a 

The telecast originated in the 
National Broadcasting Co. studios 
here and was transmitted on Radio 
Corp. of America tv tape recorder 
to St. Paul as part of the dedi- 
cation ceremonies for the new re- 
search center of Minnesota Mining 
& Mfg. Co. The tape used was a 
product of Minnesota Mining. 

Brig. Gen. David Sarnoff, chair- 
man of RCA and NBC, described 
the event as an “historic occa- 
sion,” adding: 

“It is most gratifying to all of 
us in RCA that scientists and 
engineers in our laboratories have 
built and are now field-testing the 
first television magnetic tape re- 
corder, which brings this message 
and other portions of this program 
to you in Minnesota.” 

The RCA tv magnetic tape re- 
cording system was first demon- 
strated under laboratory condi- 
tions Dec. 1, 1953. It was described 
then as the first major step into an 
era of the “electronic photograph.” 
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like to receive. 


Available Market Data Is Cataloged 


This is the eighth annual “Market Data Issue” of ADvERTIS- 
ING AGE. Starting on Page 31 and continuing through Page 128 
will be found a special section devoted entirely to market 
data. In it there is a description of more than 1,500 pieces of 
market data available from media, trade associations and other 


scattered throughout this section. Check through this wealth 
of material, write down the numbers of items you want, and 
then use the handy coupons to request the data you would 


for requesting this data are 


After 4 Years at McCann, Pepsodent 
Returns to Foote, Cone & Belding 


New YorK, May 12—One of! 
advertising’s flamboyant success 
stories—the rise of Pepsodent— 
took a new twist today, as Pepso- 
dent products moved back to 
Foote, Cone & Belding from Mc- 
Cann-Erickson. Before 1951, Pep- 
sodent had been either an FC&B 
or Lord & Thomas account for 33 
years. 

Pepsodent, now a division of 
Lever Bros., will officially make 
the transfer on July 1; other’ 
Pepsodent products stay where 
they are. 

Trade sources had remarked on 
Pepsodent’s ability to hold its 
share of market in recent years" 
(somewhere less than one-third | 
of Colgate’s, and a little under) 
half of P&G’s Gleem). During the! 
wildest of the ammoniated-chloro- 
phyll-anti-enzyme frenzies, Pep- 
sodent managed to retain a fair 
share and to move up in dollar 
volume. 


® In. Pepsodent’s case, it moves 
back to the agency which handled 
the account during its salad days. 
Foote, Cone & Belding’s predeces- 
sor, Lord & Thomas, was directly 
responsible for much of Pepso- 
dent’s early success, and Pepso- 
dent’s meteoric rise in the denti- 
frice world was eventually to lead 
to Lever Bros. buying the company, 
and to the acquisition by Lever 
of Pepsodent’s wunderkind presi- 
dent, Charles Luckman, to run 
the U. S. branch of the worldwide 
soap company. 

It was for Pepsodent that Claude 
Hopkins created the famous film- 
removing story. It was Pepsodent 
that bought Amos ’n’ Andy, and the 
fabulous radio team kept drug- 
gists stocking Pepsodent when it 
was a price football in the “pine- 
board” stores. Pepsodent invested 
in a scoop-nosed comedian named 


Mobilgas Silent TV 
Film Spot Shakes Up 
Listeners, Stations 


DALLas, May 11—Yes, silence is 
golden. But in a television spot 
commercial it can be confusing, if 
not downright terrifying. 

This was borne out by the ex- 
perience of Ratcliffe Advertising 
Agency here when it set about 
creating a new advertising cam- 
paign for Magnolia Petroleum Co., 


southwestern affiliate of Socony- 
Vacuum Oil Co., New York. 


(Continued on Page 8) 


Bob Hope, and made him into a 
broadcasting star. And Pepsodent 
was one of. the first toothpastes to 
use the magic-ingredient gambit, 
as the praises of Miriam who used 
Irium were chanted into the daz- 
zled ears of the radio audience. 


® Last year, FC&B was named to 
handle Pepsodent’s new Tyrothri- 
cin toothpaste, “Shield,” _ still 
marketed in the Southwest. In 1953 
it got a home permanent for test 
marketing from Lever. 

But it was generally believed 
that the major factor in the 
account switch, since Pepsodent 
was doing well market-wise, was 
personal. In March Lever an- 
nounced that T. E. Hicks, formerly 
with Armour & Co. and with 
Hanly, Hicks & Montgomery, had 
joined.the Pepsodent division as 
marketing v.p. Mr. Hicks is under- 
stood to have wanted FC&B as an 
agency, based on his Armour 
experience. 

During Pepsodent’s stay .at Mc- 
Cann-Erickson (the agency took 
over in October, 1951) the com- 
pany tested and launched Pepso- 
dent Chlorophyll in competition to 
its Chlorodent, and in January of 
1954 changed Pepsodent’s flavor. 
Having bucked the ammoniateds 
and compromised with the chloro- 
phylls, the company met anti- 
enzyme competition with a casual 
reference: “Pepsodent’s oral deter- 
gent gives you the cleanest teeth 
of all leading toothpastes. . . each 
brushing gives anti-enzyme pro- 
tection against decay.” 


Justice Dept. Files 
Against 6 Associations 


How Five Defendants. 
Reacted to Filing 
of Anti-Trust Suit 


New York, May 13—Spokesmen 
for five of the six associations 
named in the Justice Department’s 
complaint (all but the Publishers 
Assn. of New York City) had 
something to say about the gov- 
ernment’s anti-trust action against 
them. Here are their comments: 


= Frank C. Braucher, president of 
Periodical Publishers Assn., told 
AA that, “We’re going to put it 
[anti-trust action] into the hands 
of our counsel. We think the whole 
thing is based on a misconception 
of what the advertising agency 
compensation system is. It’s a sys- 
tem set up over 55 years ago, un- 
der which the whole industry has 
been built, on a fixed agency 
compensation system. The compe- 
tition is in service, not price. And 
if the government «has its way, 
it’ll throw the whole communica- 
tions business into chaos.” 

A blast at the Department of 
Justice was aimed today by Rich- 
ard W. Slocum, ANPA head and 
exec. v.p. of the Philadelphia Bul- 
letin, who called the government’s 
suit “a premature waste of tax=- 
payers’ money in the hope of sat- 
isfying someone’s desire for pub- 
lic victory.” 


= Mr. Slocum’s statement, made 
when he was informed of the fil- 
ing of the Justice Department’s 
complaint in New York, said: 
“The determination of the Jus- 
tice Department to try to hang an 
injunction on an arm of the press 
is demonstrated in the filing of an 
action, instead of sitting down 
with us to review the full situa- 
tion and then determining, on the 
merits, what action should be tak- 
en by us or by them. I explained 
fully ANPA’s position and the Jus- 
tice Department’s barrier in my 
(Continued on Page 133) 


Last Minute News Flashes 


Halo Shampoo May Move to Carl Brown Agency 

New York, May 13—Colgate-Palmolive Co. will reportedly shift 
the advertising of Halo shampoo from Bryan Houston Inc. to Carl S. 
Brown & Co., some time in early summer. Halo was handled by Sher- 
man & Marquette’s New York office, which became the Houston agency 
last year, and Mr. Brown. was once in charge of S&M’s office here 
and a partner in the agency. It is understood C-P is placing several 
new products with Bryan Houston. 


Eli Lilly Appoints Fuller & Smith & Ross 


INDIANAPOLIS, May 13—Eli Lilly & Co. will announce Monday its 
appointment of Fuller & Smith & Ross, Chicago, as its agency. F&S&R 
will be the first agency ever to handle the company’s pharmaceutical 
and biological advertising, which has been running in 290 business 


publications, placed direct. 


Ice Cream, Dairy Groups Join 7-Up in Float Drive 


St. Louis, May 13—Seven-Up Co. will launch its beverage and ice 
cream float promotion with a four-color spread in a June issue of 
Life, backing it up with commercials on its adventure show, “Soldiers 
of Fortune,” on 125 tv stations. The promotion will be supported by 

Magnolia’s advertising problem) the American Dairy Assn. and the International Ice Cream Manufac- 
was to promote a New Mobilgas,| turers, through local ice cream manufacturers. Ads are scheduled in 
one with an additive to increase Other magazines, and tie-in point of sale material will be used. The 
the octane rating, without jeopard-| agency is J. Walter Thompson Co., Chicago. 


(Additional News Flashes on Page 137) 


Brownell Brushes Aside 
Slocum’s Suggestion for 
Last-Minute Conferences 


Full text of the Justice Depart- 
ment’s complaint is on Page 126. 


WASHINGTON, May 12—Dispelling 
any lingering hope that it could be 
dissuaded from forcing a show- 
down, the Department of Justice 
today officially filed its anti-trust 
complaint charging that the Four 
A’s and five associations in the 
newspaper and magazine publish- 
ing business restrain trade through 
the operation of an agency recog- 
nition and commission system. 

Before filing, Attorney General 
Herbert Brownell brushed aside a 
last-minute suggestion from ANPA 
President Richard Slocum propos- 
ing further conferences looking 
toward the elimination of illegal 
practices, if any, on a voluntary 
basis. 

The government’s complaint is 
a civil action filed in New York. 

In addition to Four A’s it in- 
volves the American Newspaper 
Publishers Assn., Associated Busi- 
ness Publications, Agricultural 
Publishers Assn., Periodical Pub- 
lishers Assn. and the Publishers 
Assn. of New York. No individual 
association officials, agencies or 
publishers are cited. 


= The complaint charges that the 
publishers’ associations adopted 
substantially uniform standards of 
recognition for advertising agen- 
(Continued on Page 133) 


‘Talk It Over,’ 
Says Slocum on 
Anti-Trust Suit 


Cuicaco, May 10—Richard W. 
Slocum, president of the Ameri- 
can Newspaper Publishers Assn., 
appears to have set his organiza- 
tion on a more conciliatory tack 
regarding the Department of 
Justice’s anti-trust suit against 
the ANPA and other trade groups. 

Last week (AA, May 9) Stanley 
N. Barnes, head of the depart- 
ment’s anti-trust division, com- 
plained that the ANPA had shut 
off any possible negotiations when 
its counsel, Elisha Hanson, “chal- 
lenged our proposed complaint,” 
urged the association to “shun set- 
tlements and proceed to trial” and 
“sought to distort our efforts to 
curb the ANPA’s stifling of com- 
petition as an effort to ‘control 
the operation of the press.’” 

Mr. Barnes added that such ac- 
tions made pre-filing negotiation 
almost impossible, though Attor- 
ney General Herbert Brownell 
later said that the way is still 
open for negotiations after the 
suit is filed. [The suit was filed 
May 12. See story above.] 


= Mr. Slocum, who is exec. v.p. 

of the Philadelphia Bulletin, ap- 

peared to have been listening to 
(Continued on Page 8) 
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Coyle Knight 


Barrett Lynch 


OFFICERS’ GUIDE—Newly-elected officers of the National Newspaper 

Promotion Assn. examine the NNPA’s new Newspaper Promotion 

Primer between sessions of the Chicago convention, They are Wil- 

liam E. Coyle, Washington Star, 1st v.p.; Frank Knight, Daily 

Gazette, Charleston, W. Va., secretary-treasurer; Ted Barrett, Dallas 

News, 2nd v.p., and Joseph Lynch, Washington Post & Times- 
Herald, president. 


At NNPA Meet... 


Changing Retail 
Picture Worries 
Promotion Men 


Cuicaco, May 11—With nobody 
planning an anti-trust suit against 
them—though they heard about 
one (see story on Page 1)—150 
members of the National News- 
paper Promotion Assn. met here 
this week to consider the compara- 
tively mundane day-to-day prob- 
lems and achievements of the 
newspaper trade and of their own 
craft. 

On the achievements side, the 
promotion men heard Joyce 
Swann, Minneapolis Star & Trib- 
une, board chairman of the Bu- 
reau of Advertising, report on a 
“state of the union” survey of 
newspaper promotion managers. 
It showed that most promotion 
men nowadays have separate de- 
partments and access to key of- 
ficials and top-level meetings— 
and that more than a fourth are 
responsible for advertising copy 

(Continued on Page 130) 


Discounters May 
Regret Fair Trade’s 
Demise: Wachtel 


PITTSBURGH, May 11—Fair trade 
is justified because it’s proved it- 
self as a part of the marketing 
process, because it keeps small re- 
tailers in business and because it 
involves only about 10% of brands 
on sale at retail. 

That’s the opinion of W. W. 
Wachtel, president of Calvert Dis- 
tillers Co., speaking to the Pitts- 
burgh Advertising Club here yes- 
terday. 4 

Actually, Mr. Wachtel thinks 
discount houses should be grateful 
to fair trade “for establishing a 
set of values under which discount 
houses have been able to operate,” 
and he ironically suggested that 
discount houses should work to 
retain fair trade laws. 

“Because some day, when and if 
fair trade is ever killed and many 
small retailers have been elimi- 
nated, there will then exist a dog- 
eat-dog market. Discounters will 
then begin demanding laws to pro- 
tect discount houses against preda- 
tory competition,” he forecast. 


® Otherwise, Mr. Wachtel be- 
wailed the shortage of salesmen 
and admen. A shortage exists now, 
he said, and in 20 years, with a 
total population of 220,000,000, the 
work force of people between 25 
and 45 years is supposed to shrink, 
so that the shortage will be more 
acute. 


Rums Are Blended 
With Men’s Hats in 


‘Esquire’ Promotion 


New York, May 10—You’ll be 
seeing rum bottles in the window 
of your local haberdasher shortly, 
thanks to a rum-fashion promotion 
worked out by Rums of Puerto 
Rico, Lee hats and Esquire. 

Starting May 15, “Straw Hat 
Day,” Lee hats in “fashionable rum 
colors” will appear in the windows 
of men’s apparel outlets. In the 
windows also will be travel posters 
and Puerto Rican straw hats, plus 
bottles of rum. 

About 1,000 liquor stores will get 
giant full-color blowups of a tall 
Vaiquiri (as featured in the May 
Esquire). They’ll also get “Esky” 
tents and statuettes bearing the 
line, “Try the new fashion in 
drinks for men, the light dry rums 
of Puerto Rico, as seen in Esquire.” 


= The magazine has whipped up 
a seven piece “Rum ’n Fixins” 
promotion kit for the fashion field 
and will tell 250 fashion outlets, 
“Take a host of smooth, brown- 
toned sports apparel in natural 
tones ... and season to taste with 
a dash of brilliant orange, red, 
blue or green. Your summer ward- 
robe will reflect the cool, satisfy- 
ing comfort of smooth rum collins.” 


IXL Foods to Brisacher 


Brisacher, Wheeler & Staff, San 
Francisco, has been appointed to 
direct advertising for the complete 
line of [XL food products manu- 
factured by IXL Food Co., San 
Leandro. Steve Daly will be ac- 
count executive. The agency plans 
include package redesign, mer- 
chandising and point of sale ma- 
terial to support use of local media 
in major West Coast markets. 


Ford-Chevrolet 
Aftermath:Polk 
Revises System 


Detroit, May 11—The sales 
fight between Ford Motor Co. and 
the Chevrolet division of General 
Motors Corp. apparently will be 
just as intense in 1955 as last year 
when both companies claimed 
leadership, based on their own in- 
terpretation of figures. 

In fact, the 1954 battle of claims 
and counterclaims has influenced 
R. L. Polk & Co., industry statisti- 
cian, to revise its measuring stick 
in determining the winner. 

Polk has announced that effec- 
tive with April 1 reports, the count 
will exclude all cars registered in 
dealers’ names. 

This applies the same principle 
upon which Ford’s_ leadership 
claim for 1954 was based. 


® In a letter to manufacturers and 
other subscribers to its reports, 
Polk said it was making this 
change to give “a more realistic 
approach in keeping with the ac- 
tual new-car picture.” 

“These changes will result in 
definite improvement of our func- 
tion to provide, more accurately, 
registration statistics representing 
new cars in the hands of ultimate 
users,”’ Polk’s letter said. 

Robert S. McNamara, Ford v.p. 
and Ford division general manager, 
said Polk’s decision to revise its 
standard service and eliminate 
dealer registrations is a great step 
forward for the automobile in- 
dustry. 


® For the first two months of 
1955, Ford led in retail sales to 
customers by 5,686 units, accord- 
ing to Polk. 

Net figures show Ford with 198,- 
418 registrations compared to 192,- 
732 for Chevrolet. 

The February figures are the 
latest available for all 48 states 
and indicate that Ford is continu- 
ing the sales leadership it estab- 
lished in 1954, Mr. McNamara said. 

The net registration figure rep- 
resents cars sold to the public. 
Units originally registered in an 
automobile dealer’s or manufac- 
turer’s name are included only 
after the car has been sold to a 
retail customer and re-registered. 

In 1954, Chevrolet claimed the 
leadership on the basis of slightly 
more than 17,000 registrations 
above Ford, At the same time Ford 
claimed the victory by 25,257 units 
based on net registrations. 

Both firms have advertised 
themselves as “The Best Seller” 
(by Ford) and “No. 1 on the 
Highway” (by Chevrolet). 
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LUCKY CONSUMERS—The advertising industry spectacularly visited 
Bakersfield, Cal., as two residents were winners in diverse promo- 


tional ventures. Joe Allison won a Nash Rambler on “Truth or Con- 


sequences,” provided he could assemble it. And Deborah McCan 

was chosen Miss Sunbeam of 1955 in a competition staged by Qual- 

ity Bakers of America to promote Sunbeam bread. She will get a 

trip to Paris, a stove, a watch, a sewing machine, an encyclopedia 
and a Betsy-Wetsy doll. 


Eller Wilson 


Jones Belding 


AD COUNCIL AWARDS—For work in the Forest Fire Prevention Cam- 
paign of the Advertising Council since 1941, Russell Eller, advertis- 


ing manager of Sunkist Growers, 


Belding, receive Steuben glasses. 


and Don Belding, Foote, Cone & 
Presenting the awards are Allan 


Wilson, acting president of the council, and Charles S. Jones, presi- 
dent of Richfield Oil Corp. 


U. of Illinois’ Top 
Franklin Medal 
Goes to ‘Redbook’ 


WASHINGTON, May 11—Magazine 
editors and educators agreed they 
each have responsibilities to work 
toward a better informed America, 
as the Magazine Publishers Assn. 
and the National Education Assn. 
joined today in the second annual 
conference of editors and educa- 
tors. 

The meeting was climaxed this 
evening as the University of IIli- 
nois announced that Redbook had 
been selected as the Benjamin 
Franklin gold medal winner “for 
distinguished and meritorious pub- 
lic service” by a magazine in 
1954. Six other Benjamin Franklin 
magazine awards for outstanding 
magazine writing in 1954 were 
presented at the same time. 

The conference program in- 
cluded two panel discussions this 
morning and one this afternoon. 
The first panel, “Schools and Mag- 
azines: Team for Teaching,” fea- 
tured talks by Howard E. Wilson, 
secretary of the educational poli- 
cies commission of NEA, and Ken- 
neth Crawford, manager of the 
Washington bureau of Newsweek. 

The second panel, “Adults: The 
New Student Body,” included 
Robert J. Blakely, manager, cen- 
tral regional office, Fund for Adult 
Education, and James G. Lynne, 
editor, Railway Age, and president 

(Continued on Page 135) 


Admen Honored for 
Preventing 100,000 
U. S. Forest Fires 


Los ANGELES, May 10—The for- 
est fire prevention campaign of 
the Advertising Council may be 
preventing as many as 100,000 
fires every year. 

Richard E. McArdle, chief of the 
forest service, U. S. Department of 
Agriculture, made this statement 
as he congratulated more than 300 
advertising and business execu- 
tives and publishers, gathered here 
to honor two of the most active 
workers in the campaign. 

Russell Z. Eller, advertising 
manager of Sunkist Growers, and 
Don Belding, Foote, Cone & Beld- 
ing, were given engraved Steuben 
glasses for their contributions 
to the project since 1941. The 
awards were made by Allan M. 
Wilson, acting president of the 
council. 


= Mr. McArdle said that in 1941, 
when the campaign began, there 
were, on the average, 210,000 for- 
est fires a year. The average is 
now down to 180,000 per year. 

He estimated that 100,000 fires 
had been prevented, he said, be- 
cause recent years have been par- 
ticularly dry, and because more 
persons have been making use of 
the forests. 

Mr. Wilson said that the presen- 
tation last week was the first of 
its kind the council has made. But, 
he said, the council decided to 
honor Mr. Eller and Foote, Cone & 
Belding for the record they have 
set as a team serving on one serv- 
ice campaign. 


‘Electrical Merchandising’ Tops Winners in 


‘Industrial Marketing’ 


WASHINGTON, May 10—Electrical 
Merchandising was the winner of 
two of the 15 Industrial Marketing 
awards for business paper excel- 
lence, announced at the National 
Industrial Advertisers Assn. meet- 
ing here. 

It was the 17th year IM has giv- 
en awards for various phases of 
editorial excellence. The competi- 
tion, which this year drew 475 


NIAA Meeting 


entrants, is held in three divisions: 
for industrial publications; mer- 
chandising, trade and _ export 
papers, and class, institutional and 
professional publications. 
Electrical Merchandising won 
honors for the best single article 
—‘“Report on Trade-Ins”—and al- 
so for the best original research, 
for its January, 1954, issue. A 
panel of 25 judges, from as many 
advertising agencies, advertisers 
and design organizations, deter- 
mined the award winners. Plaques 
were awarded for top quality in 
each category, and certificates 


Editorial Competition 


were presented to runners-up. The 
publications honored are as fol- 


lows: 
INDUSTRIAL PAPERS 
Best Series of Articles 

Plaque to Steel, Irwin H. Such, editor. 
“Program for Management” series. 

Certificates: Architectural Record, John 
K. Shear, editor; Modern Packaging, 
Lloyd Stauffer, editor; Meat, E. B. Natte- 
mer, editor; Aviation Age, Randolph 
Hawthorne, editor; Dun’s Review & Mod- 
ern Industry, Richard L. Kraybill, man- 
aging editor. 

Best Single Article 

Plaque to Engineering & Mining Jour- 
nal, Robert H. Ramsey, editor. ‘U308 
Formula for Profits.” 

Certificates: Materials & Methods, T. 
Cc. DuMond, editor; Electrical World, 
Fischer Black, editor; Machine Design, 
Colin Carmichael, editor, and Engineer- 
ing News-Record, Waldo G. Bowman, 
editor. 

Best Single Issue 

Plaque to Machine Design. May, 1954. 

Certificates: Architectural Forum, 
Douglas Haskell, editor; Foundry, Frank 
G. Steinebach, editor; Mill & Factory, 
Carl C. Harrington, editor; Aviation Age. 

Best Graphic Presentation 

Plaque to Architectural Forum. 

Certificates; Power, L. N. Rowley, 
editor; Steel and Water Well Drilling 
Industry, Donald D. Wiseman, editor. 

Best Original Research 
Plaque to Electrical World. “Trends in 


(Continued on Page 135) 
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NIAA Will Add 
1,000 Members 
in Year: Freeman 


WASHINGTON, May 10—A pre- 
diction of a growth of 25% in 
membership during the coming 
year, revisions of by-laws to es- 
tablish a new class of membership, 
and elections of officers were the 


NIAA Meeting 


principal items of business as Na- 
tional Industrial Advertisers Assn. 
opened its 33rd annual conference 
here with its annual meeting of 
members. 

With their formal business thus 
disposed of, the more than 900 
delegates to the conference set- 
tled down to two and one-half 
days of speeches, panels and dis- 
cussions built around the theme 
“Target 1965—a 500 Billion Dollar 
Economy.” (See story on Page 1) 


® Reflecting the increased aware- 
ness of the importance of educa- 
tion as a factor in their field, as 
was noted in a report delivered by 
Jordan D. Wood, chairman of 
NIAA’s education committee and 
advertising manager, Jones & 
Lamson Co., Springfield, Vt., the 
delegates unanimously voted a 
constitutional change establishing 
a special class of membership in 
NIAA for professional educators. 

Extension of such membership 
will be left up to each individual 
chapter, although the new provi- 
sion makes it mandatory that any 
person proposed for such mem- 
bership first be formally certified 
by a recognized school above the 
secondary level. National dues for 
such members were set at $10 per 
year. 


= Other constitutional amend- 
ments, also adopted without dis- 
sent, provided for changes in Ar- 
ticle X, the section of the NIAA 
constitution and by-laws dealing 
with the establishment of the In- 
dustrial Advertising Research In- 
stitute. 

The former lengthy article has 
been rewritten in briefer style, 
with a series of operating rules 
and regulations set up under it. 
For the first time in its history, 
IARI will now have its own 
treasurer, to be selected by the 
in;titute’s board of trustees. 

NIAA itself, under another 
change in Article X, will now re- 
ceive from the institute but one 
copy of a digest of each of IARI’s 
research reports, and the associa- 
tion will reproduce and distribute 
such reports at its own discretion 
and at its own expense. Previous- 


(Continued on Page 139) 


THOMAS B. HAIRE, president of Haire 
Publishing Co., has been elected 
president of the Advertising Club 
of New York. Other officers elected 
are Robert Gray, ad, sales promo- 
tion manager, Esso Standard Oil 
Co., v.p., and James A. Brewer, 
board chairman, Brewer-Cantelmo 
Co., treasurer. 


Dismembered, Sans 
Heads, Radio & TV 


Council Succumbs 


Detroit, May 10—Some of the 
problems of an organization of 
busy business confreres in this 
highly organized era were demon- 
strated in the recent history of the 
Detroit Radio & Television Coun- 
cil, which, unsuccessful in efforts 
to find leadership, folded last 
week. — 

The council, in January, notified 
Philip L. McHugh, Campbell- 
Ewald Co., of his election to the 
presidency. He wrote back, regret- 
ting his inability to “assume any 
further outside responsibilities.” 

Accordingly, Feb. 1, the council 
notified the membership that, ac- 
cording to the by-laws, the presi- 
dency next devolved on the v.p. 
When this news reached the v.p., 
Elmer Wayne, he likewise resigned 
—both the presidency and the 
vice-presidency. 

In March a group of officers 
and former presidents of the coun- 
cil then decided to call a member- 
ship meeting, for the organization 
clearly was at the crossroads. 


@ This was the commencement of 
the finish. The meeting was held 
April 21. Nine members appeared: 
Ben Donaldson, Ford Motor Co., 
and F. Sibley Moore, WJR, direc- 
tors; Robert Begle, J. Walter 
Thompson Co., treasurer; Fred 
Weber, Branham Co.; Winfield 
Holden and Robert Stull, JWT; 
Arthur Underwood, Katz Agency; 
Roger Cleary, Roger Cleary Pro- 
ductions, secretary, and Stephen 
Hull. 

The group dolefully listened to 
a report that only 12 copies of a 
membership questionnaire de- 
signed to ascertain interest had 
been returned. 

Announcing that °55 dues will 
be refunded and that the council 
treasury will be turned over to the 
United Foundation of Detroit, the 
council, as of May 7, sank beneath 
the waves. 


Beville 


Evans 


Johnson 


Nelson Bernstein 


THE MEN IN HER LiFE—Bea Johnson corralled four of the very few men 
at the AWRT convention when she moderated the only all-man 
panel, “Ratings, the Real Payoff,” on which they spoke. Miss John- 
son is director of women’s activities at KMBC, KMBC-TV and 
KFRM, Kansas City. The panelists are Hugh M. Beville Jr., director 


of research and planning, NBC, 


New York; Herbert Evans, v.p. 


of Peoples Broadcasting Co., Columbus, O.; Raymond Nelson, direc- 
tor of national spot sales, Television Advertising Bureau, New York, 
and S. R. Bernstein, editor of ADVERTISING AGE. 


Male Critics Sound Off on Ratings, 
Variety Shows at AWRT Convention 


Mitchell Says Magazine 
Programming Is Phony; 
Doesn’t Sell Goods 


Cuicaco, May 10—A male dis- 
senter in a crowd of women can 
create a terrific storm, especially 
when that dissenter attacks a tv 
programming concept enthusiasti- 
cally used by a large section of the 
industry, both men and women. 

Maurice Mitchell, of Encyclo- 
paedia Britannica Films, told the 
American Women in Radio and 
Television meeting here last week 
that the magazine-of-the-air con- 
cept is a phony. It doesn’t sell 
goods and is a substitute for crea- 
tive programming, he declared. 

Mr. Mitchell, speaking on a 
panel, “Your daytime audience, 


MILWAUKEE, May 10—One of 
the most striking things about the 
“Milwaukee Journal Consolidated 
Consumer Analysis Report” this 
year is the number of brands 
which managed to sweep first 
place in all 20—or at least 19 or 
18—of the markets. 

The report is coming out for the 
10th consecutive year and has 
added a new member to its fami- 
ly, the Newark News. Other news- 
papers in the consolidated report: 

The Press Herald, Evening Ex- 
press and Sunday Telegram, Port- 
land, Me.; Washington Star; Co- 
lumbus Dispatch; Cincinnati 
Times-Star; Indianapolis Star and 
News; Milwaukee Journal; St. 
Paul Dispatch and Pioneer Press; 
Duluth-Herald and News-Tribune; 
Omaha World-Herald; Salt Lake 


National Advertised Brands Popular 
in 20-Market Brand-Preference Study 


Tribune and Deseret News-Tele- 
gram; Arizona Republic and Phoe- 
nix Gazette; Seattle Times; Port- 
land Oregon Journal; Independent 
and Press-Telegram, Long Beach, 
Cal; Sacramento Bee; Fresno Bee; 
Modesto Bee; San Jose Mercury 
and News and the Honolulu Star- 
Bulletin. 

As usual, questions asked in all 
20 surveys are identical, to make 
comparisons between markets ac- 
curate. 

In almost all cases, the brands 
which managed to sweep first 
place in so many markets had to 
compete not only with other na- 
tionally advertised brands, but also 
with local brands. 

The brands which managed to 
gain first place popularity in all 

(Continued on Page 131) 


what does it want?” said, “It is a 
serious mistake to do more than 
one thing in one program seg- 
ment.” 

He called variety shows “buck- 
shot” formats, saying that too 
many women broadcasters rely on 
them and think of them only as 
intervals between commercials. 

“Such shows,” he continued, “do 
not have an interested audience 
that has decided it wants to listen. 
And this is the only audience that 
will buy goods.” 


® Men also sounded off at another 
panel at the all-women meeting. 
Hugh M. Beville Jr., director of re- 
search and planning, NBC; S. R. 
Bernstein, editor of AA; Raymond 
Nelson, director of spot sales, 
Television Advertising Bureau, and 
Herbert Evans, v.p. of Peoples 
Broadeasting Co., Columbus, O., 
all came out strongly against the 
misuse of ratings. 

Mr. Beville led off with some 
advice to the gals. “Don’t fight 
ratings. Don’t use them when 
they’re high and then run them 
down when they’re low,” he said. 

“Ratings aren’t the final pay- 
off,” he said, “but they can be used 
to your advantage if you will give 
more attention to their qualitative 
side.” 

He suggested that ratings be 
used to determine the character 
and quality of audiences as well as 
their size. 


® Said Mr. Bernstein, “High rat- 
ings may tickle the vanity of a 
sponsor, but they won’t press a 
single button on his cash register.” 

Ratings are only a measure of 
audience size, he continued, but 
too often, they become an end in 
themselves and reduce broadcast- 
ing to an attempt to duplicate 
shows with high rating. 

Mr. Nelson opened with, “I’m 

(Continued from Page 6) 


years if court accepts them, AA’s 
editor says Page 12 
Post Office will put out three new 
publications next month to pro- 
vide up-to-date information on 
facilities 
Public relations by the hour is 
being offered by CavuInc., a 
combined sales consultant and 
p.r. company 
The wonders of the future may 
| include a self-wrapping package 


for products, Flow predicts in | 


an article about to 


come 


things 


of use to advertisers and publi- 


cists are listed in a new direc- | 
Page 24b 


es er eee ee 
Up to 95% of U. S. bottlers want, 
and are willing to pay for, a co- 
operative national advertising 
a Page 26 
Radio Corp. of America expects 
its 1955 sales to hit close to 


$1 billion, David Sarnoff, board | What They're Saying 


SPB Giqenc o's sige ccee Page 24 
Festivals, fairs and sporting events 


Highlights of This Week's Issue 


Justice department charges could | 
set advertising back 60 or 70) 


chairman, says 
AA presents for the eighth year 
a list of available market data 


from media, trade associations | ~ 


and other groups 


REGULAR FEATURES 
Advertising Market Place ........................188 
Coming Conventions 25 


Department Store Sales 
Editorials 
Getting Personal 
Photographic Review  .......0c.cccesccccccsserseessees 
Beg: Pree ccciccssnticntcereccnescessesettesesnsvtomcens 
This Week in Washington ....................... 139 
Volce of the AGVOFESOE .........cccccccccccen 124 


CR eee Ce 


epee cama Sips po Ris andi 


Revion Asks 
Coty for $500,000 
in Countersuit 


New York, May 11—Revion 
Products Corp. today filed an an- 
swer to an advertising piracy suit 
brought by Coty Inc., characteriz- 
ing the Coty allegations as “false, 
wilful, unlawful, reckless, mali- 
cious, wanton.” 

(Editor’s note: These sound like 
lipstick brand names.) 

The Coty action, filed on April 
7 in southern district court here, 
accused Revlon of filching the ad- 
vertising theme used to introduce 
the Coty 24 lipstick early this 
year (AA, April 11). 

Coty claimed that it was the first 
to advertise a lipstick as having 
such lasting qualities that the user 
can remove it before retiring and 
“awaken in the morning with alive 
color on the lips.” 

The suit charged that Revlon 
subsequently appropriated this 
theme in its advertising. Coty 
said Revlon also infringed on its 
“Wake Up Beautiful” trademark. 
William H, Weintraub & Co., Rev- 
lon’s agency, and the Columbia 
Broadcasting System, which car- 
ried Revlon programs, also were 
named as defendants in the Coty 
action. 


® In its reply, Revlon denies all 
these allegations and charges that 
(Continued on Page 131) 


Client 2,000 Miles 
Away, But Agency 
Does Emergency Job 


Cuicaco, May 11—Henri, Hurst 
& McDonald here is pointing to a 
recent last-minute emergency job 
to show that a client can be 2,000 
miles away from its agency, and 
still get quick service. 

The client is Ready-to-Bake 
Foods Inc.,; which is located in 
Los Angeles. When the company 
recently launched its new triple- 
seal innerwrap for Puffin biscuits, 
Henri, Hurst was called on to turn 
out new newspaper ads to replace 
old ones scheduled to run. 


® The agency had 14 days in which 
to develop the ad, but two of them 
were non-working days. The dead- 
line was made necessary because 
the advertising schedule, listing 
the day the ad would be run, was 
already being merchandised, 
Within four days, Henri, Hurst 
had copy and layout ready. Within 


New innerwrap seals in 
fresh biscuit flavor 
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eight days, artwork and production 
were completed and plates shipped 
out to 86 newspapers. 

New radio and television cam- 
paigns, also stressing the new in- 
nerwrapping, were written, ap- 
proved and mailed to the stations 
within three days. Samples of the 
innerwrap were forwarded to tv 
stations for demonstrations on 
home economics shows. 
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Electric and Gas Utilities Are Too Aloof, 
Evans of ‘Living’ Tells PUAA Convention 


Cuicaco, May 12—Edith Braz- 
well Evans, editor of Living for 
Young Homemakers, today criti- 
cized the electric and gas utilities 
for failing to promote better and 
more comfortable facilities for 
modern homes. Her speech was 
delivered at the 34th Public Utili- 
ties Advertising Assn. convention. 


Mrs. Evans accused utility com- 
panies of being aloof when she 
asked their aid in promoting better 
lighting and heating for new 
homes, in cooperation with a pro- 
motional campaign being conduct- 
ed by her magazine and Hotpoint 
Co. She said that 95% of new 
homes are poorly lighted and that 


more than 90% of the same homes | 
are not properly heated. 


® In answer to an article that 
appeared recently in her magazine, 
Mrs. Evans said, more than 20,000 
persons wrote letters asking for 
more information about more com- 
fortable living in new homes. 

“We could answer these letters, 
but I feel that this story belongs 
to the utility companies,” Mrs. 
Evans said. “The companies supply 
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the homes with gas and electricity, 
and these new home owners are 
their customers.” 

More than 190 home builders 
throughout the U.S. are cooperat- 
ing in the program, with the re- 
sult that homes that are lighted 
better and heated and cooled more 
evenly are being constructed and 
sold to new home owners, she said. 
Most of the utility companies ap- 
peared to be interested in the 
program but only a few cooperated 
by promoting the plan, Mrs. Evans 
said. She urged all utilities to take 
interest in the plan and to pro- 
mote it, in order to make homes 
a more comfortable place to live. 


® J. Stanford Smith, manager of 
general public relations, General 
Electric Co., told PUAA delegates 
that utility public relations plan- 
ning must match the daring long- 
range programs being made by en- 
gineers and management. 
Dealing with the next 10 years, 
Mr. Smith warned the advertising 
and public relations men that they 
nust keep selling the public on 


. the benefits of free enterprise in 


the utility field. Obstacles that 


~ \free enterprise must face are a 
oe -|confiscatory taxation, 


centralized government, 
politically 
powerful labor, and the innate fear 
of bigness or concentrated power, 
good or bad. 

Favorable signposts that may be 
expected in the next ten years 
which present opportunities for 
creating a more favorable climate 
for business are (1) the changing 
character of the U.S. population— 
a tremendous increase in the 
young and the old; (2) the chang- 
ing of political attitudes with the 
failure of British socialism and the 
obvious terror of communism; (3) 
the changes in opinion among 
thought leaders, with business 
management becoming an intel- 
lectually respectable subject for 
college curricula, with fiction pre- 
senting business in a new light, 
and with historians and theolog- 
ians reassessing the role of busi- 
ness, and (4) the development of 
new methods of communication, 
including tv. 


" For top efficiency, an entire 
industry must work together on a 
marketing program, said Dean H. 
Mitchell, president of the Northern 
Indiana Public Service Co. and 
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lst v.p. of the American Gas Assn. 

Mr. Mitchell told delegates of 
the wonderful results that have 
come to the gas imdustry since the 
formation of the Gas Industry 
Development Committee in 1952. 
He mentioned the cooperation be- 
tween the utility companies, ap- 
pliance manufacturers, pipe line 
companies and other segments of 
the industry since the formation of 
the committee and how all have 
benefited from a unified program. 


® Pierre Martineau, director of 
the research division, Chicago 
Tribune, urged utilities to de- 
velop an institutional personality 
through their advertising and pro- 
motional programs. 

He said that utility ads should 
create character, friendliness, 
modernity, and sophistication. He 
said the tone of the ads must be 
right and suggested that good art 
work could improve many ads. 
He said the ads should be tailored 
to meet public attitudes and opin- 
ions of utility companies. 

Eldred Scott, controller, Detroit 
Edison Co., said utility companies 
should try and sell more stock and 
enlist more stockholders. Mr. Scott 
urged companies to publicize earn- 
ings and dividends and he asked 
management to talk more about 
monetary terms. Adding a word 
of caution, he advised utility com- 
panies to keep their advertising 
within regulatory limits, so as 
to avoid criticism from the govern- 
ment and the public. 


= Highlights of the PUAA’s cost 
analysis report were given by Art 
Bazely, general supervisor in 
charge of market research, Cleve- 
land Electric Illuminating Co. In 
the past five years, gas companies 
have increased their advertising 
expense per customer at a rate 
more than double the increase 
shown by electric and combina- 
tion utilities, he revealed. The gas 
companies showed an increase of 
47%, as compared with 21% each 
for electricity and combinations. 

More than half of the electric 
and gas utilities and one-third of 
the combination utilities spend $1 
or more per customer in advertis- 
ing, Mr. Bazely said. In addition, 
many more utilities are using tv 
as an advertising medium today 
than in 1950. 
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Influence all levels of metalworking management... 


Build the strength of 


into your advertising program 
CHIEF DEVELOPMENT ENGINEER: F/_ er hu ace ~46« LP EEL’s strength is in the dynamic way 

, it is meeting the information needs of 
the Management Group in metalworking 
today. It focuses on their interests—on 
the management problems of adminis- 
trative, production, engineering and pur- 
chasing men at every level. 


STEEL reports to them each week on 
news in the world’s biggest industry — 
interpreting its significance to profits, 
competitive advantages, employee rela- 
tions and customer satisfaction. It’s a 
communications service STEEL’s 
improvement-minded audience uses reg- 
ularly to keep informed . . . a plus value 

—_ that strengthens your advertising in 
=. rvieeer ial STEEL and makes it your best buy! 


Edited for metalworking men at every management level 
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Dore Joins Weiss & Geller 
Robert M. Dore, formerly ac- 

count executive, Lewin, Williams director, 

& Saylor, New York, has joined) production 


manager, both 


account supervisor. 


f RRS DT i pare 


Blend, Zerweck Elected V.P.s 

Robert Blend, administrative art 
and William Zerweck, 
at 
Weiss & Geller, New York, as an William H. Weintraub & Co., New 
|York, have been elected v.p.s. 
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(Continued from Page 3) 
a great non-believer in small sam-| 
ple surveys.” He said that there 
is only one survey we can believe, 
the cash register. 
“In the aura of charcoal grey and | 
baby pink,” he said, “we have lost 
the idea that we are after sales.”) 
“Stop worrying about ratings 
and get busy doing a job for the 
consumer,” Mr. Evans told the 
meeting. 


® On the daytime programming 
panel, Mr. Mitchell and three other | 
members answered questions de- 
signed to help women broadcasters 
learn what their daytime audiences 
want. 

P. A. Sugg, general manager of 
WKY, Oklahoma City, spoke 
against Mr. Mitchell’s point of 
view, in favor of companionship 
programs. 

“TV and radio,” he said, “are 


T. R. cooperates with 


your 


frade paper Advertising 


and increases the effectiveness 


of your entire 


advertising program 


When trade paper advertisements arouse 
buying interest rarely is there immediately 
a sale. The chances are that the prospective 
buyer wants a complete picture of all other 
sources for investigation and selection. En- 
cyclopedic T.R. is consulted, as habitually 


as the clock is consulted for the time of 
day. Hence, your advertising representation 
in T.R. participates in the interest created 
by trade paper advertising as well as the 
vastly greater number of inquiries T. R. 


secures entirely on its own. 


It will pay you to find out why 11,322 Advertisers are using... 
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Male Critics Sound Off on Ratings, 
Variety Shows at AWRT Convention 


|delightful companions. They don’t | 


argue or talk back. Women budget 
their time just as business men do. 
They want to be able to tune in 
when they are relaxing.” 

Mr. Mitchell also stated that 


variety programs try to appeal to E 


the whole family and end by ap- 
pealing to no one. 


In answer to this criticism, Jose-| ° 


phine McCarthy, WRCA-TV, New 
York, said, “Until we have multi- 
ple sets in the home, the little tots 
will have a great influence on what 
programs are tuned in. We've 
found by ratings that this is so.” 


® Miss McCarthy said that her 
station “has come up with a very 
successful formula for an hourly 
show of three segments. The first,” 
she said, “has music and general 
entertainment for mothers and 
children. The second features 
cooking, and the third offers en- 
tertainment for the whole family.” 
Myrtle Labbitt, CKLW, Detroit. 
is on Mr. Mitchell’s side, she said. 
She has a daytime show which, 
while the weekly format is variety, 
features only one activity each 
day. 

Miss McCarthy said that a sur- 
vey among AWRT members 
showed that women broadcasters 
“are trying to deliver all too 
feminine materials.” 


® She said that she had learned 
from Ernest Dichter, of Motivation 
Research Institute, that women 
crave experience outside their 
home more in line with those of 
men. 

TV and radio, she said, “can sup- 
ply the means which permit 
women to live experiences they 
couldn’t have in reality.” 

Jane Dalton, WSPA, Spartans- 
burg, S. C., was reelected president 
of AWRT. Five directors-at-large 
were also elected. They are Hilda 
Ballestro, Evaporated Milk Assn., 
Chicago; Heloise Parker Broeg, 
WEEI, Boston; Lorane Cooley, 
California Foods Research Insti- 
tute, San Francisco; Lillian Lang, 
British Broadcasting Corp., New 
York, and Montez Tjaden, KWTV, 
KOMA, Ok‘ahoma City. 


McAdams Gets Lipamone 


White Laboratories Inc., Kenil- 
worth, N. J., pharmaceutical house, 
has appointed William Douglas 
McAdams Inc., New York, to han- 
dle advertising for Lipamone, a 
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WEBCOR APPOINTS—Webster-Chicago 
Corp. has named Everett W. Olson, 
formerly director of communica- 
tions, to succeed S. T. Seaman as 
director of public relations and ad- 
vertising. Mr. Seaman has joined 
John W. Shaw Advertising Inc., 
Chicago, which has been named to 
handle Webcor advertising (AA, 
April 25). 


‘American Home’ Adds Two 


William G. Bernier, formerly 
with the National Cash Register 
Co., and Irwin W. Ehlmann, for- 
merly with Pan American World 
Airways, have joined the sales 
staff of American Home. Mr. Ber- 
nier will work in Cleveland; Mr. 
Ehlmann will be responsible for 
retail merchandising in the mid- 
Atlantic states. 


Bermingham Agency Adds Two 

Angelique Inc., Wilton, Conn., 
perfume maker, and Galla Foods 
Inc., Copenhagen, Denmark, have 
both appointed Bermingham, Cas- 
tleman & Pierce, New York, to 
handle their advertising. Galla 
produces cooked hams and other 
food specialties. 


Promotes Ellen Grotto 


Eiien Grotto has been promoted 
from assistant director to director 
of home furnishings publicity, An- 
derson & Cairns, New York, 
succeeding Jane Scriven, who has 
joined Alfred Auerbach Associ- 
ates, New York, as_ publicity 
director. 


YOU CAN’T PREDICT 
the day when someone 


will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES * CLIENTS 
all can have 


INSURANCE 
against this hazard, at very little expense. 
It's smart to have our special policy — 


AND BE PROTECTED 


WRITE FOR DETAILS AND RATES 


hormone supplement for market 
chickens and turkey fryers. S. L. 
Althouse Advertising, Swarth- 
more, Pa., is the previous agency. 
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The Loss-Proof Zippo 
* * 
- 
& . : 
You can see why Zippo Manufacturing Co. a —r Y r vane, 


decided to advertise their new loss-proof 
lighters in Sports Afield. Readers of Sports 
Afield are a gilt-edged market for lighters...and 
cigareiies, cigars and pipe tobacco, too. If you sell 


smokers’ supplies, you need: the outdoorsmen’s market SPORTS ARIE LD es 


and the way to reach it is through Sports Afield. THE AUTHORITY FOR FISHING AND HUNTING 


A Hearst Magazine 
959 Eighth Avenue, New York 19, N. Y. 
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Columbia Broadcasting Ist 


We know how Gane Earnings Top 1954 


but we'll do Y your way Columbia Broadcasting System’s 


earnings for the first quarter of 

cece heing at it for many ga | 1955 were $3,892,677, 36% above 

JAY P., century, surprises aren't new to us. the $2,866,365 in the like period of 
WALK aovertisinc TyPocrapny | 1954, and a record for a first quar- 


Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 11 | ter. 


Specialists in SILK SCREEN PRINTING 


“INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


‘Talk It Over, 
Says Slocum on 
Anti-Trust Suit 


(Continued from Page 1) 
Mr. Brownell. In an address last 
night before the National News- 
paper Promotion Assn., 
tinued to lambaste the government 


for such things as planning to 


“saddle the press with a continu- 
ing injunction.” 

But his main complaint charged | 
Mr. Barnes with exactly what Mr.) 
Barnes has been charging the’ 
ANPA  with—going off half- | 
cocked. 


he con-| 


take time to discuss things before 
they fire their guns,” Mr. Slocum 
said. 

“But no, in the Justice Depart- 
ment of our government, we 
couldn’t sit down and talk unless 
we were talking about a consent 
decree. We first had to confess our 
guilt. The only thing we could 
talk about would be our sentence. 

“It would be in the civil area 
of the law, not the criminal, but 
the idea is the same.” 


/@ Mr. Slocum emphasized, how- 
ever, that “it is not too late to 
avoid or correct these mistakes. 
“The Department of Justice 
should and still can, if it will, 
| talk this situation over on its full 


Let’s separate the boys from the men! All men were once boys. Some men are still boys. But the boys 
who read BOYS’ LIFE do more fishing than the readers of the men’s magazines and see more movies than the 
readers of the movie magazines.* And there are no two ways about it . . . boys choose the brand of fishing gear 
they buy . . . they decide on the movies they go to see. Moral? You get the most mileage for your advertising 
dollar when you pick your shots carefully. If you want to reach boys, advertise to boys. And if you haven't 


considered the boy market at all, do so. 


1,150,000 ABC net paid circulation, BOYS’ LIFE, 2 parw avenue, new york 16, W. ¥. 


*Starch 49th Consumer Magazine Report 


“This is supposed to be the day! 
—and it is so preached in high’ 
government places—when. people | 


Advertising Age, May 16, 1955 


merits with the ANPA. ANPA will 
gladly go into the matter on such 
a basis, prepared to make any 
necessary changes. What is right 
is never blocked, nor should the 
position of either party be ‘frozen 
by public announcement’” [a ref- 
erence to a phrase used by Mr. 
Barnes]. 

Charging that the Justice De- 
partment “insists on blood before 
it will talk, and is not willing to 
discuss merits unless it has been 
promised a public victory,” Mr. 
Slocum declared that “ANPA is 
not looking for a fight.” 


= “It hopes there need be none,” 
he added. “It is prepared to help 
avoid one. But it never runs for 
cover when it is challenged, and 
it puts fundamental fairness and 
constructive result above legal 
maneuvering and victory com- 
plexes.” 

Mr. Slocum also noted that “the 
Department of Justice has been 
wrong many times before in its 
accusations,” and he cited this ex- 
ample regarding the current suit: 

“They thought a ‘standard rate 
card’ meant advertising rates were 
standard, instead of it being mere- 
ly a card standardized in size to 
fit into a No. 10 envelope.” 


Mobilgas Silent TV 
Film Spot Shakes Up 


Listeners, Stations 


(Continued from Page 1) 
_ izing sales of its premium gasoline, 
Mobilgas Special. 

A campaign using all media was 
planned, and for television the 
agency conceived a 20-second spot 
which is all visual and no sound. 
This, they thought, would draw at- 
tention to the message. It did. 


-@ As soon as the commercial ran 
on 52 southwestern stations, tele- 
phone wires began to buzz. Both 
stations and listeners were con- 
fused. The stations, which over- 
looked an explanatory letter ac- 
|/companying the film, thought the 
sound track had been left off. 
Listeners thought the stations’ 
audio had failed. The manager of 
KGBT-TV, Harlingen, Tex., re- 
|ports the case colorfully in a note 
to the agency: 

“We either overlooked instruc- 
_tions, or somebody in your organ- 
‘ization has been a sly old fox in 
/regard to the Magnolia 20-second 
tv announcements. I am telling 
you, my friend, consternation 
reigned rampant in our organiza- 
tion when the Magnolia 20-second 
spot hit with no sound. We had to 
come in later and scrape the pro- 
duction crew off the control room 
walls. The floor manager was in 
the process of running from the 
control room to the front office to 
dig into the file; I was on one line 
from home calling the control 
room while the control room 
| projectionist was on another line 
trying to call me. We had 11 tele- 
_phone calls from the general pub- 
‘lic advising us that something was 
wrong with our transmitter. All of 
this because of silent 20-second 
Magnolia spots. Honestly, in my 
opinion, the way they are running 
will create more attention than if 
you put a brass band on film.” 

The agency reports that the sta- 
tion manager is right. The device 
worked. The 20-second silent tv 
spot is getting the message across. 


Storer Gets FCC Okay to 
Operate Miami TV Channel 


The Federal Communications 
Commission reaffirmed its decision 
of Dec. 16, 1954, permitting Storer 
Broadcasting Co. to operate a tv 
station on Channel 23, Miami. 

The decision had been protested 
by Hollywood Broadcasting Co., 
WINZ, Miami-Hollywood, and Mi- 
ami-Biscayne Television Corp., 
Channel 33, Miami. 
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ront door 


Advertising, said Lasker, is sales- 


Our Number 1 
Prison Problem 


A state governor sells paroles—even pardons. A congressman puts on 
the pressure to get special privileges for a big-shot convict. Isolated inci- 
dents? Time and again prisons hit the bestia because the warden’s ' 
hands have been tied by meddling, favor- seeking S— You'll find } 


the shocking facts in The Trouble: with Prisons is Polities . 
by SANFORD BATES, Former Director, Federal Bureau of Prisons 


manship in print. And when you 


select media, you are choosing 


Our mighty Seventh Fleet is safely dispersed three full 
days away. The touchy Formosa Strait itself is patrolled 
by only two destroyers! Here’s William L. Worden’s 
eyewitness account of the tense life aboard a ship that’s 
carrying out the Navy’s most critical mission. 


Salesmen. Some go to the front 


door and some to the back. 


HOTTEST DUEL 
EVER FOUGHT 


some get short shrift, a few get 


Nellie Fox of the White Sox isn’t 
powerful at the plate. His arm is only 
so-so, Why then, 
do so many claim 
he’s the league’s 
© best second base- 
man? (Article by 
' William Barry 
Furlong.) 


He traveled deep into Mexico on 
the trail of a-long-forgotten secret. 
But to get it, he had to beat Hi- 
lario, the local champion. And 
Hilario had selected hair-raising 
weapons! Here’s the last Post story 
by the late, famous novelist 


JAMES STREET 


What wives Z 


don't tell husbands“ 


She told him she'd rented a lavish mansion 
complete with speedboat. She even men- 
tioned the laughably low price of $125 per 
month, But she forgot to reveal the joker in 
the deal—one that would make any self- 
respecting man pack up and leave! (Short 
story by Steve McNeil.) 


respectful attention. Among them 


all, The Saturday Evening Post 


has a unique, privileged position. 


It is given more time than any 


Ako “Pll Never Dive Again,” says’ Frank Harvey in his article on the 
terrors of the depths ... Angels in Bobby Socks, high-school girls’ surprising answer 
to the nurse shortage ... How, within a few weeks, could a man hope to turn a waitress 
into the Girl of the Year? Short story by Grace Amundson. In all, 9 articles, 4 
short stories, 2 serials, ere cartoons and many special features. 


other weekly and listened to with 


tue THIS I1SSVE 
+ Teen-Age Girls Discover Mursing is Fun 
+ Report From a Warship in Formosa Strat 
«+ Flery Mellie Fox ot the Chicage White Sex 
e A Prison Expert Accuses the Politicians 


greater confidence. Its selling 


BEST SELLER 


os 


ABC 
NEWSSTAND 
SALES 
July 1 = Dec. 31 
1954 


AP) 


record is unmatched. It gets 


4 to the heart of America. 


A CURTIS MAGAZINE 


post LIFE «LOOK COLLIERS 
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ETHEL: You didn’t ask the price. 
LuCY: Ethel, you don’t ask the price in a place like this. 
ETHEL: You don’t? 


Lucy: Of course not. You wait till they turn their backs 
and then you sneak a look at the price tag. 


If there are still some advertisers who are intimidated by 


television’s dimensions, we’d like to put them at their ease. 


Despite the obvious impact of the medium, its tremendous 
audiences, and its hold on the attention of the average family 
for over five and a half hours a day, today’s television 


advertiser is a shrewd shopper. 


He wants to know if he is getting consistent, cumulative 
sponsor identification. He’s no longer dazzled by mere size 
of audience. Like any other shopper who likes to know what 
things cost, he looks very sharply at television’s price-tag 


—its cost per thousand customers reached. 
And the values of television easily bear inspection. ° 


The average cost of reaching customers with an advertising 


message on network television is $1.23 per thousand. 


This is at least 54% less than any combination of printed 


media would cost to deliver a message to the same number 


From the of people. And television reaches larger audiences than any 
enlcatidatt. other mass advertising medium. 

broadcast of 

I LOVE LUCY 


We'd also like to report that the average cost per thousand 


over the 


CBS Television is 8% lower on CBS Television than on any other network. 
Network 


More viewers for less money is implicit in the cost of an 
advertiser’s message on CBS Television —a price-tag that is 
manifestly attractive to advertisers since they commit more 
of their advertising investment to CBS Television than to 


any other single medium in the world. 


CBS TELEVISION 
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Presenting Data on Markets 


In this issue, for the eighth consecutive year, ADVERTISING AGE pre- 
sents its listings of available market data as a service to the field. 

The listings this year are the most extensive we have ever pub- 
lished. More than 1,500 items issued by newspapers, magazines, busi- 
ness publications, farm publications, radio and tv stations and net- 
works, outdoor companies, trade associations and others are included. 
Some of these are elaborate, costly items; others are simple and 
relatively pedestrian. But they all contain some sort of information 
about the market, or a segment of a market. 

The listings are carefully arranged under a variety of headings, 
and coupons scattered throughout the text make it simple and easy 
to request whatever items may be desired. The coupons are addressed 
to ADVERTISING AGE, which processes them and forwards requests to 
the various organizations which have published the material, which in 
turn mail the material directly to the inquirer. 

It should be made clear, however, that ADVERTISING AGE acts only 
as the forwarding agent for requests. We have no extra copies of any 
of the material listed, and are unable to do more than to pass re- 
quests on to those who supply the material. 

As we have pointed out before, the page after page of listings 
are not quite as interesting as the latest detective story. But our 
readers have given ample indication of the value they place on this 
unique compilation. The volume of requests for data has grown 
steadily year by year. In 1953, it hit an alltime high of more than 
38,000, and last year we predicted 1954 requests would exceed 40,000. 
Our prediction was much too conservative; actual requests for data 
last year totalled almost 55,000. So this year we make no prediction 
beyond saying that a new record is sure to be set. 

Please note, also, that coupons can be processed for a limited time 
only, so requests for data should be sent in promptly. 


We're All Communists! 


Since many of our readers may be too busy to keep abreast of all 
the truly intellectual literature being published, we feel duty bound 
to call their attention to the April issue of “The Henry George News,” 
published by the Henry George School of Social Science in New York. 

Here one B. H. Ellenoff sets forth in clear 10-point prose to explain 
why communism spreads, and particularly to answer the question, 
“Why do Americans become Communists?” 

It turns out that the answer is quite simple; Mr. Ellenoff needs 
only 500 to 600 words to explain the whole thing quite clearly. 

Bemused workers in the vineyards of advertising will be startled, 
we are sure, to learn that there are four reasons (or at least four 
“by-products of one fundamental cause”) and that the first of these 
reasons is advertising—‘“advertising which creates a ravenous con- 
sumer demand for goods and services. If the consumer lacks pur- 
chasing power, economic dissatisfaction ensues.” 

It becomes clear, then, that what causes Americans to become Com- 
munists is quite different from what causes Russians to become 
Communists, or what causes Chinese to become Communists, since 
the inhabitants of these two countries have not witnessed very much 
of that horrible phenomenon in which “advertising creates a ravenous 
demand for goods and services.” 

Advertising certainly does create a demand for goods and services, 
but before we assume that by so doing it creates Communists, maybe 
we ought also to acknowledge that, as part and parcel of the Ameri- 
can economic system, it has helped more people satisfy more demands 
for more goods and services than has ever happened anywhere else 
in the world. Perhaps, indeed, that is why so relatively few Ameri- 
cans become Communists. 


eee 


—T. J. Herald, The Boston Post. 
“If they think I’M going to get ulcers, they’re nuts!” 


What They're Saying 


Shouting 

It is part of the schizophrenia of 
our time that no man would talk 
about himself the way he is ex- 
pected to talk about his product. 
We would consider him a brag- 
gartly monomaniac if he thumped 
his chest and loudly proclaimed 
his superiority over everybody 
else. 

Yet this is precisely what he is 
expected to do about his business. 

The net result of all these ab- 
surdly competing claims is that the 
public believes fewer and fewer of 
them—and this breeds a kind of 
cynicism that is more dangerous to 
the American system than any 
heavy-handed propaganda the 
Communists might devise. 

You may, at first, get quick re- 
turns by shouting. But every fam- 
ily with a shouter knows that soon- 
er or later the others become deaf 
to his cries. 

—Sydney J. Harris, in his “Strictly 


Personal’ column, Chicago Daily 
News. 
Plant Profile 


In our ever-changing, modern 
world, it is not enough to judge 
the worth of a manufacturing 
plant by its product alone. 

Its place in the industrial com- 
munity is also determined by the 
manner in which it produces that 
product...by the contribution it 
makes to progress with new, up- 
to-date facilities...by the way it 
seeks to improve its product. . .by 
its readiness to place its knowl- 
edge and experience at the service 
of customers. ..and finally, by the 
thoroughness with which it ad- 
vertises its product and services. 

Only when it has passed such 
a close scrutiny can we evaluate 
and catalog the position and value 
of any manufacturing establish- 
ment. 


—Foreword to new salesman’s port- 
folio prepared by the Seymour Mfg. 
Co., Seymour, Conn. 


A Little Lockjaw 


We're getting a little itchy look- 
ing at some of the advertisements 
for antiseptic toothpastes, deodor- 
ants and such. The ad technique 
currently popular calls for “before” 
and “after” pictures. First there’s 
a slide showing an area of skin or 


tooth simply crawling with wiggly 


things. Then we’re shown another 


slide, with only a wiggler here and 


there. 
All we know about germs we 


learned in eighth-grade hygiene, 
but we remember the breeding 
habits of those bugs and we’d rath- 
er not know about the presence of 
even one. With antiseptics we like 
to think in simple terms. They 
either kill or they don’t. Remind- 
ing us that a product doesn’t do 
a thorough job is not consoling. 
With us, a little lockjaw goes a 
long way. 


—Ruth Lundgren’s Newsletter, New 
York, March, 1955. 


‘Ineffable’ Again 

Occasionally, in writing copy for 
ads whose main feature is snob 
appeal, Ogilvy’s adjectives get so 
fancy that his own executives, and 
even Ogilvy himself, aren’t sure of 
their exact meaning. Once, in a 
Hathaway shirt ad, his copy in- 
cluded the word “ineffable,” the 
use of which so confounded a re- 
porter for ADVERTISING AcE that 
he called up Ogilvy to ask him if 
he could define the word for the 
readers of his publication. To his 
ineffable embarrassment, Ogilvy 
found himself at a complete loss 
for an answer. He now keeps a 
big copy of Webster’s on a stand 
close to his desk, within handy 
reach of his telephone. 


—‘Ogilvy, the Ineffable Ad Man,” by 
Thomas Whiteside in the May Harp- 
er’s Magazine. 


Support Required 

As long as manufacturers in- 
discriminately sell to people who 
create unfair competition, do noth- 
ing constructive to gain further 
acceptance, and only turn mer- 
chandise over at the expense of 
the dealers who DO the market 
development, just so long will we 
have the chaotic condition that 
prevails today. Fair trade laws, 
without the support of the manu- 
facturer or distributor, will not 


correct this situation... 


—Frank Freimann, president, Magna- 
vox Co., in a letter to all Magnavox 
dealers. 


Change Is Certain 

Like the pioneers of the Indus- 
trial Revolution in the 18th Cen- 
tury, we face a world in which 
only one thing is certain: change 
is ahead, fundamental change. We 
are leaving the push-button age 
and entering an age when the but- 


tons push themselves. 


—John Dieboid, John Diebold & As- 
sociates, New York, speaking on 
automation at the 2nd annual con- 
ference on business and tax policy in 
Palm Beach. 


Advertising Age, May 1€, 1955 


Rough Proofs 


The New York Herald Tribune 
has won the F. Wayland Ayer cup 
for excellence in typography, make- 
up and printing for the ninth time. 

Stand up and take a bow, Mr. 
Bodoni. 


Walter Loewy, former v.p. of 
Formfit, would probably admit 
that his work with this company 
gave him a good foundation for 
tackling the job of president of 
Richard G. Krueger Inc. 


No wonder so many up and 
coming lads are shooting for the 
job of agency art director. A group 
in this field has just looked over 
a bevy of bathing beauties and 
selected “Miss Advertising of 1955” 
for the National Advertising In- 
dustries Exposition. 


Dwight M. Cochran, v.p. of Safe- 
way Stores, which spent $19,000,- 
000 for advertising in 1954, tells 
AA, “We don’t like coupons, re- 
gardless of the amount of com- 
pensation paid for redemption.” 

Any questions? 

e 


Only trouble with the Nash plan 
of guaranteeing used cars with a 
bonding company policy, and twice 
the guarantee for Nash cars, is 
that a lot of buyers will be so im- 
pressed they will prefer used cars 
to new Nashes. 

2 

AA headlines, “Poor agency- 
client relations result of two 
causes: Murphy.” 

But at worst Murphy can’t be 
more than one cause. 

” 

Although Yachting is on the 
Canada Dry list for its summer 
campaign for gin and tonic, it 
would be unfair to say that this 
is going to add seriously to the 
hazards of sailing the briny deep. 

+ 


“Brewers set up panel to review 
ad practices,” reports the world’s 
greatest advertising journal. 

How about a panel of interested 
admen to review the beers? 

. 

“Long experienced publicity 
girl” advertises that she handles 
everything from fashions to fire- 
arms. 

Another pistol-packin’ mama? 

. 


“Your product placed on na- 
tional and Los Angeles giveaway 
shows at low cost,” explains an 
advertiser. 

As in Uncle Sam’s international 
program, it’s both difficult and ex- 
pensive to give things away these 
days. 

7 


James W. Young, senior con- 
sultant of J. Walter Thompson Co., 
probably agrees without qualifica- 
tion with the report on agency 
compensation made in 1933 by 
James W. Young, professor of ad- 
vertising at the University of Chi- 
cago. 

e 


Bill Corum says he’s found out 
a lot about Louisville since be- 
coming manager of Churchill 
Downs. 


One thing he’s wrdiebie dis- 
covered is that more visitors than 
Kentuckians see the famous Derby. 


Copy Cus. 
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As retailers themselves say... COMPARE! THE INQUIRER 
leads the 2nd paper, nearly 3 to 1, when it comes to retail radio 
and TV advertising in America’s 3rd largest market. That’s 
because THE INQUIRER is First for Action in Delaware Valley, 
U.S.A. First in National, Retail, Classified and Total Advertising. 
Certainly your schedule should include the first paper . . . first! 


Boom for Shopping Centers in 
DELAWARE VALLEY, U.S.A. 


Tremendous expansion has 
given rise to 45 new shop- 
ping centers throughout 
Delaware Valley! Here, fam- 
ilies have over $8 billion 
effective buying income... 
and the market still grows. 


Che Philadelphia Mnguirer 


Constructively Serving Delaware Valley, U.S. A. 


Exclusive Advertising Representatives : 
NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


West Coast Representatives : 
DETROIT SAN FRANCISCO LOS ANGELES 
GEORGE S. Dix FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 


Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 
Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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In APPLETON, Wisconsin 

Ask Ken E. Davis to send you a copy of the 
Appleton Post -Crescent’s Annual Consumer 
Buying Habit Study. Distribution statistics plus 
brand name preferences of Fox City families 
on nearly 100 categories. 8th edition available 
after July 1. 


In BALTIMORE, Maryland 

News-Post & American has consumer panel in- 
formation on Food, Drugs. Complete market 
data on housing, population, incomes, etc., by 
sales divisions. ‘Also grocery, drug, hardware, 
beer and liquor route lists. Write Roland Fox. 


In BATON ROUGE, Louisiana 

Figures, names, factors, fancies — statistics 
change rapidly in the South’s fastest growing, 
Louisiana’s 2nd largest city. Marketeers do 
best to check with the State-Times & Morning 
Advocate which offers late market data packet. 


In BEAUMONT, Texas 

For information of the Beaumont, Texas, mar- 
ket write Clayton Lau, Manager National Ad- 
vertising Department, Beaumont Enterprise & 
Journal, or The Branham Company office near- 
est you. They know Beaumont. 


In BECKLEY, West Virginia 

Buying center including 9 counties and 315 
towns and communities—5th largest sales mar- 
ket in state—served exclusively by the Beck- 
ley Post-Herald and Raleigh Register. Write 
Douglas Wakefield Coutlee, Gen. Adv. Mgr. 


In BILOXI-GULFPORT, Mississippi 

For accurate information regarding this fast- 
growing section call on the people that know it 
best . . . The Biloxi-Gulfport Daily Herald. 
They’ve got the facts on the Mississippi Gulf 


In CHARLESTON, West Virginia 

The Charleston Gazette knows West Virginia’s 
biggest metropolitan market (146,000) inti- 
mately, keeps route lists in food and drug trades, 
names of key buyers in every business to direct 
advertiser’s salesmen. Write William E. Grose. 


In CHICAGO, Illinois 

Need detailed market data? Sales planning 
counsel? Sound merchandising aid? The Chi- 
cago Tribune can help you. We’re in daily con- 
tact with every level of America’s No. 2 Market. 
Contact W. H. Hattendorf, manager, Sales De- 
velopment. 


In COLORADO SPRINGS, Colorado 

One of the nation’s hot-spots, Colorado Springs 
and the Pikes Peak Region! With $121,246,000 
in retail sales, 1954 showed an increase of 
$14,349,000 over 1953. For information, write 
John Coutts, The Free Press. 


In DALLAS, Texas 

If you need information on the whole, big Dallas 
market, The Dallas Morning News is the place 
to get it. Because only The Dallas Morning 
News covers the whole, big Dallas market. 


In DETROIT, Michigan 

The Free Press staff of practical research spe- 
cialists represents 63 years’ experience in han- 
dling day-to-day marketing problems. For latest 
figures or special data on the $8-billion Detroit 
market contact our Research Department. 


In ELGIN, Illinois 

Get your message across in a $66,734,000 mar- 
ket! Write the Elgin Daily Courier-News for 
market data, maps, consumer analyses. Let this 


81-year-old newspaper put its staff to work 
merchandising your wares. 


In FORT SMITH, Arkansas 


This 340,000-market of 14 counties in Arkansas 
and Oklahoma is accessible only through the 
Fort Smith Times Record and Southwest 
American which offers merchandising tie-ins 
and personal contacts. Write for free market 
data surveys. 


In GRAND FORKS, North Dakota 


In a lucrative agricultural market of 200,000 
population, $231,111,000 annual retail sales, The 
Grand Forks Herald gives you full market 
information, helps your advertising dollars 


produce the limit. Contact Henry A. Dibbern. | 


NEWSPAPERS. . . 


In GRAND JUNCTION, Colorado 


The Sentinel interviews each new uranium mil- 
lionaire, announced the revolving office build- 
ing and the atomic locomotive for local railroad. 
Write Dick Blackledge for data on expanding 
multimillion uranium market. 


In GREENSBORO, North Carolina 


There’s Top Management information in the 
News & Record’s 1955 brochure! Contains 
complete Sales Management data for 233 metro- 
politan markets—plus rankings of 7 sales clas- 
sifications not published heretofore. Write 
Greensboro, N. C. News & Record. 


In GREENVILLE, South Carolina 


You get leadership in the things that count: 
Sales, buying income, wages population, em- 
ployment. New market folder ready June 1. 
Contact Ward-Griffith Co. or Promotion and 
Research Department, The Greenville News & 
Greenville Piedmont. 


In HAMMOND, Indiana 


Reaching 4 out of every 5 families in this con- 
tiguous Hammond-East Chicago Market of over 
200,000 people . . . the Hammond Times is your 
sales-wedge into this $300,000,000 buying po- 
tential. Write Ken Peterson for information. 


Like the well-known palm-of 


In HOUSTON, Texas 


Do you need a hand in Houston? Do you need 
market information, grocery or drug store 
route lists. We'll gladly supply these, and other 
data. Write M. J. Gibbons, national advertising 
manager, The Houston Chronicle. 


In HUNTINGTON, West Virginia 


Like reading a palm you can see the future here 
—but without the guess-work for the adver- 
tiser! If it’s market data about the “growingest” 
area in West Virginia write the Huntington 
Newspapers. 


In LONG BEACH, California 
The Independent and Press-Telegram have 


available to advertisers and agencies the 3rd 
annual Consumer Market Analysis of the Long 
Beach market. Covers 175 product classifica- 
tions as well as general information. 


In LOUISVILLE, Kentucky 


3 plus 23. Three-county Louisville plus a 23- 
county RTZ. The Courier-Journal and Times 
new market data book has everything about 
this $114-billion market. Write Ted Weil, Gen- 
eral Advertising Manager. 


In LOWELL, Massachusetts 


It’s easy to learn pertinent facts about market 
and newspaper in Lowell, Mass. Lowell’s only 
newspaper, The Sun, evening and Sunday, 
saturates Lowell and environs. Write Frank A. 
Lawlor for detailed market analysis survey. 


In LUBBOCK, Texas 


If you’d know Lubbock like we know Lubbock, 
you’d ask the Avalanche-Journal—the only 
medium that covers the growing Lubbock mar- 
ket thoroughly, effectively, without waste, dead 
spots or fringe area dissipation. 


In LYNN, Massachusetts 

The Daily Evening Item has the rich North 
Shore market at its finger-tips, its files filled 
with up-to-the-minute data on the buying habits 
of more than 332,000 individuals in a prosperous 
compact trading area 22 miles square. 


In MEMPHIS, Tennessee 

From A to Z—Acton (Tenn.) to Zent (Ark.) — 
The Commercial Appeal and Press-Scimitar are 
“know-it-alls” about the rich potential of their 
76-county market. Write Bob Berkeley for 
Coverage Map, Memphis Route Lists, Con- 
sumer Panel Study. 


In MINNEAPOLIS, Minnesota 


You can get the research facts to help you sell 
—not just in one city, but throughout a 3 and 
\% state, 1,300,000-family, $6-billion market— 
the dynamic Upper Midwest market —by 
writing Bill Cordingley, Minneapolis Star and 
Tribune. 


In MUNCIE, Indiana 


Facts on the market always available! Market 
data book, city and trading territory maps; 
grocery, drug, confectionery; beer, liquor route 
lists; spot surveys. Write C. H. Poorman, The 
Muncie Star & Muncie Evening Press. 


In NEW ORLEANS, Louisiana 

New oil buildings and discoveries, booming 
port, huge public works—Roland Ladreyt, of 
The Times-Picayune New Orleans States, is 
the man who has the data you need for selling 
in the new New Orleans (and the medium). 


In PASSAIC-CLIFTON, New Jersey 

You get complete, up-to-date facts about this 
250,000-market from The Herald- News, the 
only medium that covers the market, sells it 
every day. Call our New York Office, 18 East 
41 Street, MUrray Hill 5-0131. 


In PEORIA, Illinois 


PEORIArea is a self-contained, $600-million 
major market. Advertisers and agencies say 
“An excellent Test Market ... One of the 
Best”. For comprehensive Peoriarea market 
data folder, write O. C. Summers, Peoria 
Journal Star National Adv. Mgr. 


In PHOENIX, Arizona 


There’s a bonanza of business for you under 
the Arizona sun. For market studies, Consumer 
Analysis, route lists, circulation coverage maps, 
population and business location studies, write 
Hobe Franks, Phoenix Republic and Gazette. 
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In PONTIAC, Michigan 
Press Market Data Book gives retail sales, 


family income and expenditures, population, - 


auto registration, etc., compared with other top 
Michigan markets. Also includes linage, pay- 
rolls, home coverage. Contact Russell Bassett. 


In PORTLAND, Maine 

Looking for a key to New England’s No. 1 Test 
Market? Then write for the Portland Press 
Herald-Evening Express’ Consumer Analysis— 
one of many informative space-buyer services 
available through Gerald A. Kilbride. 


In PROVIDENCE, Rhode Island 


The Journal-Bulletin gives you the entire mar- 
ket—with saturation coverage. What’s more, 
the Journal-Bulletin advertising man can help 
you pinpoint your story to get the best results 
out of this compact market. He knows it! 


in ROANOKE, Virginia 


Want to know why the Roanoke market is out- 
standing in its class? Why so many advertisers 
use it for tests? Write A. L. Wimmer, General 
Advertising Manager, Times and World-News 
for a copy of the prize-winning study “Portrait. 


~~ In ROCK ISLAND-MOLINE, Illinois 


Dispatch and Argus have “On the Spot” in- 
formation. “1955 Quad-City Market Facts” 
folder plus annual Consumer Analysis and 
other data available. Write Harold E. Swanson, 
Manager, General Advertising, Moline Dispatch 
and Rock Island Argus for the facts. 


In ST. JOSEPH, Missouri 

The St. Joseph News-Press and Gazette knows 
the market—knows personally the buyers of 
the big outlets which is most helpful, particular- 
ly to new salesmen assigned to the St. Joseph 
territory. For all market information write 


Ethan H. Campbell. 


KNOW MARKETS 


In ST. LOUIS, Missouri 

The St. Louis Globe-Democrat knows the mar- 
ket! A topnotch Research and Marketing Staff, 
backed up by stacks of market data—including 
a monthly Grocery Inventory Audit for many 
food store products. Write Ernest Hoffsten. 


In ST. PAUL, Minnesota 

Yours for the asking! 194 pages of facts about 
buying habits and brand preferences for more 
than 175 products in the $554-million St. Paul 
market. Write Consumer Analysis, Dept. B, 
St. Paul Dispatch-Pioneer Press. 


In SAN JOSE, California 


In 1955 more people (5,000 families). More 
money (distinct shift to $5,000-10,000 income 
brackets). Just two reasons for “It’s San Jose 
for Sell”. Another 264 answers in the Mercury 
and News just-published Consumer Analysis. 


In SANTA ROSA, California 


“Memo to Merchants” keeps you current. Write 
Paul Johnson, Advertising Director, The Press 
Democrat, for this monthly report on Redwood 
Empire economy. It updates everything from 
electric-blanket sales to total retail volume. 


In SHREVEPORT, Louisiana 


Metropolitan Shreveport ranks 89th in size, 
64th in automotive sales, 36% above national 
average in consumer spendable income. For 
complete market summaries or specific surveys 
tailored to your product write Tom Huddleston, 
The Shreveport Times-Journal. 


in SOUTH BEND, Indiana 


For your marketing program in South Bend, 
The Tribune offers advance mailings, route 
lists, tie-in solicitations, personal contacts, dis- 
tribution checks, current market data book— 
also reader confidence that sells merchandise. 


In SPOKANE-INLAND EMPIRE 


A wealth of complete, accurate, useful, up-to- 
date data on this big, booming, billion-dollar 
market is available from The Spokesman-Re- 
view and Spokane Daily Chronicle professional 
Research Department or through Cresmer & 
Woodward. 


In TEXAS HARTE-HANKS Markets 


Condensed sales figures, number families and 
percentage coverage by counties served by our 
papers in Abilene, Big Spring, Corpus Christi, 
Denison, Greenville, Marshall, Paris, San An- 
gelo, Snyder available from any Texas Harte- 
Hanks office. Also special data. 


In WACO, Texas 


Waco really has made tracks since World War 
II. And who keeps track of Waco? The Waco 
News-Tribune and Times-Herald. How? Con- 
tacts, How to get specific information? Make 
specific request to our National Department. 


In WASHINGTON, D. C. 


For basic information on Washington, D. C.— 
America’s 10th market, where 410,000 read 
The Washington Post and Times- Herald on 
Sunday and 380,000 read it daily, check with 


Jack Sacks or any Sawyer, Ferguson, Walker 
representative. 


In WATERLOO, lowa 


The Waterloo Daily Courier has a complete 
retail food route list for the asking in addition 
to the food volume of Black Hawk County as 
taken from sales tax figures. For information 
on the Waterloo market contact T. E. Stevens 
at the Courier. 


In WAUKEGAN, Illinois 


Advertisers look to the Waukegan News-Sun’s 
Market Data Book for up-to-date information 
on Waukegan and Lake County, Illinois’ 2nd 
richest market. For your copy write or call 
Richard Kennedy, business manager. 


In WESTCHESTER COUNTY, New York 


The Westchester Group Newspapers best know 
the richest market in New York State—West- 
chester County. Find out how your product 
can fit into this profitable market by writing: 
Westchester County Publishers, 8 Church St., 
White Plains, N. Y. 


In WICHITA, Kansas 


An active market—3rd in consumer spendable 
income per household—41% above U. S. aver- 
age—l17th in retail sales—26% above U. S. 
average. For detailed information about Wich- 
ita, one of America’s fastest growing markets, 
write the Eagle. 
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or Sale? 


ee 
or professional men. 


Elks are a big, expanding market for business 


equipment and services. 
49% are business or professional men. 


38% are business executives. 
They employ 4,314,360 people. 


Elks are the leaders in business and 


market only in The Elks Magazine. 


THE MAGAZINE 


41% own or control 1,207,021 business vehicles. 


in their community. You can reach this rich 


Get the whole picture about 1,080,839 
Elks (ABC). See the new Ross 
Federal Report packed with facts 
about Elks and their magazine. 


New York « Detroit + Chicago » Los Angeles 


Swan, Jones Renamed 
Heads of Bureau 

Joyce A. Swan, v.p. and general 
manager of the Minneapolis Star 
& Tribune, has been reelected 
board chairman of the Bureau of 
Advertising, ANPA. Richard L. 
Jones Jr., president of the News- 
paper Printing Corp., Tulsa, has 
been reelected vice-chairman. 

Harold S. Barnes, BofA director, 
has become an ex officio member 
of the board. He is the first bureau 
operating head to hold board mem- 
bership. 


CBS-TV to Carry Coast Games 


CBS-TV has signed for exclusive 
rights for regional telecasting of 
Pacific Coast Conference football 
this fall. The contract calls for CBS 
to telecast eight games between 
Sept. 16 and Nov. 12. Six will be 
telecast regionally over an 18-sta- 
tion Columbia Television Pacific 
network covering Washington, 
Oregon, California and Nevada. 
The basic plan calls for blacking 
out the home or originating area. 


ARF Elects Academic Unit 
Notre Dame University’s college 
of commerce has been elected an 
associate subscriber of the Adver- 
tising Research Foundation, New 
York. This is a new subscription 
arrangement established by the 
ARF for students and teachers of 
marketing and advertising. 


Young to Al Paul Lefton 


Walter A. Young, publisher of 
the New York Journal-American 
for the last 18 years and former 
associate publisher of the Philadel- 
phia Record, has joined the Al 
Paul Lefton Co., New York, as a 
V.p. 
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@ Gives unsurpassed state- 
wide circulation. 


Gives penetration at lowest 
average cost per home. 


® Gives complete family read- 
ership for your message. 


, oe 


' You'll sell more through greater 
: coverage with The Clarion- 
Ledger and Jackson Daily 
News. First in Mississippi! Your 


nearest Katz Agency man will 
gladly give you complete de- 
: tails. 


Mississippi's Best 


a BUY far.. 
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Mississippians know! Best bet advertising-wise is the 
unbeatable morning -evening-Sunday coverage of The 
Clarion -Ledger and Jackson Daily News. 
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Getting Personal 


Martha and John Gwynn (John is media director of Erwin, Wa- 
sey, Chicago) cre parents of John Jr., born on Wednesday, May 4. 
The Gwynns have two other children, girls of 4 and 2. . .Tom Young, 
sales executive of Station WEEI, Boston, is the father of a second 
child—a boy. ..WEEI’s merchandising representative, Dick Luetters, 
is celebrating the birth of his first child, a boy, born on April 27... 

Leslie Dunier, chief of radio-tv at Emil Mogul Co., New York, 
will wed actress Norma Rich May 26. ..Ralph Robertson, Geyer v.p., 
is employe chairman, ad division, Greater New York Fund cam- 
paign...Carmel Snow, Harper’s Bazaar editor, received the 1955 
achievement award, College of Home Economics, Drexel Institute 
of Technology, “in grateful acknowledgement of your creative lead- 
ership as a fashion journalist and editor, your service to industries 
related to fashion”... 

Mrs. Frances Lacher, Compton Advertising copywriter, is the 
mother of a girl, Irene Melanie, 6 lbs., 11 oz., Caledonian Hospital, 
Brooklyn. This is her second daughter... 
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BACK HOME—Mr. and Mrs. David Botsford Jr. arrive in San Francisco 

from a four-week air tour, via Japan Air Lines, of Hawaii, Japan, 

Hong Kong and Manila. Mr. Botsford, v.p. of Botsford, Constantine 

& Gardner, met in Tokyo with executives of Japanese Air Lines, one 
of the agency’s accounts. 


Among those reelected by the Lotos Club are: president, Harry 
Bruno, public relations, New York; secretary, Ralph Cole, presi- 
dent, Consolidated Lithographing Corp., Carle Place, L. I.; and 
board member, George McGregor, Biow-Beirn-Toigo v.p. Sam Sut- 
ter, Biow-etc. v.p., is a new board member. The club is a literary 
and social organization. Homer, Tennyson and John Elderkin, a club 
founder, once had something to say about lotos, the latter mention- 
ing: “The fruit of this shrub has the effect of reducing eaters insen- 
sible to the ordinary influences of their lives...enchantment and 
dreamlike confusion of the mind...” 

Edwin Clark, This Week Magazine ad sales rep, and Stephen Kel- 
ley, Sports Illustrated ad manager, have been elected president and 
v.p. of the Hamilton College Alumni Assn., metropolitan New 
York... 

No need to rewrite this release: When Emil Mogul, president of 
the New York agency bearing his name, and Mrs. Mogul boarded a 
plane April 27 for a six-week business and pleasure trip to Israel, 
Greece, Turkey, Switzerland and France, his associates asked him 
to complete the following miscellaneous assignments: (1) Determine 
penetration of Man, Oh Manischewitz slogan in Tel Aviv. (2) See 
if Greeks have a better word for Esquire’s “Lanolize.” (3) Get of- 
ficial Roman translation of “Ronzoni Sono Buoni.” (4) Check con- 
sumer identification of Istanbul with Constantinople, vis a vis 
synonymity of Rayco with auto seat covers. (5) Wear-test Alpine 
Tyroleans for Adam Hats. (6) Conduct motivational studies in cer- 
tain activities reportedly popular in Paris... 

Bernard G. Davis, pres.dent of Ziff-Davis, publisher of Flying, 
has been selected as the representative of the American publishing 
industry on a mission which left the U. S. in late April to plan the 
1955 international cadet exchange program of the Civil Air Patrol 
and 20 other countries this July and August. First stop Paris. Then 
Wiesbaden, Rome, Israel, Tripoli and Lisbon... 

Also Europe bound is George H. Scragg, head of his own sales 
promotion and p.r. company in Cleveland. He’ll visit the British 
Industries Fair and the Paris Trade Fair... 

Carol Bigelow, ad manager in San Francisco for United Air 
Lines, is honeymooning with her new husband, James McAndrew, 
advertising illustrator...R. O. Naegele, chairman of Naegele Ad- 
vertising Co., Minneapolis, has been elected to the board of direc- 
tors of the Minneapolis Chamber of Commerce... 

Don Belding, chairman of the executive committee of Foote, Cone 
& Belding, and Russell Z. Eller, ad manager of Sunkist Growers 
Inc., were honored by the Advertising Council at a testimonial 
dinner May 5 in Los Angeles. Mr. Eller has served as volunteer 
coordinator of tie “Smoky Bear” campaign, and Mr. Belding’s 
agency has created all the advertising materials for the public 
service project since 1942, when the forest fire prevention cam- 
paign was launched... 

Robert M. Gamble Jr., head of his own agency in Washington, 
D. C., has been elected president of the University of the South 
Alumni Assn. in the D. C.-Virginia-Maryland area... 

Johnny Teeter, son of Bob Teeter, sales manager of Philadelphia’s 
Station KYW, nearly upset the station. His mother was out shop- 
ping. He playfully locked his nurse in the cellar, then he asked the 
telephone operator to get his daddy at KYW (didn’t know the 
number). But, before the operator at the station realized what 
was going on, the nurse broke out of the basement by smashing a 
storm window and breaking a chair. In the meantime, Daddy 
Teeter was rushing home by cab to the rescue... 


x as SP ee x a + ps: aie cs . 
Pe oe, . af i% : - ‘7 - 4 - / a ‘ Ly a Ae 7 i . - > . elie , ' . mee ; oy 
‘eo ~ . ‘ P = . . —_ a ms ae a 
, 4 « ee ce or j F 
Ae in : $ 
oe : H WN es 4 
. | , es ae RS 
og 
oe 
pay 
ee / a) 
© = a a 
—— | en 
. > 
~ | 7 
| rar | : 
: ee v4 ie 
ALF 44 ' 
Fan "8a. : 
PRL Pfu J | “ 
LEH OV, | : 
t- ae A a ” a h 
: A = ~, = 
r — - Ow . AJ | - 
he. me : CG) | : 
~ \CY | 
00 Eh | 
536 Hk business | 
| ee | 
2% 
| cule 
i ee | Fa 
| x * if cue 
ay 
is —&§ 
: 
“ £2 f . — - Ps ae sy S oe ils a é 
; oe ee ee a 
a ie a Su Reicre eo Sai ¢ oe ‘ 
; ees ee 28 eh & ee ie w i PIG aad - a — ae 4 
7 i ; shea: ee ; er, 
| ae by, Be & fae : ~ Bes i . oe hae ee, 
| | Ee ‘ sae oer ud a Ses fae 
| ff J ee “ ~ — eae 
i : - . ~ ‘a 4 & & a : J f 
eee yy se ; re ma _ ie 
: x F By a es q yf . - Baste: . ‘ 
ae sa ¥ ¥ “i . : % 4 “< x y ig i ieee 9 t 
, = 4 Z 
\ bad F a t 
ah I % %. Sis i “en 
2 ote Ss, ee — A a f A: 
: ! ees |S ek ; 
| Paes: : » pes ae a 
; ’ ; ae as AE f $; as 
|) | A —-> fe | 
; ' ee ee R Ee es ae F 
| : * —_ — a 
| | 3 P ce Bs <a i 
| : — - ities a s § is Ris aig 
ies 2 ; ; ‘ Pe? Se | ee 
J | iis § 
e | oa 
; | es 
| : | | 
)8g589898998 RR 
t sah 
waa Cian 
i ee eo eS aS fo Aaa SE aR oe aswel Sy C2 ae a a” SIRE he 2 SS re 
% ‘ om : 
se , 
3 ; : t ’ 
: ' a &g 
sh : ° 
‘ae ves ; 
e ; ne ie ii 
are ae a i 
va tt N! Boe ; sa a 3 : ; a : — ibaa les Sia : ‘es rt 
ay cae eee ‘ease pik t 
a Poe eee ees a 1h : 
i ° ase: oo 
s iP et ( i 
j : a &§ 
oh . oe 7 ate i 
a “ is 
: ‘ cial 
| A — 
“y a ‘_ 
oe ‘a base 
* 7 é a 
a : >, : 7 
ee ge > ee = : ; 
ka a ae Based en a : 
ae ~ $ ~ y of } 
ria 2 . ‘ r ys 
i . ad — , 2 ue | 
+ A VAR Cre 1) Z < Rr { 
| : ~~ ” ose , ee 
. i dD ee: NG ' ig 
] ee 
| ee ng hy WR hic 
1 Hf Hi} ff ey ey . bt 
I HT Shy can ‘ He 
co f Hig i} py Bs | © 
- d Py ES Be 
di : aS 
: 7 Pha } 
7 | i 
sd, i 
e “ q 
“ a / 
eee 1 Pee i 
oe ae 
a a 
ie ie \ 
. cm i 
a 
aa. 
ds ‘ hee 
a oa 
a — - ——— a Gai 
8 ee — ‘ ———— ———J 
—_—=. —_ Hy —_ = — = ia | 
eee SS ———— ———————— — 
f i — ; fi 
ee a —_— —= 91 
_ % * =i4> 2 
ot Pes fave 
2 es si . | 
aa, aS ae ' 
a 6 ee ee aL aig a 
or er 
ae « ag se 
a Pe ie q 
a $ 
a8? 4 : r oy ed a : ie weigh. * "3 tat ere - Beg 4 Sf al Sag ay Siok bo hie RES soe Be rash 4s 
<3) Soe ee * me . 3 ae Og TEES 2 ee gn ® ie Bi De he 8 aA Bh Me ee “#* SO pen FP Baek a et ee en A ee ee Te eg ; NS, RT RN ee Stee 
Ser ml \ mene i a PS LS Seeat Se fre, Me ag Ci i ERE af tag a pat ee, Ay ani gO Wa Gee te Mobs, tas Eee eae Pie us ek Pig oo i hae, : i : PS I aon ae a i? ie Dee = 
Be Pats EIEN pede ee nee Bn pean EADS eg WE WON hy He AN Mes a ae he noire s TO OME S CE Oh wtp ot ay eh ee er 3” GRR ro OK ey faye eae F PRO, (20 tiie pS le Wie te - Tey Ne ack Out ewng . R Mtaee RG a 
Sette ere re. rie eee eee yar ne tee arn met egies Bas WR CSS St. ORL hE ad eect ae ROD SO as Pa ry Meee” 8 Sea Pee oe uate gS feos eT ee Ee, Os thal FREE Sg ceaRc® Ee Sa eh Take tit Pewisy ms 
P : pas Wa Bide #6 2 ino wind few, : os a ea ; J i ices Bi’ So OS ee ee dn Ee tt Sc WP z Cae ST Sai eee, | Beare Pa” OU cee ie NOL GRE TT NES Lt MS Sa PO SO ole eae a, Pe i 
‘ied arene RALLY Saat ed nag, & re rhs GT LE Re TE RS? IT ere Tk ee ae Rs ee oe eo UY CeO Tet ye ee Ee eS eee, e, Slr EINE ROG IMT Ts Lie Oe gtr lee ge tee tag Re od eee ee So ag yoke TREE Sh ROE “Tt Oa PERE 
RS ee GPE eee Lene: SEA e4 S| teal tek GSES. Ae CR ery 7 eS Oh eis he A aS ate ROE ES Ae ee ae ee a eee, RE Re En HE Sa Moen eR 


* SF Se ( oy e J oF J Sikes Mga on fae oe Pathe en | Ye jE Ca ry PO Fr Sane t at St 
hey , 
7 i, 
4 : dae 
¥ : a 
Pan 
Nin " ‘yy 
we ; 
ei f a Ht . ~ 
™ ee a oad } 
- 4 — 
se Ht | i \ 
ee, fil, vl a 
if rey " tls J : il rT 
, sea! i tilt NA 
: ; 7 — mh A ~~ 
; a -_ i . - Be F a . ae : ' Z aan on 
oS = . 
3 +4 * L 
me om ” XE 
= oe ey 
r od .. . 2 r 
— we ‘ 
—__ . ‘ 
— . 
— | BR —- - a 


par tain 
Pore receet | lor » 


| THE POST LEADS IN LINAGE GAINS 


@ In 1954, The HOUSTON POST showed a larger 


total linage gain than both other Houston newspapers com- 

i bined in all six of the major classifications. The POST is 

1 the only Houston newspaper to show linage gains in all 
4 six of these major classifications: 

RETAIL GENERAL AUTOMOTIVE 
| Advertising Advertising Advertising — 
| TOTAL DISPLAY CLASSIFIED TOTAL 
| Advertising Advertising Advertising 

@ Get the facts on Houston. Your Houston Post 

salesman or your Moloney, Regan & Schmitt representative 
will be glad to give you the complete story. 
TEXAS’ FASTEST GROWING eo 


NEWSPAPER = 


Written and Edited to Merit Your Confidence 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT Medio Records, 1954, 
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ATLANTIC CITY IS BIGGER THAN YOU THINK! 


Now a market of over 100,000 population which is— 


Cover this important year round market with 
the newspaper that gets into its homes. 


Atlantic City Press 


... covers New Jersey's 
best BIG-CITY market. 
Rolland L. Adanis, Publisher 
DeLisser, Inc., National Representatives 


* First in per capita food sales in the U. S. 
* Third in per capita retail sales in the U. S. 
* Second in per capita drug sales in eastern U. S. 


* Fourth in per capita home furnishings in eastern U. S. 


Gilead Expands Ad Program 

Gilead, division of United Mills 
Corp., New York, will introduce 
its new collection of Sweet 'n Hot 
lingerie with color pages in the 
August Mademoiselle and Seven- 
teen, the September Glamour and 
November Charm, b&w pages in 
the August-November issues of 
The New Yorker, the September 
Vogue, November Harper’s Bazaar 
and two color and two b&w pages 
in the August-November New 
York Times Magazine. This will be 
the largest consumer ad program 
in the history of the division, ex- 
panded from two or three maga- 
zines. Daniel & Charles, New York, 
is the agency. 


GE Buys CBS-TV Series 

General Electric Co. has signed 
to sponsor 26 one-hour tv film 
programs to be produced by 
Twentieth Century-Fox. The series 
will debut Sept. 21 on CBS-TYV, 
and will be telecast every other 
Wednesday. Young & Rubicam, 
Los Angeles, negotiated the con- 
tract. 


powerful boosters: 


January-June period! 


plot you a profitable course? 


Washington 6, D.C. 


and readership 


Opportunity 
on the rise! 


Behold the upward-thundering Nike — about 
the fastest-rising thing around these days! We 
submit it as a fitting parallel to The National 
Geographic’s rocketing rise in circulation, 
advertising volume and acceptance. 


Slim, swift Nike is a two-stage guided missile. 
But today’s National Geographic is being 
propelled to new heights by these three 


1. Circulation — cruising above the 2,000,000 level 
of high-income families . . up a breath-taking 
70% in nine years .. and maintaining a 
voluntary renewal rate of 87.4%! 


Advertising volume — high-angle climb to 
record heights, with a 17% rise in 1955’s first 
half over the same six months of 1954 

and still headed upward! 


Advertising acceptance — with 37 new 
advertisers signed aboard for the 


It takes sound design as both an editorial and 
advertising medium to soar so high, so steadily, 
and so swiftly. Like an efficient guided missile, 
The National Geographic goes selectively to 

the kind of readers who make the best prospects 
for quality products — yet at a low-altitude cost 
that’s a model for media economy. May we 


THE NATIONAL 
GEOGRAPHIC : 
MAGAZINE 


headed to new heights in advertising 


Advertising Age, May 16, 1955 


Three New Postal 
Publications Will Be 
Issued Next Month 


WASHINGTON, May 10—Three 
new postal publications providing 
up-to-date information about fa- 
cilities in the U. S. and abroad are 
scheduled for publication early 
next month. 

The publications are part of a 
general reorganization of postal 
reference books; the postal manual 
published last fall was the first in 
the series. 

The new publications replace 
the old Postal Guide. The three 
are: 

“The Directory of Post Offices,” 
available in a loose-leaf binder, 
together with a year’s subscription 
to the change sheets. Initial cost is 
$8; revision sheets after the first 
year are $4 annually. This publica- 
tion includes a list of all post of- 
fices, branch post offices and sta- 
tions, arranged alphabetically by 
states; a list of Army camps, posts 
and stations, as well as Air Force 
bases, fields and installations that 
have postal facilities and a list of 
post offices that have been discon- 
tinued or had their names changed 
in the past two years. 

“Post Offices by Counties,” in 
booklet form for 45¢, will provide 
detailed information about all post 
offices, the number of rural mail 
boxes served from various post 
offices within each county and 
the number of boxes at those post 
offices which do not have carrier 
service. 

“The Directory of International 
Mail,” in loose-leaf binder, will 
cost $5 initially and subsequently 
will be $1.50 a year for change 
sheets. It will provide detailed in- 
formation about rates, service, pro- 
hibitions, import restrictions and 
other conditions governing service 
to other countries. 


CBS Radio Signs Five New 
Sponsors for Five Shows 

CBS Radio has signed five new 
sponsors for an equal number of 
programs. Miller Products Co. will 
sponsor the 11-11:15 am., EDT 
segment of the Robert Q. Lewis 
series starting May 14. Winius- 
Brandon, St. Louis, is the agency. 
Corn Products Sales Co. has signed 
for a five-minute segment on the 
“Wendy Warren & the News” pro- 
gram, starting May 23, through 
C. O. Miller Co., New York. No- 
Doz will be advertised by Harrison 
Products Co. on Friday night seg- 
ments of the “Tennessee Ernie 
Show,” effective May 20, through 
Sidney Garfield & Associates, New 
York. 

McKesson & Robbins will spon- 
sor the 8:15-8:25 p.m., EDT, seg- 
ment of the “Arthur Godfrey Di- 
gest,” starting May 27, through 
Ellington & Co., New York. Murine 
Co. has a segment of the “Arthur 
Godfrey Digest,” starting May 27, 
through Ellington & Co. Murine 
Co. has bought Thursday segments 
of “Amos ’n’ Andy Music Hall” 
through July 7. Batten, Barton, 
Durstine & Osborn, New York, is 
the agency. 


Babbitt, Lombardo Tie-In 


What is termed the “largest 
commercial tie-up in legitimate 
theater history” has been arranged 
between Guy Lombardo’s “Ara- 
bian Nights,” outdoor water show 
held at Jones Beach, and B. T. 
Babbitt Co. Under the tie-in, 2,- 
000,000 cans of Bab-O will have a 
coupon offering a free ticket to 
“Arabian Nights” when a second 
ticket is bought at the regular 
price. Babbitt will pay half the 
cost of the tickets, which range 
in price from $2.20 to $4.40. Pro- 
motion will include media adver- 
tising and large point of sale dis- 
plays in 27,000 outlets in Greater 
New York and surrounding areas. 
Dancer-Fitzgerald-Sample, New 


York, is the Babbitt agency. 
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- SECOND 


FRIDAY, MAY 27 
PALMER HOUSE Main Ballroom 


Sponsored by 
Affiliates of Chicago Federated Advertising Club 
Registration (including lunch) $10 


Invest a day and collect fat dividends in new 
Collins, Miller & Hutchings Inc. have generously donated this space 


direct mail ideas, new approaches, new solutions to 


perennial problems. A rapid-fire program featuring 


provocative speakers and clinical bull sessions. 
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Q: I sell to businessmen. Just how big 


is my market? 


A: You can’t pinpoint it exactly. Latest 


figures show that some 680,000 corporations 
filed income tax returns. Of these, a fifth of 
them, some 126,000, do 86% of the business 


and own 95% of the assets. 


Then, because all markets are people, you 


can multiply by the research average of six key 


executives per company, and come up with 


what might be called a “bull’s-eye” target of 


756,000 “V.I.P’s” (VERY IMPORTANT PROSPECTS). 


: Amerteas Class News 


NOW MORE THAN 725,000 NET PAID CIRCULATION ...A MARKET NOT DUPLICATED BY ANY OT\@ 
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| Vagazine 


Q: All right, how do I cover these important 


prospects best? 


A: No one magazine covers them all. But one 
way to start is with the magazine they prefer. 
In poll after poll of managerial men, the people 
who spark America’s business thinking (and 
buying) vote “U.S.News & World Report” the 
magazine most useful to them, the magazine 

in which they place the most confidence. 

(And more and more advertisers, too, are 


voting the same way.) 


EP 
i 


Advertising Offices: 

30 Rockefeller Plaza, New York 
20, N.Y. Other offices in 
Boston, Philadelphia, Cleveland, 
Detroit, Chicago, St. Louis, 

San Francisco, Los Angeles, 


HER MAGAZINE IN THE FIELD 
and Washington. 
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You Get Trade and Consumer Impact 
with a FULL-PAGE, 


FULL-COLOR SUNDAY SUPPLEMENT Ad 
i t. OMG 2 
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Consumers respond to this locally-edited letter press magazine. The 
Sunday World-Herald Magazine circulation reaches 100% of Omaha 
households, and 3 out of 5 families in Nebraska and Western Iowa. 


People in 103 counties react to World-Herald advertising. 


Retailers, too, respond. The World-Herald 103 Plan makes sure 
you get the maximum support of each of the key outstate retailers. 
By mailing of promotional pieces on your campaign to key outstate 
| dealers . . . by personal contacts to every advertising retailer in your 


product distribution group, the 103 Plan alerts and pre-sells dealers 


= to give their tie-in advertising and in-store support to your campaign. 


Get the full story on this “biggest bargain buy!” Contact O’Mara 
and Ormsbee or write the National Advertising Department of The 
World-Herald. 


251,139 Daily 261,246 Sunday 


A.B.C. Publisher's statement for Sept. 30, 1954 
Read by 3 out of 5 families in Nebraska and Western lowa 
O’Mara & Ormsbee, National Representatives: 


New York « Chicago * Detroit * Los Angeles * San Francisco 


Ce 


Advertising Age, May 16, 1955 


Cavu Offers ‘Hourly’ 
Bargain PR Package 


New York, May 10—Cavu Inc., 
a combination sales consultant and 
p.r. company recently organized 
here, is offering clients a unique 
service: “Public relations by the 
hour.” 

Peter J. McDonnell, president of 
Cavu, announces that he will serv- 
ice companies on an hourly basis, 
so that organizations with small 
promotional budgets can “obtain 
public relations counsel at a cost 
in keeping with their volume.” 

Mr. McDonnell explains that a 
company “may need nothing more 
than counsel on window dressing, 
letterhead design or sales tech- 
nique. 

“Such advice might involve little 
more than a brief interview. There 
is no reason why such clients 
should pay for more than the time 
consumed.” 

Cavu offers what it calls a “com- 
plete public relations package.” It 
includes advertising, which will be 
placed through regular agencies; 
publicity; merchandising; sales 
promotion; package design and 
printing. 


# Cavu also intends to specialize 
in segments of markets, such as 
preparation of a campaign for re- 
ligious media. 

Mr. McDonnell, who has been 
active in many fields of public re- 
lations, advertising and sales pro- 
motion, formerly handled cam- 
paigns for the Society for the 
Propagation of the Faith, Ameri- 
can Airlines, Crown Soap ’N’ Wat- 
er Fabrics, Harvey’s department 
store (Nashville), Verney fabrics 
and Piper Aircraft. 

He is also v.p. and director of 
A.M.D.G. Publishing Corp. and v.p. 
of Chesapeake Printing Corp., a 
subsidiary of Chesapeake Indus- 
tries. 

Associated with him at Cavu 
are: Eleanor M. Winslow, formerly 
with the Ladies’ Home Journal, 
Elizabeth Arden Sales Corp. and 
Abbott Kimball Co.; and David 
D. Savage, writer-photographer 
and formerly film editor for 20th 
Century-Fox. 

Cavu says “public announce- 
ments of accounts will be made 
only at the direction of clients.” 


Coulson Joins Disneyland PR; 
Barron Gets Don Lee Job 


Bud Coulson, for the past five 
years public relations director of 
radio and television for the Don 
Lee Broadcasting System, Holly- 
wood, has resigned to join the pub- 
lic relations department of Disney- 
land, the amusement area now 
building near Los Angeles. 

William Barron, who has been 
in the press information depart- 
ments of KHJ-TV and KHJ Radio 
in Los Angeles, has been named 
to succeed him. 


Heads Industrial Publicists 
William N. McDonald III, public 
relations manager of American 
Machine & Foundry Co., New 
York, has been elected president 
of the Industrial Publicity Assn. 
of New York. Other officers are 
Norman B. Wakeman, Con Gebbie 
Press, v.p.; Arthur Q. Smith, 
American Gas Assn., secretary, 
and Robert J. Hartney, Burson- 
Marsteller Associates, treasurer. 


Dell Promotes Horner 

Durbin (Jack) Horner, formerly 
executive editor of Dell’s Modern 
Screen, has been named editor- 
in-chief of Screen Stories, New 
York. Mr. Horner has been with 
Dell since 1949, when he was 
named managing editor of Modern 
Screen. 


‘Everywoman’s’ Names Blight 
Howard Blight, formerly of 

McCall’s, has joined the eastern 

sales staff of Everywoman’s. 
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LEFT TO RIGHT: GEORGE SCHAEFER, RALPH LINDER, KEN LAIRD, ARTHUR CRUTTENDEN 


Tatham-Laird talks turkey about Swanson 


“Ever sit down to Swanson’s tasty TV Dinner?” asks agencyman Ken 
Laird. “It’s terrific.” 

Since Tatham-Laird, Swanson’s advertising agency, introduced TV 
Dinners, American housewives have found them pretty terrific, too. 
Here’s Ken (the gentleman looking over the shoulder of account super- 
visor Ralph Linder) and the Swanson group “talking turkey” about a 
new Times Magazine ad. 

“Swanson’s TV Dinners and the other Swanson convenience foods have 
strong appeal to urban families of good income,” says Ken. “That’s why 


The New York Times 


The New York Times Magazine fits into our media picture so well. 

“We find we can reach over a million upper-bracket families across the 
nation ...and not only in the large metropolitan areas, but in the broad 
suburban markets as well. 

“And bringing out a new line like this, we wanted to make a big splash in 
the one city where sales trends start—New York. The Times Magazine 
gives us the high concentration we need in this all important market. 
“Is our media selection paying off? The proof is in the eating—and our 
TV Dinners are being gobbled up all over the country.” 


Delivered every week exclusively with 
The New York Times, America’s 

Biggest Sunday Advertising Medium, into 
more than 1,200,000 homes and 

stores all over the country. 


Magazine 
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WELC Buys WBRW 

WBRW, Welch, W. Va., radio 
station, has been sold to WELC, 
Welch, and plans to suspend oper- 
ations. The sale price was not re- 
vealed. The sale and the request to 
lease operations are subject to FCC 
approval. WELC will affiliate 
with Mutual Broadcasting System. 
Previously, WBRW was the Mu- 
tual affiliate in Welch. 
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N. Y. Agencies Merge 

Whitbey Associates Inc. and 
Rehbock Advertising Inc., both of 
New York, have joined to form 
Whitbey-Rehbock Advertising. 
New offices for the combined and 
enlarged agency will be located at 
31 W. 47th St. The agency will 
continue to service all of the ac- 
counts previously serviced by 
them individually. 
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duction level of management, the 
CHICAGO-MIDWEST METAL- 

WORKER is the strong choice 
of advertisers who want to 


power not reached by 
other media! Get the 


MIDWEST METAL WORKER 


The Midwest is the world’s most concentrated market for 
metalworking machinery and supplies. Covering the area 


13,500 circulation at the pro- 


the immense buying 


today! 
Write — 


44 W. Lake St. Chicago 44, Illinois 


MacManus Promotes Gramm 

MacManus, John & Adams, New 
York, has prometed Gene Gramm 
to creative director of printing ad- 
vertising and added David Nutt as 
account executive and Steve Ben- 
nett as film and live commercial 
producer, tv department. Mr. Ben- 
nett formerly was tv commercial 
producer at Cunningham & Walsh 
and Mr. Nutt formerly was an ac- 
count executive at Marschalk & 
Pratt, both New York. Mr. Gramm 
will continue as an account super- 
visor. 


Urban Joins Thompson 

Robert G. Urban, formerly gen- 
eral merchandising manager, toilet 
articles division, Colgate-Palmol- 
ive Co., Jersey City, has joined J. 
Walter Thompson Co., New York, 
as a v.p. and markets director. 


Maschler Joins Ludgin 

Thomas F. Maschler has re- 
signed as merchandising and ad- 
vertising manager of H. R. Bas- 
ford Co., San Francisco, to join 
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DOES IT All—Drawing of “self-contained industrial center” shown 

in the May issue of Flow. The building has a rail level two floors 

below street and a truck level one floor below. Batteries of rail car 

and truck elevators carry cars and trucks to any floor for loading 
and unloading. 


Earle Ludgin & Co., Chicago, as 
account executive on Crosley ap- 
pliances and Bendix home laun- 
dry equipment. 
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Mr. W. 


J. 


CAREY, President of Doulton and Co., at Royal Doulton’s New 


York showroom. Photograph by Henry Ries 
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“More of our advertising dollars go into House Beautiful 


than any other magazine” 


“You can understand why,” writes Mr. Carey, 
because “House BeauTIFUL has consistently 
produced more inquiries at lower cost than 
any other magazine we use or have ever used. 


That’s all we have a rig 
consumer magazine but 


does more... House BEAuTIFUL helps us sell 


the retailer, too.” 


You’re so right, Mr. Carey. Among our 


650,000 upper-income, 


(3%4-million readers) are 50,000 actively 


engaged in retail trade 
House BeavuTiFuL sells 


ht to expect from a 


to many, 
House BEAUTIFUL 


on both sides of the selling counter. 


“We are well into our 17th year,” continues 
Mr. Carey, “of successful advertising in 
House BeauTIFUL...we are looking forward 


many more profitable years in 


House BEAUTIFUL.” 
You can take it from Mr. Carey. When it 


comes to producing profitable results, House 


BEAUTIFUL 
pace-setter families 


all over America. 
your best prospects 


leads the way. Ask our representa- 


tive for full details today. For a copy of Mr. 
Carey’s letter, write Mr. T. L. Masson, Adver- 
tising Director, House BEauTiruL Magazine, 
572 Madison Avenue, New York 22, N. Y. 
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Boston * Chicago 
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Los Angeles + Tyler 


‘Flow’ Sees Things 
to Come in Special 
Look-Ahead Issue 


CLEVELAND, May 10—A “dream” 
container that fits itself around the 
product as it comes off the produc- 
tion line—sloped warehouses for 
gravity delivery of orders through 
cell-control—streamlined fork-lift 
trucks without “forks”—these are 
some of the things that will be 
features of American industry in 
the next 10 years, according to the 
May issue of Flow, materials han- 
dling magazine. 

Devoting its May issue to “mate- 
rials handling and the national 
economy, 1955-1965,” the publica- 
tion presents the opinions of econ- 
omists, designers, engineers and 
labor management authorities on 
emerging materials handling meth- 
ods, techniques and equipment to 
handle a greatly increased gross 
national product and to utilize the 
advantages of automation. 


= Highway trailers that look like 
sports cars, automatic production 
lines controlled from television 
consoles, and distribution centers 
that can feed and supply entire 
cities from buildings that have liv- 
ing and recreation facilities for 
their own personnel, are among 
the other developments discussed 
and pictured in the issue. 

The “look-ahead” issue presents 
a graphic exposition of coming in- 
dustrial wonders by such authori- 
ties as Alexis de Sakhnoffsky, 
noted industrial designer; William 
H. Messerole, Ballenger-Messerole 
Co., design and consulting firm on 
warehousing; R. S. Yeandle, Gen- 
eral Electric Co., industrial elec- 
tronics, and a variety of others. 


Rogers Publishing to Move 
from Detroit to Colorado 


Rogers Publishing Co., Detroit 
publisher of Purchasing News, De- 
sign News and Rogers Selective 
Catalogs, plans to move its edi- 
torial, advertising and circulation 
offices to Englewood, Colo., near 
Denver. The move was decided 
upon after a survey showed mail 
from branch offices in New York, 
Chicago, Cleveland and Los Ange- 
les reached Denver as fast as it 
did Detroit. Move will be complet- 
ed about July 1. 


Canteen Branches Sold 


Automatic Canteen Co. of Amer- 
ica has sold its branches in Dallas 
and Fort Worth to the Dobson 
Vending Co. and its Lancaster, O., 
branch to William Cooper, who 
formerly was a distributor for 
Canteen in Kankakee, Ill. Inde- 
pendent vendors, they will operate 
the branches as distributorships . 


Welborn Manages Caples L. A. 


Marion Welborn, account execu- 
tive in the Los Angeles office of 
Caples Co. for the past three years, 
has been named manager of that 
office. 
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WHEN YOU'RE IN FopQLAUttOWd MAGAZINE... 


.YQU'RE IN THE BIG PICTURE FOR FOOD SERVICE EQUIPMENT! 


Storing, preparing, cooking and serving food for 120 million meals daily . . . washing the dishes, glassware, d t h } 
silver and utensils and providing for their sanitary handling . . . disposing of tons of waste. . . eee d n e re S d 


This is The Big Picture for Food Service Equipment in America’s mass feeding 


institutions. It amounts to more than 360 million dollars annually. B | ¢ le | C | UJ R F 


People away from home at work, at play, at school, while traveling, when ill, or in military service 


. . . people whose favorable impression is so vital to institutions success . . . and the people 


who know how to win and hold that impression, institutions executives— | fo [ yo U 
these are the actors in and producers of, The Big Picture. if f 
From 1939 to 1954, institutions food sales went from four and one-half billion dollars to more than 16 billion | yo U m d n U d ct U re 
dollars, an increase of over 300%. By 1960, the figure is expected to reach 26 billion dollars. 


You are in The Big Picture, your products are in it, if your advertising is in the magazine institutions 


@ FURNISHINGS... @ BUILDING PRODUCTS... 
iV i irati i i e- i h 6% million rooms furnished for $9 billion plus, of new construc- 
executives depend upon for inspiration and information the magazine that brought oS ania Se cad ce 


The Big Picture for Food Service Equipment; Food; Furnishings; Construction; and 


Maintenance into sharp focus for you to see and sell . . . Institutions Magazine. 


CONSULT YOUR ADVERTISING AGENCY OR WRITE TO INSTITUTIONS PUBLICATIONS 


10 A 
ae 


MAGATINE 


a @FOoD... @ MAINTENANCE PRODUCTS... 
M A G A Z l N $16 billion annually in retail 550,000 buildings to be cleaned, 
OF MASS FEEDING—MASS HOUSING sales for mass feeding. repaired and renovated. 
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BBDO Names Rossheim WH for Dad on bis dev | 
| to Succeed Graham Black 


| Richard Rossheim, formerly ad 
manager of American Silk Mills, 
New York, has been named to suc- 
ceed Graham Black as account ex- 
ecutive on the Standard Oil ac- 
count in the San Francisco office 
of Batten, Barton, Durstine & Os- 
born. Mr. Black has resigned to bor ether dune gift occasions 
handle family business affairs. 

’ ‘ | Also at BBDO, Howard Shep- 
\ . |pard has been transferred from the 

))yy 


Sane 


Serving some 
of The Nation’s finest 
advertising agencies 


ELECTRO-MATIC 


attention to detail photo-engravers 


New York research office to the 
|radio-tv department in San Fran- 
cisco. 


Philadelphia Club Elects 

Allan C. Hanson, v.p. of Bing- Gift Originals by RUMPP 
ham Co., has been elected presi- meine mites 
dent of the Sales Managers Assn. | EATHER GOODS DEBUT—C. F. Rumpp 
of Philadelphia. Other officers), Sons, Philadelphia, will use 


10 w. kinzle st., chicago « delaware 7-1277 — ~~ prose adhe age pages in full color for the first 
cial agent, No time in its history to promote 


° . Life Insurance Co., v.p.; Joseph L. 
phone or write for your grey scale and color tint Starrison, ¥.D. Philadelphia Na-|Rumpp personal leather goods for. 


° * a9 . ’ tional Bank, treasurer, and Rich-|Father’s Day and other June gift 
guide... it’s yours for the asking...FREE! ard S. Brunhouse, president, Brun-| occasions. The color ads are sched- 
house-Harris Co., secretary. uled for June issues of Esquire and‘ 
Seventeen. A complete trade pro- 
motion, including trade paper ad- 


aeons) te ‘oak vertising, is now under way to, 
- NEW sERSRTS 2nd LARWae" EVENING pcb laaiteall ot ae alert the trade. McKee & Albright* 


is the agency. 


New Directory Lists 


Fairs and Festivals 


NEw York, May 10—A new 
service publication for advertisers” 
and publicists seeking to tie in 
with local festivals, fairs and* 
sporting events has made its ap-" 
pearance here. ; 

Titled “American Events,” the 
96-page booklet lists more than‘ 
4,000 such mass-attended functions 
scheduled for all parts of the U. S.* 
‘from May 1 to Nov. 30 of this” 
year. Published by Festival Infor- 
mation Service, the booklet has 
been compiled by Robert Meyer’ 
Jr., formerly a copywriter forg 
Compton Advertising. 


= Listed by states, dates and com-( 
munities are such varied events as 
airplane and automobile races,” 
beauty pageants, ethnic and cul- 
‘tural celebrations, livestock exhi-* 
\bitions, rodeos, vintage festivals,” 
water carnivals and many others.., 
All 48 states and the District of 
Columbia are represented. és 

The booklet, which it is planned, 
'to issue annually, is an outgrowth® 
of a service which Mr. Meyer has 
developed since the end of World | 
War II, which he supplies to news- 
papers and magazines for editorial 
use. Copies of “American Events”’,.. 
_may be obtained from the pubiien-" 
er at Box 121, Cooper Station, 
|New York 3, at $1 each. 


Katz Names Executives ? 
The Katz Agency, radio and tele-« 
vision station representative, has 
created two new executive posi-,, 
|tions. Roy Miller, with the com-, 
| pany for more than 12 years, has,, 
been appointed midwestern radio. 
Sales manager, and William W.,, 
Joyce, with the company since, 
1945, has been named midwestern 
sales manager for television. Both.,, 
will headquarter in Chicago, as 
will Noyes F. French, formerly _ 
; : . ae Beit et a with Branham Co., who joins the. 
eee : , radio sales staff. Kevin A. McDer- 
HE JERSEY JOURNAL HAS MORE THAN TWICE mott, previously with Henningsen,. 
AS MUCH CIRCULATION IN HUDSON COUNTY AS ' Inc., has joined the New York, 
THE er maithsien oo (HUDSON DISPATCH) | radio sales staff. 


ai 

Chicago Dotted Line Elects 
Raymond T. Risley, of Clissold 
Publishing Co., has been electedto 
president of the Chicago Dottedio 
Line Club. Other new officers are » 
John M. Smythe of Geyer-McAl- « 
lister Publications, lst v.p.; Fred # 
Smith of Simmons-Boardmanfe 
Publishing Corp., 2nd v.p., and© 
William Carmichael of Bill Broth.’ 
ers Publishing Corp., secretary-\ 
treasurer. v 
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Coming 
Conventions 


May 17-18. Chicago Tribune Forum on 
distribution and advertising, WGN Studio 
Theater, Chicago. 

May 18. Student Marketing Institute 


second annual clinic, Hotel Roosevelt, 
New York. 
May 18-21. Trans-America Advertising 


Network, annual meeting, Barclay Hotel, 
Philadelphia. 

May 22-24. Magazine Publishers Assn., 
36th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 22-26. National Assn. of Radio & 
Television Broadcasters, annual conven- 
tion, Shoreham and Sheraton-Park Hotels, 
Washington, D. C. 

May 23-25. Sales Aids show, sponsored 
by Advertising Trades Institute, Biltmore 
Hotel, New York. 

May 25-28. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 30-June 1. National Assn. of Trans- 
portation Advertising, 14th annual meet- 
ng, The Cloister, Sea Island, Ga. 

June 5-8. Advertising Federation of 
America, 51st annual convention, Palmer 
douse, Chicago. 

June 8-10. National Sales Executives 
convention and sales equipment fair, 
Waldorf-Astoria, New York. 

June 12-17. Special Libraries Assn., ad- 
vertising division, 46th annual convention, 
dotel Statler, Detroit. 

June 15-17. American Marketing Assn., 
iational conference, Schroeder Hotel, 
lilwaukee. 

Sune 19-20. New England Newspaper 
“dvertising Executives Assn., summer 
reeting, Hotel Wentworth, Portsmouth, 
a 

June 19-22. Poster Advertising Assn. of 

anada, Hotel London, London, Ont. 

June 20-22. Lithographers National 
\ssn., annual convention, Lake Placid 
‘lub, Lake Placid, N. Y. 

June 24-26. Northwest Daily Press 
.ssn., summer meeting, Ruttger’s Birch- 

sont Hotel, Bemidji, Minn. 

June 26-29. National Advertising Indus- 
ries Exposition, Hotel Morrison, Chicago. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multnomah 
totel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
scutives Assn., summer meeting, The 
treenbrier, White Sulphur Springs, W. 
Va. 

Aug. 6-9. Mail Advertising Service 

.ssn., annual convention, Statler Hotel, 
os Angeles. 

Aug. 15-19. Photographers’ 
merica, 75th anniversary 
sonrad Hilton Hotel, Chicago. 

Sept. 10-14. Screen Process Printing 
4ssn., International, 7th world conven- 
on, Ambassador Hotel, Atlantic City. 


Assn. of 
convention, 


Sept. 12-14. Direct Mail Advertising 
*ssn., 38th annual convention, Morrison 
otel, Chicago. 


Oct. 2-6. Outdoor Advertising Assn. of | 
*“merica, 58th annual convention, Jeffer- | 
on Hotel, St. Louis. 

Oct. 17-18. Boston Conference on Dis- 
ibution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
ual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers 
ssn., annual meeting, Chicago Athletic 
tub, Chicago. 

Oct. 20-21. Audit Bureau of Circula-| 
.ions, 4lst annual meeting, Drake Hotel, | 
“hicago. 

Nov. 8-10. Fourth Canadian national | 
packaging exposition and _ conference, 

utomotive Bldg., Canadian National Ex- 

bition Grounds, Toronto. 


Nov. 14-16. Advertising Essentials Show, | | 
Advertising Trades Insti-| 


‘ponsored by 
te, Biltmore Hotel, New York. 
Nov. 14-16. Public Relations Society | 
f America, annual national conference, 
mbassador Hotel, Los Angeles. 


IBC Sells 500 ‘Monitor’ Shots 


National Broadcasting Co. re-| 
-orts sales of almost 500 one- min- | 


e participations have already| 
een made for the network’s new 
‘veekend program, “Monitor,” 


hich debuts June 12. Full net-| 


‘ork advertisers include Western 
Union Telegraph Co., Radio Corp. | 
-f America, Nash Motors and | 
carter Products. Exec. V. P. 
Robert W. Sarnoff reports these 
ales represent an increase of 
138% in gross billings over NBC’s 

arrent weekend commercial busi- 
_ess. 


Russell Leaves Agency 
Royce Russell, president 
™rooke, Smith, French & Dorrance 
' the Pacific Coast Inc., San Fran- 
sco, has resigned to become pres- 
jent of PerfecTan Co., San Fran-| 
isco maker of “Sun ‘Reflectors. »| 
ing Harris has been elected to| 
acceed Mr. Russell at Brooke, | 
mith. Parker Wood, 
p., has been elected exec. v.p. 


-4d David Orthwein was elected 


.p. and general manager. 


of | 


formerly | 


Market Network Set Up 


Ruder & Finn, New York public | 
erly in market research for several | 


relations organization, has enlisted 
the services of 19 p.r. experts in 
specialized fields in a newly or- 
ganized Special Market Network. 
The new setup will make it pos- 
sible for clients to receive pin- 
pointed counsel in such markets 
as farm, labor, medical, religious, 
youth, veterans and others. 


Dumore to Glenn, Jordan 

Dumore Co., Racine maker of 
automotive drilling equipment and 
other products, has named Glenn, 
Jordan, Stoetzel Inc., Chicago, to 
direct its advertising. 


_C-P Names Satterthwaite 


Franklin B. Satterthwaite, form-| 


advertising agencies, has been) 
named manager of a newly-formed 
soap and household products re- 
search section in Colgate-Palm- 
olive Co.’s market research depart- 
ment. He will work in Jersey City. 


Kay to Handle KCBS Sales 


Roland Kay has been named 
director of sales and advertising 
for KCBS, Columbia Broadcasting 
System-owned radio station in 
San Francisco. With CBS for 12 
years, Mr. Kay was San Francisco 


Gardner Adds Account 


‘teens dresses. Client and agency 
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‘Hodder Joins Empire 
Maximilian Hodder, formerly 
with American Advertising Co. 
and Claudia’s Inc., has joined Em- 
pire Advertising Corp., Los An- 
geles, as an account executive. 


Hedy-Joyce Frocks has named 
|Ralph D. Gardner Advertising to 
‘handle advertising for its tots-to- 


are both located in New York. 


The NATIONAL TOY JOBBER— Quick, sure way to get toy distribution. 

Circulation ingludes 6,500 toy wholesalers, 2,000 toy manufacturers, 

600 sales reps. The only trade paper giving blanket coverage of the 

waa Meee © Soe 
rvice Car 


SOUTHERN TOY JOURNAL—Over 4,700 circ: 

state Southern toy market covering all retail, chain, dept. store’ and 
wholesale outlets. Read and supported by all Southern toy people. 
P.O.Box4411. Write for 545 Fifth Avenue _ a 
Pine & Luckie Sts. descriptive New York 17,N.Y. 
Atlanta, Ga. folder Murray Hill 7-6865 
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THINK 


what superior 
can do for you 


Enjoy the comfort of knowing that 186 
people team up on your job. Skilled 
engravers are willing to stay up all night if 
you need quick service. Call SUperior 7-7070. 


ENGRAVING COMPANY 
5t., Chicago © Phone SUperior 7-7070 


eee 


eee 


PERIOR 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


Poll of Bottlers 
Finds 95% Favor 
National Ad Drive 


New York, May 10—Almost 95% 
of the nation’s soft drink bottlers 
want, and are willing to pay a 
share of, a cooperative national 
advertising campaign, according to 
a survey just completed by Na- 
tional Bottlers’ Gazette. 

Of the 685 respondents, repre- 
senting an 11.4% return to the 
publication’s questionnaire, only 
37 indicated opposition to such a 
program, and in many cases their 
replies were qualified by accom- 
panying statements setting forth 
the nature of their objections. 


= Chief among these were a fear 
that they might help provide a 
“free ride” for bottlers who did not 
participate, complaints that in- 
dustry prices were too low to per- 
mit proper financing by the bottler, 
and reservations about how much 
help such a campaign would pro- 
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* Over 20 Pages of Advertising added since last issue! 
* Over 7,000 additional circulation since last issue! 

% Reaches over 6,500 Top Sporting Goods Stores; 1,000 Gun Clubs; 800 Gunsmiths! 
% An undeclared Bonus Circulation of over 10,000! 
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America’s Fastest 
Growing ....and Only 
Complete Monthly 
Gun Magazine! 


If yeu " or Titan Publications 
ART PHOTOGRAPHY, MODERN MAN, CABARET and,in Latin America, PHOTOGRAPHIA ARTIST 


BREEZY CHARM—This is Marguerite 
Piazza, of opera fame, using a 
Lewyt vacuum to dry her toe nail 

polish. , 


vide to the smaller bottler. 

The over-all results of this 
study check closely with those of 
a similar survey conducted within 
the past few months by another 
publication in the field, Bottling 
Industry, which indicated that | 
94% of the industry favored such 
a campaign (AA, April 25). 

However, while 88 to 90% of 
those responding to the BI study 
indicated they would help support 
a co-op drive financially, AA 
learned that later detailed investi- 
gations by the same magazine re- 
vealed that far less than 50% of 
the bottlers could actually be 
counted on to put up the money 
for it, despite their questionnaire 
answers. 

The results of the more recent 
National Bottlers’ Gazette survey 
also indicate that a high proportion 
of respondents favor in principle 
some type of individual bottler 
assessment to pay for the cam- 
paign. 


® About 40% of the respondents 
favored a national program, an 
equal number voted for a combi- 
nation of local and national cam- 
paigns, 11% asked for regional 
projects and about 9% stressed 
the benefits of a purely local cam- 
paign. 

In their choice of media, more 
bottlers favored television than 
any other vehicle, with 23.7% 
voting for it against 20.7% whose 
choice was local newspapers. Con- 
sumer magazines were in third 
place with a 17.5% vote. More 
than one-third of those replying to 
the study indicated their belief in 
the need for long-range promotion 
by choosing five years as the prop- 
er duration of the campaign. 


PR Counsel Alters Name 


Burns W. Lee Associates, Los 
Angeles public relations consul- 
tant, has changed its name to 
Burns W. Lee-Patrick O’Rourke 
Inc. Officers and members of the 
board of directors of the new com- 
pany are Burns W. Lee, president; 
Patrick O’Rourke, v.p.; Robert R. 
Scrim, secretary; George D. Scrim, 
treasurer; Lyman B. Johnson, 
member of the board. The compa- 
ny was formed in 1949, with Mr. 
O’Rourke becoming a partner in 
1953 after having been an account 
executive for a year and a half. 
Offices are also maintained in « 
San Francisco. 


Mohr Joins FC&B in L. A. 


Richard Mohr, formerly copy 
chief and creative head for Mottl 
& Siteman, Los Angeles, has joined 
the copy department of Foote, 
Cone & Belding, Los Angeles. 


WGBS to Quality Radio Group 


WGBS, Storer station in Miami, 
has been accepted as a stockhold- 
er-member of Quality Radio 


Group Inc., New York. 
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ladelphia, 


than any other newspaper 


Week after week, year after year, the favorite newspaper of the people 
of Greater Philadelphia is The Evening and Sunday Bulletin. 


To all the contents of a great metropolitan newspaper, The Bulletin adds In Phil adelphia nearly everybody 


its distinctive and characteristic reporting of local news. This helps 


explain why The Bulletin, in Greater Philadelphia*, delivers more copies . 
to more people every seven days than any other newspaper. Philadel- reads The B ulletin 


phians buy it, read it, trust it and respond to the advertising in it. 


Advertising Offices: Philadelphia, Filbert and Juniper Streets 
The Bulletin is Philadelphia. New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 


*14-County A.B.C. City and Retail Trading Zone Atlanta * Los Angeles * San Francisco 
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RCA’s ‘55 Sales 
Expected to Hit 
$1 Billion: Sarnoff 


New York, May 10—Radio Corp. 
of America will enter the gilded 
circle of $1 billion corporations 
and will also break through the 
color television barrier by the end 
of the year, if predictions come 
through. 

These forecasts were made at 
the 36th annual RCA stockholders 
meeting by Brig. Gen. David Sar- 
noff, chairman of the board. He 
told some 1,000 stockholders who 
assembled in National Broadcast- 
ing Co.’s Studio 8, further, that the 
first quarter of 1955 was the most 
successful sales period in the 36- 
year history of the company. 

For the first three months, RCA 
sales of products and services were 
$256,305,000, a 13% increase over 
the first quarter of 1954. After 
paying $12,517,000 for taxes, net 
profit amounted to $12,568,000 for 
the quarter, a rise of 25% over the 
preceding year. 

Common stock earned 84¢ a 
share after preferred dividends, 
compared with 66¢ in the first 
quarter of 1954. 

Government orders in the first 
quarter amounted to $52,000,000— 
about 20% of RCA’s total volume. 


® Discussing the outlook for the 
rest of the year, Mr. Sarnoff com- 
mented: “We all know from ex- 
perience that it is not possible to 
use the results of a first-quarter 
period as the yardstick for the re- 
mainder of the year. 

“Nevertheless, based upon our 
annual progression and the rate of 
our growth in past years, we hope 
that RCA will, for the first time 
in its history, achieve the stature of 
a $1 billion corporation. 

“Our sights are set high, and the 
target for 1955 is $1 billion in sales 
of products and services.” 

It was Mr. Sarnoff’s opinion that 
color television will “break 
through” and be well under way 
before Christmas of the present 
year. 

“We are confident that we can 
sell all the color sets and tubes we 
will produce between now and the 
end of this year,” he said. 

Production began last week at 


A 50,000 Market 
Worth Aiming At 


BENTON HARBOR - ST. JOSEPH 
MARKET'S $6,781 RETAIL SALES 
PER HOUSEHOLD 88°*/, ABOVE 
THE NATIONAL AVERAGE 


Twin Cities Peri | & Over U.S. 
Consumer Inceme $5,761 VW 
Total Reteil Seles 6,781 88 
Food Stere Sales 146 83 
Drug Store Seles* 374 rt) 
Gen. Mdse. 2 Apparel | 1,428 7) 
Home Furnishings 355 88 
Rida. Met Hea, sy ee 
*Benten Herber ently. 


What's more, retail sales vol- 
vme—$62,116,000 in 1951 for 
&. Joseph-Benton Harbor alone 
—is continually expanding, be- 
cause Michigan's Twin-Clity 
area population is now 50,000 
plus! 
For Double-Barrelled Results 

Advertise in two evening papers 


NEWS-PALLADIUM 


ST. JOSEPH 


HERALD-PRESS 


27,170 ABC tote! circulation—with no duptication 


RCA’s Bloomington, Ind., plant on 
a 21” $895 console and $795 con- 
solette, both equipped with 26 
tubes. 

(Hallicrafters Corp. recently 
[AA, May 2] announced a $695 21” 
set to be on the market in June. 
It will include the RCA color tube 
and some of its circuitry.) 


= “I expect that in 1956 and the 
years ahead, RCA earnings from 
sales of color television sets will 


substantially exceed its earnings 
from sales of b&w sets in those 
years,” Mr. Sarnoff said. 

“To date, RCA has spent more 
than $50,000,000 on color tv re- 
search and development in addi- 
tion to $50,000,000 previously spent 
in getting b&w tv off the ground 
and into service,” Mr. Sarnoff as- 
serted. 

Replying to questions from 
stockholders at the meeting, Mr. 
Sarnoff said the company had 


spent about $20,000,000 for adver- 
tising last year. He said this was 
two-tenths of 1% less than the 
sum spent the previous year. 

He told another stockholder that 
he thought there would be good 
color tv sets to be had for $500 
within the next year or two. 


McCann Gets Temco Account 
McCann-Erickson’s Dallas office 
has been named to handle the ad- 


Advertising Age, May 16, 1955 


Dallas. Formerly, Taylor-Nors- 
worthy, Dallas, had the account. 


Allied PR Opens Chicago Unit 
Allied Public Relations, with of- 
fices in New York, Washington 
and Los Angeles, has opened a 
Chieago office at 120 S. LaSalle 
St. Harry F. Hunter Jr. will man- 
age the office. Allied handled the 
p.r. phase of the Louis E. Wolfson 
campaign for control of Montgom- 


vertising of Temco Aircraft Corp., | ery Ward & Co. 


EADERSHIP SERIES 
magazine has a continuing program of maintenance surveys. 
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Fairless Steps Down: 
Blough Heads U. S. Steel 
Roger M. Blough has become 
chairman of the board and chief 
executive officer of U. S. Steel 
Corp., following the mandatory re- 
tirement of Benjamin F. Fairless, 
who has reached the age of 65. 
Mr. Blough has been vice-chair- 
man of the board since 1952, when 
Mr. Fairless became chairman, and 


previous years he had served as) 
general solicitor in charge of all 
legal matters and as exec. v.p.— 


law and secretary. 


Freirich Appoints Jamian 


Julian Freirich Co., Long Island 
City, N. Y., smoked meats produc- 
er, has appointed Jamian Adver-'| 


tising & Publicity as its agency. 
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L&N, Ettinger Renew Contract and “The Millionaire,” and tape McGraw-Hill Promotes 
For the fifth year, Lennen & recordings of film star endorse-, Robert Muller, Steven Shaw 
Newell, New York, has renewed its,ments for the radio show, “The| Robert S. Muller has been ap- 
contract with the Ettinger Co.,| Phrase that Pays.” Film star com- | pointed advertising director of 
publicity and public relations com- mitments are also obtained for Chemical Engineering and Chem- 
pany with offices in Hollywood |print campaigns. ical Week, McGraw-Hill publica- 
and New York. The Ettinger Co. | ‘tions, and Steven J. Shaw has been 
contract involves handling all pub-' Mannequin Names Agency ‘named advertising sales manager 
licity and promotion for Lustre-| Mannequin Shoes Inc., newly |of the magazines. 
Creme shampoo; film star com- formed company in New York, has; Mr. Muller, who succeeds Bayard 
mercial tie-ups for the shampoo; 


ag ee 


The account was formerly handled appointed Frederick-Clinton Co., E. Sawyer, now advertising direc- 


has been the company’s general 


counsel for the past two years. In 


by Williams Advertising Agency, 
New York. 


'mercials for 


handling Lustre-Creme tv com-| 
“The Big Payoff” | 


New York, to handle its advertis-| 


ing. 


tor of Business Week, joined the 
company (AA, April 25) in 1950 


as district manager of Chemical 
Week. He has been sales manager 
of the two publications since 1954. 
Mr. Shaw, who has been with the 
company ten years, has been dis- 
trict manager of the Chicago office 
of Chamical Week since 1951. 


Can't Use ‘GH’ Seal 

Product Sales Inc. and Products 
Packaging Inc. have agreed, in a 
consent decree entered in the 
federal district court of Ohio, to 
discontinue use of “Good House- 
keeping” and “Good Housekeeping 
Guaranty Seal” on their Brush- 
Top spot remover. The decree ad- 
mits the company used the seal 
unlawfully. 


keeps its ear to the ground 


eye on reader-interest 


Leads the Field 


in reaching the important buy- 
ing influences in water treat- 
ment, sewage disposal and 
treatment plants: 


1. Highest ABC Paid Circulation 


Better than 74% of WATER & SEWAGE 
WORKS subscribers are in the first 5 ABC 
classifications. These are the men who do 
the buying, recommending or specifying of 
equipment and materials. 


2. Highest ABC Renewals 


High reader interest year after year is 
evidenced by the highest percentage of re- 
newals (ABC) in the field—well over 70% 
during the past 9 years. 


3. More Advertising Pages 

WATER & SEWAGE WORKS carries more 
advertising than any ABC publication in 
the field and is considered to be the 
“bible” of the industry. 


4. Editorial Excellence 


Headed by Linn H. Enslow (water and sew- 
age engineer, chemist, plant operator, re- 
search engineer and inventor) the editorial 
staff of W&SW provides factual, practical 
guidance to the men in the field and keeps 
them abreast of all worthwhile news and 
developments. 


FLEET OWNER editors have a permanent listening post to sound 
out the opinions of truck fleet operators on maintenance problems 
of general interest to the industry. 


It’s a continuing series of maintenance surveys answered by a 
cross-section of FLEET OWNER’s subscriber list. These men report 
their rich experiences with product performance and maintenance 
methods. , 


The results are then relayed, through the magazine, to FLEET 
OWNER’s entire audience in the heartland of the truck market. 


The usefulness of these surveys is not confined to truck men alone. 
The factual, up-to-the-minute information they contain has proven 
of unusual value to advertisers and their agencies selling the types 
of products studied. 


Perhaps you would like to see one or more of these surveys that 
| applies to your products. Copies are still available on such subjects 
a as heaters, glass, mufflers, uniforms, radiators, carburetors, paint- 
: ing trucks and hydraulic brake fluid. 


Write us for any of these which would be helpful to you. 


@ 


5. Consulting Engineers 

WATER & SEWAGE WORKS has the largest 
circulation among the foremost consulting 
engineers in the field. The consulting engi- 
neer is the man who serves many commu- 
nities and is responsible for recommenda- 
tions and specifications. 


McGraw-Hill’s Magazine of Trucking 


ER & SEWAGE WORKS 
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A GROWING-MARKET- 


And a Growing Market Is a GOOD Market Se 


Amazing Population Growth Vast Wholesale Area 
Ona basis of size alone Kansas City is a market of Kansas City’s wholesale business exceeds three billion 
commanding importance. Kansas City metropolitan area dollars annually—indication of the extensive area which 


ranks 18th with population now exceeding 913,400—a 
gain of almost 100,000 since the 1950 census. 301,000 
families reside in the Kansas City metropolitan area. 


considers Kansas City its buying center. Transportation and 
wholesaling go hand in hand. Kansas City excels in both. 


Outstanding Buying Power City of Homes—Not Apartments 


18th in population, the Kansas City metropolitan area is Over 75% of Kansas City families live in single, detached 


15th in retail sales ($1,293,739,000), 8th in bank houses. 60% of Kansas City homes are owner occupied. 


clearances ($18,777,178,949), 11th in wholesale sales Hous} : me le 
($3,805,882,000), 12th in retail drug sales ($65,989,000), ousing continues at a fabulous pace—10,000 new housing 


15th in automotive sales ($246,753,000)—quality of units erected in 1954. Home dwellers are bigger buyers. 


market 25.2% above national average. A 
Big League Market 
Mammoth Retail Outlet The arrival of major league baseball in Kansas City spot- 


More than 8,000 retail stores in Kansas City with sales lights the tremendous expansion and growth of the 
totaling over a billion dollars annually. More than 50,000 


persons employed in retail business with an annual payroll 
of 150 million dollars. Retail trade has increased 246% 


market. The “built-in” vigor, restiveness and wisdom 
of its people will carry Kansas City forward to new and 


over a 10-year period. Distribution quickly attainable higher goals of civic, retail and industrial accomplishments. 
in Kansas City market. Four grocery factors doing 62% of ! ' 
dollar volume—three drug chains do 70%. The Star Is Big League, Too! 


Big league Kansas City has a big league advertising 
medium too—one newspaper affords 90% circulation 
coverage of the metropolitan area . . . the largest 
twice-a-day home delivery carrier circulation of 


: Broad-based Economy 
a Kansas City has a self-contained and highly diversified 
economy, contributing to the permanency and dependability 
of buying power. Diversified manufacturing, wholesaling, 


: = agriculture and transportation provide stable, year- all newspapers in America—and the nation’s lowest 
in-year-out income. milline rate. 
cl THE KANSAS CITY STAR 
- ? MORNING 344.590 EVENING 352.425 SUNDAY 371.218 
os : 1739 Grond 202 S. State St. 21. 40th St. 
‘ KANSAS CITY ase CHICAGO | werster 9.0532 NEW VORK Sante Hill 3-6161 
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Census Director 
Tells of Wealth 


of Data Coming 


Program to Speed Up 
Processing of Data 
Is Well Under Way 


By Robert W. Burgess 
Director, Bureau of the Census 


Before the end of this year a 
substantial volume of new statis- 
tical information on products of 
mines, farms and factories and 
their distribution to markets and 
ultimate consum- 
ers will have 
been published 
by the Bureau of 
Census. Six na- 
tional censuses, 
all keyed to op- 
erations for the 
year 1954, will 
provide fresh 
facts about agri- 
culture, retail 
trade, wholesale 
trade, service es- 
tablishments, manufacturing and 
mineral industries. 

Reports of the 1954 Census of 
Agriculture, which was conducted 
with the close of the last crop 
year, 


Robert W. Burgess 


THE NATIONAL NEWSPAPER OF MARKETING _ 


$40 Billion More Sales by 1956 
Essential, Says Arno Johnson 


Economy Has Possibilities for Huge Expansion; 


Advertising Can Supply ‘Steam,’ Says Researcher 
By Arno H. Johnson 


Vice-President and Director of Research 
J. Walter Thompson Co., New York 


The list of 
Available Market Data 
begins on Page 42 
and goes to Page 128. 
Use the coupons 


for requesting data 


liminary county reports for the 
State of Nevada was issued in 
March; and from now until the 
end of the year county reports will 
be produced at a rate of from 10 


ito 15 per working day until all 


3,000 U. S. counties have been 
covered. Preliminary summary re- 
ports for each state will be pub- 
lished as soon as all counties in 
the given state have been cov- 
ered, to be followed by a final re- 
port for each state consolidating 
all county and state tables. 


= Collection of the information for 
the 1954 Censuses of Business, 
Manufactures and Mineral Indus- 
tries is still under way at the pres- 


are now being published, 


ent time. Reports are being col- 
lected by mail from about two mil- 
lion establishments with employes 


county by county, with the whole | covered under the social security 
series expected to be completed by Payroll tax system. Information 


January 1956. The first of the pre- 


(Continued on Page 40) 


Eighth Annual Listing of Available 
Market Data Offered to ‘AA’ Readers 


Over 1,500 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its eighth annual 
descriptive list of the available 
market data issued by media, trade 
associations and other groups, so 
that marketing and advertising ex- 
ecutives may look over the whole 
field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 
been numbered, and ADVERTISING 
AGE will be glad to handle requests 
for various items from readers, 
to simplify the problem of obtain- 
ing desired information. 


® Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of market data listed in 
these pages are desired. ADVERTIS- 
ING AGE will undertake to forward 
all requests for data to the pub- 
lishers of each piece. Fulfilment of 
these requests, however, rests in 
the hands of the individual pub- 
lishers of the data, who undertake 
to handle all reasonable requests, 
within the limitations of supply or 


other conditions which cannot be 
foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


® For ease of reference, the com- 
pilation is presented in eight sec- 
tions: 

1. National Markets, embracing 
all data which covers the nation 
geographically. 

2. Farm Markets, covering the 
farm field specifically. 

3. Regional and Local Markets, 
which embraces data covering a 
particular region or locality. 

4. Distribution Markets, which 
covers data relating principally to 
retailing and wholesaling opera- 
tions. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
‘tries (including building and con- 


struction), rather than general 
(Continued on Page 42) 


We think business has been 
good in 1955. An all-time peak 
level of $242 billion of personal 
consumption of goods and serv- 
ices was reached in the first 
quarter—an $11% billion or 5% 
increase in our standard of living 
over the first quarter of 1954. 

That’s good, but not good 
enough! It’s not good enough to 
keep up with our expanding op- 
portunities or our expanding 
needs. 

We must sell $40 billion more 
goods and services to consumers 
in 1955-56 to assure a continuing 
expansion in our national econ- 
omy. We need this higher level of 
consumption just to keep up with 
our growing productivity and 
growing labor force. We need it 
to support a total production large 
enough to provide the revenue 
both for a balanced budget and a 
continued strong defense. We need 
it to advance the standard of liv- 
ing of our American population 
to a level more nearly in line 
with our capacity. 

$40 billion more sales, by the 
end of 1956, would bring the total 
level of personal consumption to 
$274 billion—about 17% over the 
$234 billion sold in 1954. That 
measures the immediate job for 
advertising and selling! 


Standard of Living Up 50%— 
The Selling Job By 1965 

But this is only the start! The 
President, in his Economic Re- 
port to Congress on Jan. 20, 1955, 
gave a measure of the opportun- 
ity and the selling job for the 
next 10 years by pointing out that 
“our country can within a decade 


$500 billion possible by 1965 could 
yield disposable income to in- 
dividuals, after taxes, sufficient 
for a further 50% increase over 
1954 in living standards—to over 
$350 billion of consumer pur- 
chases—plus a high level of over 
$20 billion annually in personal 
savings. 


So both our productive ability | 


and purchasing power point ur- 
gently to the need for rapid im- 
provements in living standards. 
But these improvements can take 
place only if mass millions of 
Americans change their habits, 
change their desires, change their 
motives, change their ideas of 
what satisfies them, and change 
their level of demand for the in- 
finite variety of goods and serv- 
ices that measure a standard of 
living. 


Advertising—The Activating 
Force To Increase Demand 
Advertising is the educational 
force—the “activating” force—that 
can bring about these needed 
changes in demand. This is not 
placing advertising on an altru- 
istic pedestal. The aggressive and 
intelligent advertising of a worthy 
product or service, while serving 
the self-interest of the producer 
through profitable sales, does at 
the same time contribute impor- 
tantly to our national economy in 
educating many people to a higher 
standard of living and to the high- 
er levels of consumption that our 
productivity and resources justify. 
This need and opportunity for 
increased sales covers all areas of 
the standard of living. The mag- 
nitude of the sales opportunity 


increase its production from the 
current annual level of about 360) 
billion dollars to 500 billion, or| 
more, expressed in dollars of the) 
same buying power.” 

To support that level of over 
$500 billion of production by 1965 | 
will require a major increase in 
our standard of living. We will 
have to increase sales of goods 
and services to consumers by at) 
least 50%, to a minimum level of | 
$350 billion compared with $234) 
billion in 1954. 

Such an increase in living 
standards is perfectly possible. 
Purchasing power is created by 
production. The increased pro- 
ductivity of our population, be- 
tween 1940 and 1954, for example, 
resulted in an increase of 74% in 


real purchasing power—even after 
adjustment for inflation, higher 
taxes, and heavy defense needs. It) 
is estimated that the real purchas- | 
ing power in 1956 can be 92% 
above the 1940 level. 


® The production level of jae 


among consumers is indicated by 
the fact that to achieve the $350 
billion sales needed to support 
our $500 billion production ability 
in 1965 we will have to sell: 


$55 billion more 
goods than in 1954. 
$45 billion more services than in 
1954 
$16 billion more durable goods 
than in 1954. 

This increase in physical volume 
to be sold in the next 10 years is 


non-durable 


in physical volume in the 14 
years from 1940 to 1954. 


TELLS THE SCORE—For the eighth 
consecutive year, Advertising Age 
leads off its annual market data 
issue with an analysis of the cur- 
rent economic situation by Arno 
Johnson, whose postwar predic- 
tions have been uncannily accur- 
ate. 


Note that durable goods—im- 
portant as they are to our econ- 
omy—represent less than 13% of 
our standard of living purchases. 
Also, it is not generally recog- 
nized that, while the total em- 
ployed in durable goods manu- 
facturing (including defense 
production) represents about 13% 
of our total employed, it is less 
than the number employed in re- 
tailing. In other words, the huge 
potential increase in needs for 
non-durable goods and _ services 
as well as in durable goods points 
to added opportunities for adver- 
tising to influence all phases of 
our standard of living. 

The effect of changes in pur- 
chasing power, movement upward 
in income groups, trends toward 
family living, and changes in 
education on the immediate prob- 
\lem of selling $40 billion more 
|to consumers in 1955-56 will be 
|shown in chart form and dis- 
|cussed in greater detail. 


The Job For 1955-56 

| After all the depression fears 
prvesiancag- during 1953 and the 
‘gloomy talk of recession during 
most of 1954, we now learn that 


(1% times as great as the increase | 1954 reached the all-time peak in 


the American standard of living— 
as measured by an all-time high of 


Sales To Consumers (Billions—In 1954 Prices) 


Approximate 
Increase 
Increase 1965 Needed in 10 
14 Years Oppor- Years 


1940 1954 1940-1954 tunity 1955-1956 
Total Sales 
To Consumers ........ -$145.0 $234.0 $89.0 $350 $116 
Non-Durable Goods .. 81.8 120.5 38.7 175 55 
GDerviee occ cctccvves 48.0 84.6 36.6 130 45 
Durable Goods ...... 15.2 28.9 13.7 45 16 
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THE JOB FOR 1955-56 


WE MUST SELL $40 BILLION MORE TO CONSUMERS 


TO KEEP OUR ECONOMY STRONG AND ADVANCING. 


HIGHER STANDARD OF LIVING POSSIBLE 


In 1956 there may be 6! times as many consumer 
spending units with incomes over $3000 as there 


a ee 


Advertising Age, May 16, 1955 
Ill 


HOW SHIFT UPWARD IN INCOME GROUP 
HAS INCREASED DISCRETIONARY SPENDING 
POWER OF TYPICAL MIDDLE INCOME FAMILIES 


1955-1956 OPPORTUNITY were in Prewar 194]. a 1955-56 
REAL NEED Middle Income Family 
MINIMUM =— srr meee um SORE ($4,000 105000) 
ACen paseucTatY) 56,000,000 
1954 “a = SO Oto et. —_—— $4500 Average 
——— $387 Billion SPENDING UNITS. -<.[ 45@000 | Tn Total | 
TOTAL ANNUAL +4) a nasa 
comes =a Se +4) ‘ — ~<a} GIRRDOO n> Ang $335 FED INCOME TAX 
+35 af . pt (BY 2% ‘ ¢ , $4165 
FOR DEFENSE $43.6 435 INCOME 39,287,000 1 9900000 7300000 | 42.000 ro fi oisposane 
Oreos t lace!) $33.9 +50 +50 SEORE TAXES §=— SPENDING UMTS 17% “wl 8 +3,000 Je) $1840 
PRIVATE INVESTMENT noo" +40 Biilon y oR ee < ror) 
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$234 billion in consumer purchases 
of goods and services. Now we hear 
that business is pretty good in 
early 1955 but that we must watch 
out for the last half of the year be- 
cause of such threats as: 


e Auto production is too high— 
market may be saturated. 


e Credit use may be excessive— 
should be restricted. 


e Home building is beyond new 
family formation rate—should be 
retarded by tighter credit terms. 


All of these fears result from 
using yardsticks of the past with- 
out regard to changes that have 
taken place, or to the internal 
growth pressures that exist now 


1955- From Federal Reserve Board 1955 Survey of Consumer Finances 
1956- Estimate based on Federal Reserve Board 1955 Survey of Consumer Finances 


The purchasing power will be 
there—but consumers will have 
to be educated ‘to this higher 
standard of living. That is a 
major job for advertising. 

Let’s examine the purchasing 
power changes that can make such 
a goal for advertising possible of 
attainment. 


Huge Upward Shifts 
in Family Incomes 


In 1956 there may be 6% times 
as Many consumer spending units 
with incomes over $3,000 as there 
were in prewar 1941. See Chart 2. 

The number of U. S. families 
(consumer spending units) is ex- 
pected to total 56 million in 1956 
or 42% more than in 1941. The 
37,500,000 with incomes over $3,- 


in our dynamic and expanding 000 will represent 67% of the 56 
American economy. million total whereas, in 1941, 

Business is good now. But it the 5.7 million with over $3,000 
could and should be much better | represented only 14%% of the 


even to meet our minimum needs 
of a growing population, let alone 
the expanding needs of a changing 
character of population. 

Just to equal the 1953 per capita 
production rate would require 
selling $27 billion more to con- 


39.3 million total families. The 
number of families with incomes 
over $5,000 can be expected to 
total 19.6 million, or 12% times 
the 1,564,000 in this income group 
in 1941. 

As these families move up from 


sumers, in 1955-56, than at the one income class to the next they 
1954 peak of consumption. This| could represent substantially in- 
should be the minimum goal. See| creased markets for most items 
Chart 1. in the standard of living if only 
Our national productivity in they were to take on the habits 
1953 (measured in 1954 prices)|and desires of the income group 
was $2,310 per capita. A similar into which they move. This is true 
per capita productivity in 1955-56 even though taxes and the cost of 
would mean a total production of| living have increased. 
$387 billion. After anticipated) But they don’t take on these 
needs for defense, other govern-| new habits automatically. Their 
ment purchases and private in- whole previous lifetime training 
vestment, this would point to the in most cases was built around a 
need of expanding consumer sales, different concept of how to live. 
by $27 billion to $261 billion as) There is a major job for adver- 
a minimum—about 12% above tising and selling to change these 
1954. But this would allow for concepts in line with the changes 
no growth whatever in produc-|in income now available as dis- 
tivity. cretionary spending power. 


= Actually, our per capita pro-| Discretionary Spending 
ductivity in the 14 years from) Power Up Fivefold 

1940 to 1954 increased annually | Prewar, our economy was typi- 
about 2%%. Just to keep up with | fied by the $25 a week family; 
our growing productivity, there- | average weekly earnings for pro- 
fore, we are faced with the need duction workers in manufacturing 
for a production of $2,365 per | in 1940 were $25.20. The “middle 
capita in 1955-56 or a total of $400| income” family, for example, fell 
billion. This widens the gap to/in the $1,000 to $1,500 income 


$40 billion between the 1954 level| group. Now the “middle income” | 


of consumer purchases of $234 family is in the $4,000 to $5,000 
billion and the $274 billion needed | income group. Weekly earnings in 
to support our true productive manufacturing by April 1955 had 
ability. grown to $75.60 or three times 

In other words, just to keep up| the 1940 level. After taking into 
with our growing productivity account both increased taxes and 
and labor force we must sell to| present costs of maintaining an 


family now has. discretionary| ing standards—and a vastly great- 
spending power over five times as;er need for the educational force 


great as the prewar middle ai advertising in aiding these po- 


come family. See Chart 3. tential changes in living stand- 
Total discretionary spending! ards to become realities. 
power for our entire population,, The current increase in real 
which reached a level of $138.5| purchasing power is illustrated by 
billion in 1954, was over five times the fact that, in January 1955, the 
as great as the $26.9 billion in average weekly earnings of all 
1940. That is the surplus spending groups in non-agricultural indus- 
power over and above what would tries were up 44%% over January 
be required to supply a per capita 1954, while consumer prices were 
standard of living for the basic) down 1%. 
necessities of food, clothing, and| 
shelter equivalent to the 1949 Mass Millions 
actual standard of living after Climb the Income Ladder 
taking into account present prices. The opportunity for advertising 
This could reach $163 billion in| to play a key role in our economy 
1955-56 or six times the prewar is emphasized by the need for edu- 
level. cating, to a higher standard of 
living, the mass millions who have 


Source of 1941 figures- US Dept of Labor, Bulletin No 22 


| Consumer credit is closely as- 
sociated with the market poten- 
tials for consumer durables such 
/as automobiles and appliances. 
The market for these often is re- 
'ferred to as “saturated” because 
a relatively higher percentage of 
‘families are owners. Let’s ex- 
‘amine the prize example of a 
product with a “saturated” mar- 
-ket—the passenger automobile. 


™ There is, for example, a rea! 
need for a second car in 11 mil- 
‘lion families where the single 
\family car is driven to work regu- 
larly every working day and 
'parked away from home where it 
‘is unavailable to the housewife 
or other members of the family 
who are qualified drivers. There 
are six million additional families 


® That represents a huge pool of 
purchasing power dependent upon 
the whim or discretion of the 
individuals as to how it is to be 


climbed upward in income groups 

even in the last five years. ‘where the single car is driven to 
It is estimated that by 1956 the work but where no other quali- 

number of families (consumer | fied driver is left at home. 


used. Many will increase savings,|SPending units) with incomes of 
others will increase their basic| °V¢t $4,000 after taxes (disposable 
expenditures for a better diet, income) will be more than double 
better clothing, or housing; others| the number in that group even as 
will add new products or services. | !ate as 1950. See Charts 5 and 6. 


All can be influenced by adver-| Over 13 million families, for 
tising. example, will have joined those 


Real Purchasing Power 


These factors indicate that a. 
relatively small increase in con- 
sumer purchases would more than 
offset any threatened cut in gov- 
ernment expenditures, and that 
the level of purchasing power is' 
high enough to warrant more ag- 
gressive marketing. In particular, 
the higher proportion of income) 
in the form of discretionary spend-| 
ing power offers any product or| 
class of products the opportunity 
for a competitive advantage in 
aggressive promotion. People have) 
the money now to select and) 
choose between items beyond bare| 
necessities. | 

In 1955 discretionary spending 
power will represent about 58% | 
of total disposable income, after | 
taxes, whereas in 1940 it repre-| 
sented only one-third the much | 


smaller income. | 


Sharply Above Prewar 

Even at the minimum level of 
expectancy for 1956 of $280 bil- 
lion of disposable income after 
taxes the real purchasing power | 
of our population should be 92% | 
above the prewar level of 1940.) 
See Chart 4. 

While this increased real pur- 
chasing power is spread among 
all income groups, the rate of in-| 


with incomes over $4,000 after 


taxes by 1956. Their movement 


upward in purchasing power does 
not mean they will automatically 
take on the same desires, beliefs 
and standard of living of the in- 
come groups into which they have 
moved, yet the change in purchas- 
ing power, since 1950, represented 
by those with disposable incomes 
over $4,000 is vast—$199 billion 
estimated for 1956 as compared 
with $88 billion in 1950. That’s 


after taxes. 


Consumer Credit 
Could Safely Expand 


An added source of purchasing 
power is the fact that consumer 
short term credit is low in relation 
to discretionary spending power. 
The present level of consumer 
credit at about $30 billion worries 
some because it is nearly four 
times the $8 billion level of 1940. 
But consumer’ discretionary 
spending power in 1956 is ex- 
pected to be six times the 1940 
level. 

The ratio of consumer credit to 
discretionary spending power has 
dropped from 31% in 1940 to 
about 22%. This means that con- 
sumer credit—instalment _ sales, 
charge accounts, and personal 
loans—could expand by 68% 
without being overextended in 


This means, however, that in at 
least 11 million homes of regu- 
larly employed workers,’ the 
housewife is left at home im- 
_mobilized when the husband takes 
the car to work, yet she can drive 
ja car and usually has daily need 
for a car. 

Study of this prime two-car po- 
tential market shows that 7% 
million or two-thirds of these 11 
million who urgently need a sec- 
ond car are in the upper half of 
incomes—that is, over $4,000 per 
year—where the discretionary in- 
come and ability to purchase is 
high. 


® Assuming a minimum of 3.5 
million annual replacement need, 
plus one million or 5% of present 
non-owners becoming owners, 
plus 600,000 car owners added 
through new family formation, 
and assuming the opportunity to 
convert at least 10% of the 11 mil- 
lion who need a second car, we 
have a total annual potential of 
over six million cars: 


3.5 million replacement 

1.0 million additional from non- 
owners 

0.6 million additional from new 
family formations 

1.1 million additional from new 
two-car families 


6.2 million annual potential. 


To cash in on this expanded po- 
tential will require aggressive 
advertising and selling, because 
present habits and desires in rela- 


crease percentagewise has been relation to discretionary income.|tion to car ownership need to be 


consumers $40 billion more goods| equivalent 1940 standard of living) most rapid in the middle and low-| Just to reach the 1940 ratio could | changed. 


and services annually by 1956.|in the necessities of food, clothing, er income groups, making possible, add about $20 billion to current 


See Chart 1. 


‘and shelter, the middle income!a mass movement upward in liv-! purchasing power. See Chart 7. 


_ In addition to purchasing power 
| alone, there are other factors of 
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SALESMAN 


"44, 


@ Calls on more Texas customers than any other 
newspaper. Annual Effective Buying Income 
of trading area, $3,195,668,000. 


@ Speaks the language of Texans... is invited 
into over 90% of all Fort Worth homes daily, 
and over 77% of all Fort Worth homes every 
Sunday. 


@ Is read by over 41% of all families in the 100 
county trading area every day, and by over 
36% of all families in the trading area on 


Sunday. 


CIRCULATION 
IN TEXAS! 


250,090 


; — Figures based on latest Sales Management 
“aka. estimates and ABC Audit report. 
232,344 

. SUNDAY 


-ForT WORTH STAR-TELEGRAM 


As filed with the Audit FY 
Bureau of circulations, sub- 
ject to Audit, for 6 months 


syeenwe ending March 31, 


AMON G. CARTER, Publisher ‘ 
AMON G. CARTER, JR., President and National Advertising D 


LARGEST CIRCULATION IN TEXAS 
. .. without the use of schemes, premiums or contests—“Just a Good Newspaper” 
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INCREASE IN REAL PURCHASING POWER 


BY FIVE ECONOMIC GROUPS - 1940 to 1956 (est) 


MONEY INCOME Group 


PER CENT INCREASE IN REAL PURCHASING POWER 
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Advertising Age, May 16, 1955 
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NUMBER WITH DISPOSABLE INCOME OVER 
+4000 HAS DOUBLED SINCE 1950 


TOTAL DISPOSABLE INCOME 


| reas avetce ER AFTER TAXES 
> MASS MILLIONS ARE CLIMBING THE INCOME LADD = 
«0 YY UMMA 1950 ios) consumer PSB (esr shmitiioninas (95 2600 ai 
$3 Million ih NG UNITS Million ee ee 
“0 "1 YY (55Million) SPENDI ce oi 956 ? 0 +2000 
. DISPOSABLE_INCOM (38) J 464, 
oegettaagges: WUMMMMMMMAAMA!iHétltltlta “1437 = TAXES ) nome $300,000 — See 1950 Hi aa "000 
TAXES ) ‘ re . 
vowest ™ MMMM over 7500 see] ome] te | Maan 
cee peons DISPOSABLE NCOME AFTER TAXES -IN TERMS OF 1955 DOLLARS, $5,000 to $7,500 —— eon . a 
AGES O OMT yociae wcine PARE MCIME TOTAL AVERAGE PER CADTA / | yasonoo0 ; 
SSeS Teo oe" BO Ee ee eto ithe, ENOL 4,000 10 $5,000 “wal 33% ‘753 | ; 
wighest FirTH 477% 4202 $607 41176 O92 $2644 $3532 34% Billion | / Fe 
SECOND FIFTH 232% 2302 339 644 GOI 1286 1934 50% meester ey) Pane | over 
Tino FirTH «1592 1802 233 S04 172 «6884817 72% $2,000 to # 3,000 wok 7, 14 *4000 
Fount FiemH §=9ST 1202 138 336 1432 «524 1009-93 | 
LOWEST FIFTH 3n 502 54 140 1592 05 420 1052 $1,000 to $2,000 $88.4 
1002 1002 #1461 +2800 922 +1106 41680 52: UNDER 1,000 "art 
! i Source on 1949 vacomes, (on 1953 incomes) from serve Board Survey of Consumer Finances-Federal Reserve Bulletin June and July I954. ee 2 3 ae : 
aided ahateh een cous dato at fo capotae poe Mi Gino nto wcone ea ™ 1950 ws) 1956 1950 ww 1956 


Share of total by 5ths estimated from Economic Report of the President, 


Janvary 1949 Pas 


14-15 for 1940. and from Federal Reserve Bulletin 


June 1954 for 1956 39 million consumer spending units in 1940 and 


Sp million in 1956 


change that point to the oppor- 
tunity and need for higher stand- 
ards of living; there are trends 
and internal pressures that should 
help make possible the attain- 
ment of a goal of a $40 billion 
higher standard of living 1955-56 
and a 50% increase by 1965. 


Trend Toward Family Lite 


There is a trend toward in- 
creased home life and family liv- 
ing in America that points to 
pressure for substantial improve- 
ments in our living standards— 
improvements that can mean huge 
new markets for both consumer 
and industrial goods and services. 

This trend to family life is re- 
flected in the rapid increase in 
number of families; in a higher 
percentage of the population be- 
ing married; in marriages at an 
earlier age; in an extraordinary 
increase in the number of child- 
ren under 10 in our population re- 
sulting in more children per 
family, and a higher percentage of 
families having children; in a 
rapid increase in home owner- 
ship; in a movement of popula- 
tion to the suburbs; in the rapid 
growth of shopping centers and 
self-service distribution; and in a 
resurgence of religious worship 
and church membership as shown 
by the growth of 41% in church 
membership from 1940 to 1952 
while population was increasing 
19%. 


ing even since 1947 is reflected 
in the trend of consumer expend- 
itures. Those items having to do 
with family living have gone up 
since 1947 considerably more than 
average, whereas expenditures for 
other types of items like specta- 
tor amusements have declined, 
even though purchasing power is 
much higher. 


Increase in Children 


A major factor in the growth 
of our market potential is the 
huge increase in. the number of 
children under 10 in our present 
population as compared with pre- 
war. 

There are 67% more children 
under 5 than in 1940 and 61% 
more between 5 to 9. The in- 
crease in percentage of families 
having children and in the num- 
ber of children per family is 
changing present housing require- 
ments as well as food potentials. 
It is an important pressure lead- 
ing to movement to the suburbs. 

Population continues to grow— 
at the rate of 2,830,000 in 1954, 
or 236,000 per month—and births 
in 1954 reached an all time high 
of 4.1 million. 


® The high level of consumption 
and home building reached in 
1954 was in spite of the negative 
factor of a long time declining 
trend in the number of persons 
reaching adulthood. 1954 was the 


The change toward family liv- 


vil 


CONSUMER CREDIT COULD SAFELY EXPAND 682 
BY 1956 WITHOUT EXCEEDING 1940 RATIO 
TO DISCRETIONARY SPENDING POWER 


low point in many years in the 


number becoming 21. 

From now on this factor will 
change to the positive side as an 
economic force pointing to in- 
creased family formation and an 
increasing labor force. Ten years 
from now the number reaching 
21 will be 51% over present lev- 
els, while after 15 years—1971 to 
1975—those reaching the family 
formation stage will be 68% 
greater in number than now. 


Rise in Education 

As of July, 1955, the number 
of adults (over 20) with a full 
high school education will be over 
4% times as great as in 1930 and 
90% greater even than in 1940. 
A population containing over 44 
million high school graduates is 
quite different from a population 
with 23 million graduates (as in 
1940), or from a population with 
about 4% million graduates—a 
condition that existed shortly 
after World War I, in 1920. Some 
8% million veterans, for example, 
or over 50% of the 16 million 


ESTIMATED ESTIMATED 


fource 1950 (on 1949 Cop wcome) and 1954 (on 1953 disposable income) from Federal Reserve 
Board Survey of Consumer Finances - Federal Reserve Bulletin June and July 1954 


956: Estimated on basis of income trends in 1955 


by the mobility of our population. 
150 million persons moved to a 
different home within a five-year 
period. That is nearly equal to 
our entire population. See Chart 9. 


Population Shifts 


Between 1940 and 1954 popula- 
tion in the suburban portion of 
162 metropolitan areas grew 52%, 
while the central cities grew 19% 
and the rest of the United States, 
outside of the 162 metropolitan 
areas, increased only 10%. 

This rapid shift reflects chang- 
ing living standards, changing 
shopping habits, and the increas- 
ing trend toward family living. 
Pressure will continue for subur- 
ban shopping centers and for mul- 
tiple car ownership among subur- 
ban families. 

The farm population share of 
total U. S. population dropped 
from 23.1% in 1940 to 16.6% in 
1950, to 13.5% in 1954, and, on 
April 1, 1955, at an estimated 21 
million, the farm population was 
approximately 12.8% of the total 


eligible, have taken advantage of) 


the GI Bill for further education, 
whereas only 7% had been ex- 
pected to be interested. These 
changes can be an important in- 
fluence on the acceptance or the 
desire for a better standard of 
living. See Chart 8. 


Markets Move 


The rapidity with which our lion to non-farm population and a 


markets can change is indicated net actual drop of 9% million from 


Vill 


SIGNIFICANT CHANGE IN EDUCATION LEVEL 


90% INCREASE SINCE 1940 IN NUMBER OF HIGH SCHOOL 
GRADUATES IN OUR ADULT POPULATION 


population of 164.5 million. 


s Had the farm population of 30,- 
/547,000 in 1940 grown at the na- 
tional population growth rate of 
24.8%, by 1955 it should have 
reached 38 million. Instead, the 
estimated farm population of 21 
million in 1955 is 17 million lower, 
thus indicating a shift of 17 mil- 


1940. 

Persons employed as farmers, 
farm managers, foremen, or farm 
laborers, totaling 5.9 million in 
April 1954, were 31% under 1940 
and 16% lower than in 1950: 


Number Farmers % Of Total 
Employed Employed 
Persons 
1940 March .... 8,610,000 18.6% 
1950 April .... 7,020,000 12.0 
1954 April .... 5,920,000 9.8 


This rapid drop in farm popula- 
tion and farm workers has not re- 
sulted in lowered farm production. 
On the contrary, total farm output 
(measured in physical units) in- 
creased by 28% between 1940 and 
1954, with output per man hour 
increasing by 78% because of rap- 
id progress in farm mechanization, 
fertilizers, improved seeds, and in 
the increased yields of improved 
farming practices. The increase in 
farm output per man hour in the 
14 years from 1940 to 1954 was 
2% times as great as in the pre- 
vious 30 years from 1910 to 1940. 
It is estimated that American ag- 
riculture could increase produc- 
tion by one-fifth within the next 
five years—if a 20% increase in 
demand could be created. 

This amazing increase in farm 
productivity along with a shift of 
much of the marginal production 
or low income farm population to 


industrial areas has resulted in 
major shifts upward in the stand- 


150 MILLION PERSONS MOVING INS YEARS. 
NEARLY EQUAL TO TOTAL POPULATION 


42% pees §=— MOVED INTO U.S. FROM ABROAD 
1956 i, TO A DIFFERENT STATE 
1954 DISPOSABLE INCOME HIGH SCHOOL GRADUATES SHARE ty Yt); 
DISPOSABLE INCOME +2800 Billion OF TOTAL ADULTS YY, 23 Million’ TO A DIFFERENT COUNTY 
$253.5 Billion Vl Ud YY IN SAME STATE 
! 27% TTT 
1 4115.0 Bittion 11170 Bitton Hl HTH 
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} | cost 10 COST 10 HHH Hi 
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ee Hill TH 
j | Suse IAL 
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ire 1084 Bitticn 12 5 Binion HI | | I} 
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DISPOSABLE INCOME +7611 Billion / | Senos rower wy power” ip 1] | | 
j R Tota! 
ed wel i Hl 
. Spending na” Hit 
_ Power 150Spition || Power ® tut HI 
[430 per | se 1920 1930 1940 1955 estimaren + Sina 
oy annem cane x that ese) (APRIL) (APRIL) (APRIL) (JuLy) 150 Million in 5 years 1948-1953 
1940 1954 oaoees ot nities ‘“anea™ April 1948 to April 1949 28 Million were living in different house 
PERCENT OF oe 1920 62,668,000 4,623,000 1 ‘¢ 2a 2 etna 
psposamue come «= 117, 12% 18% 1930 75,166,000 9,437,000 13 % : we0 “8 ae a : por ag . . 
PERCENT OF 1940 86,364,000 23,141,000 27% 7 . . . . + 7 7 . 
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Source US Department of Commerce - Bureau of the Census - December |. 053. Series P-20. No 49 
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The Daily News gained more lines of TOTAL DISPLAY 
dvertising in the first quarter of 1955 than any | 
other Chicago newspaper, morning, evening or Sunday 


) Daily Sunday 

| DAILY NEWS ......... gain 451,716 ie eee 

American. ........... gain 216,513 gain 26,805 
Sun-Times .......... + gain 245,953 gain 29,219 . 
Tribune. .......+.++..+ » gain 295,430 gain 101,680 


Source: Media Records, Inc. (zone linage included) 


In RETAIL advertising, the Daily News gained more 


lines in the first quarter of 1955 than any other 
| Chicago newspaper, morning, evening or Sunday 


Daily Sunday 
DAILY NEWS ........ . gain 264,619 owes e 
American. .......... +. gain 189,986 gain 32,112 
Sun-Times .......... + gain 144,394 gain 28,985 
Tribune... ..2sese. + « gam 126,924 gain 39,262 


Source: Media Records, Inc. (zone linage included) 


In GENERAL advertising, the Daily News gained more 
- lines in the first quarter of 1955 than any other 
Chicago newspaper, morning, evening or Sunday 


Daily Sunday 
DAILY NEWS ......... gain 150,495 win wis 


American. ...........+. loss 28,048 loss 4,474 
Sun-Times ........... gain 41,574 gain 12,383 
Tribune . . . . . . . . + . . 2 7 gain 131,936 gain 42,512 


Source: Media Records, Inc. (zone linage included) 
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ADVERTISING DECISION 


THE RETAILER'S usual formula for measuring the effectiveness of an advertis- 


ing medium is simple, quick and unassailable: 


“How much merchandise did the ad sell?” 


And when the local merchant finds the way to make profits through 
advertising, he is not at all diffident about spending the major part of his 
budget in the place that pays off best. 


Considering this realistic method of media selection, it is significant to 
note that in Los Angeles, America’s third largest market, retailers place almost 
half of their own metropolitan newspaper advertising in The Times. Based 
on latest Media Records figures, the Los Angeles Times publishes 45.5% of 


the retail advertising; the second paper has 24.4%; the third and fourth papers 
in the field run 15.4% and 14.7%. 


The Times consistently is first in Los Angeles in every major category 
of advertising — Total, Display, General, Classified and Retail. Actually, The 
Times leads in 93 of the 114 Media Records classifications. But it is the great 
and continuing advantage in Retail Advertising that proves the right-now 
buying power and responsiveness of Los Angeles Times readers who form 


the West’s largest daily, Sunday and home-delivered newspaper circulation. 


First of all in advertising, 


news and features, circulation and public service 


Represented by 
Cresmer and Woodward, 
New York, Chicago, 
Detroit, Atlanta 


LOS ANGELES 


and San Francisco 
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Advertising Age, May 16, 1955 


ard of living and purchasing power place increased incentive on fur- 
of the remaining farm families. ther raising farm yields per acre 
91% have electric service, for ex-|and per man hour of labor. This 
ample, compared with 11% prewar. pressure along with the high level 


Evidence of the very strong fi- 


of purchasing power of the re- 


: ‘ines. ihe oo : ‘ nancial position of farmers is the maining farms means increased 
er onautic Oo: 94 of every 100 rapid growth of owners’ equities— ' sales opportunities for improved 
now 4% times as great per capita seeds, fertilizers, pest and weed 

‘ readers are of farm population as in 1940: 


engineers or 


prow aed products and labor saving 
implements. 


Increase in Farm Equities | 


(Billions - January 1st) 


a higher standard of living will 


Need For Raising 


management men 1940 «1990 = 1984 
: g Total Farm Assets $53.9 $138.0 $159.8 Sights In Advertising 
. ; we perme el AD | The magnitude of the job to be 
. in the aviation Rivhinal ‘6 56 done in changing consumer habits 
. : F ‘as well as th i 
. industry.” oo oe 7 > sor cudidinas yr = —— 
. F Owners’ Equities 43.9 125.5 142.7 every field of production, sugges 7 
: ao 30,547 25,085 21,890 the need for raising our sights in 
> AVIATION’S PROFESSIONAL ENGINEERING AND DESIGN PUBLICATION 3 |cquity Per copitc pete we 
: i fie | It suggests the need for reorien- 
Ss P ‘tation of objectives and re-exam- 
2 East 64th Street SEND FOR 12-PAGE Population $1440 $5000 $6,520 i ation of markets and methods— 
. New York 21.N. Y. NIAA MEDIA FILE The decrease in numbers of not in relation to the past but in 
2 , farm workers as against the in-|view of the new and changed op- 
. Phone: TEmpleton 8-3800 creasing needs for farm products portunities. ; 
® for a growing total population and _‘It suggests re-examination of ad- 
@eeeeeeeeeoeee eee ese eeeeeeeeeeeeeeeeeeeeeeeeeeeee eee 


vertising budgets—to see if they 


ES ae 


are adequate for the job to be 
done and for the opportunity that 
* exists. Formulas based on past re- 
lationships to sales may no longer 
be realistic in view of the growth 
of competition, expansion in the 
number of primary prospects, and 
the need for education to change 
habits and ideas. 

It suggests “activation”? research 
to make advertising more and 
more effective in changing peo- 
ple’s motives, ideas, and habits, 
thus causing purchase action. This 
study of “activation” beyond the 
usual concept of “motivation” will 
be particularly important in our 
advancing standard of living be- 
cause our new markets for growth 
include literally millions of fam- 
ilies and individuals who have 
shifted upward in income groups. ; 
Their backgrounds were developed _— f 
in a different environment, which Z 
‘usually did not encompass the 
kind of a standard of living that 
‘they now find possible. It is not 
‘enough to study their present or 
former motives or buying habits— 
we have, now, to find how to 
change motives, create new buying 
habits and activate their purchase 
of products and services beyond 
their former concepts. 

Advertising, in the decade ahead, 
will become a major factor in the 
continuing expansion of our na- 
tional economy. It must play a 
vital part in the basic task of ex- 
panding our standard of living fast 
enough to keep up with our pro- 
ductive ability. Just to meet the 
President’s goal of $500 billion of q 
production by 1965 will require an 
expansion of over 50% in sales to 
consumers—an almost revolution- 
ary change in living standards and 
concepts of the mass of our popu- 
lation. That is the job advertising 
faces—and the opportunity we 
share. 
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they Buy 


More because they Have More! 


® That's why, for example, General Merchandise Sales . . . 
including such items as hammocks, radios, mosquito net- 
ting .. . are 66.9% above the national average* in Metro- 
politan Indianapolis (Marion County). 

People buy more of everything in Indianapolis because 
the average income per household is $6,593—27.7% above 
the national average—7th among cities of 600,000 popula- 
tion and over.* In addition, you get these other essential 


SORRY! 


> It’s Bic. . . over 600,000 population Bi. 


, a aren Because of the 
> It’s Sreapy . . . unsurpassed for diversification and 


balance of industry and agriculture vast volume of 


he 


market data 
information 
in this issue 


> It’s Easity Reacuep . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star and 
The Indianapolis News. Write for complete market data 


market advantages: today. the usual features. 
A = such as 
KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES SS Say tron: ‘Creative Man’ 
*Consumer income Supplement, 1954, Standard Rate & Data Service. Ys Zz: (Pos AK S209 © 7s an . and ‘Salesense 
fa a None cee in Advertising,’ , 
THE INDIANAPOLIS STAR @= 4" > & have been omitted. . 
YOUR FIRST TEAM FOR SALES IN INDIANA They will all 


be back 


next week. 


THE INDIANAPOLIS NEWS —_ 
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What your 1955 advertising dollar 
BUYS 


in Newspaper Advertising, Nationwide 


$150,000 oe © © © © e buys a 200-line advertisement, 6 times 


in 590 daily newspapers 
reaching over 38,000,000 families 
Coverage: 80% of America’s 47,600,000 families. 


*450,000 » « « « « buys a quarter-page advertisement, 6 times 


in 590 daily newspapers 
reaching over 38,000,000 families 
Coverage: 80% of America’s 47,600,000 families. 


$2,100,000 buys a 1,000-line advertisement in Black and One Color, 13 times 


in 555 daily newspapers 
reaching over 33,500,000 families 
Coverage: 71% of America’s 47,600,000 families. 


4,800,000 buys a full-page advertisement in Black and One Color, 13 times 


in 590 daily newspapers 
reaching over 38,000,000 families 
Coverage: 80% of America’s 47,600,000 families. 


No other medium can match this record, either in coverage or cost! 


TODAY... more people are buying more newspapers than ever before, 
and in newspapers, the reader welcomes YOUR advertising. 


Published in the Interest of Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


Hexsert W. Mooney, President 
Newspaper Representatives Since 1900 


Representing Newspapers Only 
NEW YORK * CHICAGO + DETROIT + PHILADELPHIA + BOSTON + SAN FRANCISCO + LOS ANGELES + DALLAS + KANSAS CITY + MIAMI 
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Census Director 
Tells of Wealth 
of Data Coming 


(Continued from Page 31) 
about an estimated additional done 
million establishments without em- 
ployes will be summarized from 
their federal income tax returns 
after April 15 in cooperation with 
the Internal Revenue Service. 
Thus, for the first time, these small 
businesses are not being called up- 
on to file census reports in the 
traditional manner. 

Tabulation of the information 
collected in the business and in- 
dustrial canvasses will begin as 
soon as the required reports have 
been received from all establish- 
ments. With the installation of the 
most modern electronic systems 
completed, the Census Bureau is 


ready for the moment when these 
tabulations can be started. Many 
establishments have not yet re- 
turned their completed report 
forms, however, and until they do 
the compilation of the statistics for 
kinds of business and industries to 
be published by geographic areas 
(states, counties and cities) can- 
not be made. 


s Tabulation and publication plans 
have been so designed that the 
basic information most urgently 
needed by business men and other 
users will be given the highest 
priority. The prospect is that be- 
fore the end of this year, 1955, the 
bulk of the standard tables com- 
prising the formal census reports 
will have been published, with the 
analytical materials to follow early 
in 1956. These standard tables will 
provide statistics for geographic 
areas and for individual kinds of 
business or industry covering num- 
ber of establishments, employ- 
ment and payrolls, total sales of 


wholesale and retail establish- 


ments, total receipts of service es- 
tablishments, materials used and 
value added by manufacture in 
manufacturing establishments, and 
value of products of mineral in- 
dustries. 

Reports of the 1954 Census of 
Manufactures will include a num- 
ber of changes in content from the 
reports which were presented after 
the 1947 Census. The principal 
changes will be: 


e 1. Expansion of data on con- 
sumption of materials and com- 
ponents, industrial use of water, 
and installed power equipment. 


e@ 2. Some expansion of data on the 
output of individual products. 


e@ 3. More specific data on proc- 
esses employed in metal fabrica- 
tions. 


e@ 4. More extensive tabulations of 
data for establishments classified 
by industry. 


e 5. More extensive explanatory 


materials to accompany industry 


tabulations. 


Reports of the 1954 Census of 
Business will present some changes 
also. Data will be presented for 
central business districts of all 
large standard metropolitan areas. 
The limits of the central business 
districts will be defined by the 
Census Bureau in cooperation with 
local authorities. The central busi- 
ness district data will provide some 
light on the extent to which down- 
town areas have been affected by 
the growth of outlying shopping 
centers. There is considerable de- 
mand also for intracity retail trade 
area data. While the Census Bu- 
reau has undertaken to include in 
its regular tabulation program the 
cost of producing figures for the 
central business district, the cost 
of intracity trade area tabulations 
other than for the central districts 
will have to be borne locally. 


s The Census Bureau will not be 
in position to undertake any intra- 
city trade area tabulations, how- 
ever, on such a locally financed 


Night photograph of one of San Diego's “clover 
leafs” — an 11 second exposure at F-11. This is 
part of the new freeway system that offers easy 
accessibility within the entire trading area. 


261,991 SAN DIEGO MOTORISTS 


Turned this leaf in'54 


New, non-residential and renewal automobile registrations totaled 261,991 in San Diego’s mighty 
market last year. This means that there is a ratio of one car for every 2’ persons. This also 
means that San Diego is a mighty market for gasoline, oil accessories, drive-in restaurants and 
highway building equipment. To drive a smart bargain in San Diego... to sell the most people 
at the lowest cost...use the saturation coverage of the San Diego Union and Evening Tribune. 


REPRESENTED NATIONALLY BY 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


THE WEST-HOLLIDAY COMPANY, INC. 


eye Le Se Re a Sa ee 
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Advertising Age, May 16, 1955 


basis until the regular Census of 
Business tabulations have been 
made. This means that intracity 
tabulations cannot be undertaken 
before early in 1956. 

The 1954 Census of Mineral In- 
dustries, which is being conducted 
jointly with the Bureau of Mines, 
will provide the first comprehen- 
sive census-type data on the oper- 
ations of establishments in min- 
ing, petroleum production and 
quarrying since the last such cen- 
sus covering 1939. The Bureau of 
Mines collects information annual- 
ly on mineral production while the 
Bureau of the Census at longer 
intervals collects information on 
employment, expenditures, equip- 
ment, and other items related to 
mineral production. Statistics by 
kind of mineral industry will be 
published for states and for all 
counties where output is impor- 
tant, subject to limitations against 
disclosure of operations of indi- 
vidual companies. 


s The greatest emphasis is being 
placed by the Census Bureau on 
increasing the timeliness of its re- 
ports by speeding up the process- 
ing and release of data. Notable 
gains have been made by working 
with business organizations to ob- 
tain reports more promptly, more 
extensive use of sampling methods 
and the use of various kinds of 
high-speed electronic equipment 
for processing reports. The Census 
Bureau now has in operation two 
Univac high-speed electronic com- 
puters and is installing a high- 
speed printer to accommodate the 
output of these machines. 

As a means of expediting the 
preparation of census materials for 
tabulating, the Census Bureau has 
established three operations offices 
in the field to which reports of 
enumerators or reports of business 
establishments are sent for proc- 
essing. For the 1954 Census of Ag- 
riculture, branch operations offices 
were established at Detroit, Mich., 
and Pittsburg, Kan., to be main- 
tained for about one year until the 
work of preparing punch cards for 
the census tabulating machines in 
Washington headquarters has been 
completed. Another branch office 
has been established at Louisville, 
to punch tabulating cards for the 
1954 Censuses of Business, Manu- 
factures and Mineral Industries. 


= Part and parcel of the Census 
Bureau’s program of expediting 
publication of data is the accelera- 
tion of current reports by means 
of improved sampling methods and 
adaptation of tabulations to the 
Univac system in every feasible 
instance. In its Facts for Industry 
series of more than 70 monthly, 
quarterly or annual releases on 
factory shipments, production, 
stocks and orders of specified com- 
modities, a noticeable reduction in 
lag time for publications has been 
attained. The speed-up of these 
releases has been greatly aided by 
use of shuttle-type report forms. li 
For more than a year now, an ad- ae 
vance report on retail sales has 
been issued on or before the 
tenth day after the close of the 
month covered, anticipating the 
regular Monthly Retail Trade Re- 
port by about a month. 

Looking into the future for a 
year or two, the Census Bureau 
hopes to attain additional im- 
provements by means of new 
methods and the addition of new 
subjects of inquiry. The chief ex- 
amples of these are: ' 


@ 1. Use of administrative rec- 
ords and electronic computing 
equipment and other improved 
methods, to complete the Censuses 
of Agriculture, Industry and Trade 
much more promptly than has ever 
been done before. 


e 2. Improvement of the month- 
ly survey of employment and un- 
employment, partly by doubling 
the size of sample of households. 


This larger sample will reduce the 
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home-delivered 
circulation 


than any 
other 


The Detroit News’ trading area circulation is 
84% home-delivered weekdays, and 77% home- 
delivered Sundays — by exclusive News’ carriers. 
The News is Detroit's HOME newspaper, read in A re Q » i c n ' 
IN the home, by the FAMILY, EVERY day. ° 


newspaper. 


*A.B.C. audited 


s IN DETROIT, The News is the one newspaper with 


circulation leadership in the vital 6-county trading area, 


where annual family income is highest in the nation. And 
advertising results reflect this leadership. 


In 1954, The News carried 51% of ALL advertising 
placed in all three Detroit Newspapers. The morning paper 
carried only 25% —the other evening paper, only 24%. 


Weekday Circulation 442,656—Sunday Circulation 549,629 ABC 9/30/54 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 110 E. 42nd St., New York 17. @ 


Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 


Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. © Pacific Coast: 785 Market Street, San Francisco, Calif. 
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expected margin of sampling vari- 
ation by about 30 to 40% for total 
employment and unemployment, 
an improvement which will be 
important in connection with esti- 
mates of the various subdivisions 
of the employed and unemployed. 


e 3. Inauguration of an Inter- 
censal Housing Survey with the 
aim of bringing up-to-date the 
picture of the housing situation. 
As a related task, the bureau 
plans also to secure better statis- 
tics on vacancies, production of 
certain building materials and 
equipment, and replacements, ad- 
ditions and improvements both in 
the housing and in the commercial 


building area 


e 4. Resumption, as a regular 
part of the census program, of an- 
nual surveys of manufacturing and 
retail trade covering the calendar 
year 1955. As a matter of fact 
the Annual Survey of Manufac- 
tures has been conducted for every 
year from 1949 on except for 1954 
for which the complete Census of 
Manufactures is under way. The 
point that will be new will be in- 
corporating this survey as a reg- 
ular budget item. 


e 5. The bureau plans to con- 
duct a sample census of state and 
local government statistics cover- 
ing the year 1955 as a preliminary 


to the scheduled complete census 
in this line for the year 1957. 


e 6. The bureau plans to ar- 
range for the dévelopment of tech- 
nical improvements in its electron- 


,|i¢ computing equipment in order 


to be sure of having the equipment 
that will best meet needs during 
the next big wave of census effort 
which will get under way in 1959 
in connection with the 1958 Cersus 
of Manufactures and culminate in 
the 1960 Decennial Censuses of 
Population, Housing and Agricul- 
ture. 


The Census Bureau always in- 
vites both inquiries and sugges- 
tions from the users of census 


statistics. It is guided in its efforts 
to collect and publish information 
by its knowledge of public need for 
the products of its work. That 
knowledge is sharpened by its files 
of requests and suggestions from 
the users of the census product. 

In the final analysis, the Census 
Bureau is both a counting house 
and a clearing house for informa- 
tion. Because of the questions it is 
asked to answer, the Census Bu- 
reau asks questions of individucls 
and establishments and sums up 
their individual answers in tabula- 
tions of facts that form the an- 
swers it is called upon to supply, 
a sort of circle of inquiry and in- 
formation. 
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With coverage of well over 100% of the families 


top test markets. 


Whether it’s a new product, new package or new 
merchandising idea, test it in Providence, where The 
Providence Journal-Bulletin offers advertisers the 
most effective, most economical and most responsive 
coverage of the compact Providence-Rhode Island 


market. 


Providence Journal and Evening Bulleti 


Represented Nationally by WARD-GRIFFITH CO., Inc., with offices in 
New York, Boston, Detroit, ‘Chicago, Philadelphia, 5: 


in A.B.C. Providence and more than 80% in the 
Providence-Rhode Island city-state area, The Provi- 
dence Journal-Bulletin is your best salesman in New 
England’s second larget market—one of the nation’s 
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Advertising Age, May 16, 1955 


List Available 
Market Data 
for AA Readers 


(Continued from Page 31) 
consumer markets. 

6. Professional Markets, covering 
the various professions as markets. 
7. Canadian Markets, which 
covers all Canadian material. 

8. International Markets, which 
covers material dealing with for- 
eign and export publications. 
Regional and local data is fur- 
ther classified by state, but not by 
city. Route lists are grouped sep- 
arately under “local,” so that all 
available items are in one place. 


= In addition to data presently 
available, each section also in- 
cludes a list of “soon to be pub- 
lished” data. These have not yet 
been released, but are scheduled 

for early publication. This “soon to 

be published” list carries numbers, 
and may be requested through Ap- 
VERTISING AGE, but it is primarily 
presented as a guide for those 
readers who may be interested in ~ 
the studies mentioned, and may 
want to make certain that they do h 
not miss them when they are re- 
leased. 

Although there are over 1,500 
individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one reason or another, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
publishers have authorized or re- 
quested us to list. Nevertheless, the 
compilation is by far the largest 
and most complete of its kind ever 
assembled, and we hope it will 
prove of real value to the field. 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 1000. Management Purchasing 
Study. 

Fortune, which offers this multi- 
ple page booklet, says it can give 
you golf scores of its readers as 
well as a lot of other information 
about them, but here the magazine 
tells about its readers’ business ac- 
tivities with special emphasis on 
their direct and indirect influence 
on the major industrial purchases 
made by their companies. Extent 
of purchasing influence on serv- 
ices, equipment of all kinds, ma- 
terials and ingredients and operat- 
ing supplies is detailed. 


No. 1001. Selling Advertising in the 
Changing Industrial Market. 

In an illustrated booklet done up 
like a slide presentation, Fortune 
outlines the nature and extent of 
today’s industrial market and sug- 
gests how that market can be 
reached and sold successfully. Ac- 
tual results of advertising to the 
industrial market are reported. 


No. 1002. An Analysis of 1954 
Passports by Occupations. 
Based on State Department rec- 
ords, this short Fortune booklet 
lists 1954 passport applicants by 
occupation (there were more than 
70,242 “housewives”!) and com- 
pares the figures with 1953 records. 
The comparison shows increasing 
numbers of high income and exec- 
utive groups seeking passports, 
with only slight increases regis- 
tered for low and middle income 
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Is now BIGGER than 


meTRoOPOLITAN SAN FRANCISCO 


ETROPOLITAN SAN FRANCISCO METROPOLITAN OAKLAND 
(SAN FRANCISCO COUNTY) (ALAMEDA COUNTY) 


7838,90 


13% GAIN 
1950 - 1954 
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1954 POPULATION. Source: CALIFORNIA DEPARTMENT OF FINANCE 


13% Natural Growth! Here’s Why— 


... Strategic mainland location. 


... Transportation hub of the West. 


... Ample room for growth, 733 square miles. 


... Ideal climate for industry and home. 
(Average Temperatures: Summer 62.3°, Winter 50.6°) 


VERS METROPOLITAN OAKLAND 


alte: Tribune 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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err) Sa Perr r es i) a es 1 eer ec Pe re ee er 
eS OE EM ok oy bigs od sucess shades DOMED ScbWisaedeesssestecccversceecsece 
Giiip BD BOMB... ccc ccc cc cccsubeseesccccesceneegpareetsesvesevecs State 
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This coupon not valid after August 8, 1955. 


ewer Ne omnes Sa 1 


Advertising Age, May 16, 1955 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1003. The Relative Buying 
Power of Management Men 
Who Function in Production vs. 
Management Men Who Do Not. 

This folder summarizes some of 

‘the data turned up in Fortune’s 

‘Management Purchasing Study. 

‘The influence of management men 

in the production end of their 

‘businesses is found to be greater 

in almost all purchasing phases. 

Available from Fortune. 


No. 1004. A Survey on Blankets in 
the Tourist Court-Motel Mar- 
ket. 

Blankets will be purchased by 
32% of the 50,000 motels in the 
U. S. during the next 12 months, 
with an average purchase of 20 
blankets anticipated, according to 
2 report published by Tourist 
Court Journal, Temple, Tex., this 
April. The report includes infor- 
mation on sizes, prices, and mate- 


rials. 


WATE IS 


100,000 


NOW WATTS * FULL 


POWER! 


in Knoxville 


POWER MARKEY OF THE SOUTH 
A recent bulletit: released by Rand McNally & 


AFFILIATED WITH NBC AND ABC 


REPRESENTED NATIONALLY BY: AVERY-KNODEL, 


Company shows Kippttville as one of the 10 top cities 
in America in bisin?ss gain. Metropolitan Knoxville 
is an expanding i#,q@strial area of over 350,000 peo- 
ple centrally loca, 2d in the fertile 10,000 square 
miles of the East T¢‘fnessee Valley. 

Here in the kif of TVA power and Atomic 
Energy power, Knoxville is becoming known 
throughout the nation as the power market of the 
South. 

Within the State of Tennessee and the area, Knox- 
ville ranks first, percentage-wise, in: (1) population 
growth over the past decade, (2) number of married 
couples living in their own household, (3) largest 
number of persons per household, (4) lowest median 
age of population, (5) largest number of industrially 
employed. 

Nationally, Knoxville is among the 60 largest 
markets in the United States. Its metropolitan area 
is larger than that of Charlotte, Nashville or Des 
Moines. It ranks second in Tennessee in population. 

Blanketing this 55-county Knoxville Market is 
WATE-TV, only VHF station in the area. It’s the 
eyes and ears of sales-minded advertisers who keep 
consumer buying at record highs. There could be op- 
portunity here for you. Let us tell you the full story 
—today! 


KNOXVILLE 


WATE 
TV 


100,000 WATTS 


| CHANNEL 


POWER MARKET OF THE soutH| 


NETWORK COLOR 
INC. 


No. 1005. A Survey on Stoves in the 

Tourist Court-Motel Market. 

Published last month by Tourist 
Court Journal, this report details 
a study showing the number of 
motel units equipped with kitchen- 
ettes, the type of fuel used, the 
number of installations planned for 
the next 12 months and statistics 
on the average length of stay for 
motel guests. 


No. 1006. Survey on Coffee Served 
in the Tourist Court-Motel Mar- 
ket. 

Tourist Court Journal also of- 
fers this summary of its study of 
the market for coffee served in 
rental units and/or lobby offices 
of motels and tourists courts. 
Among the findings: Of the 80% 
without coffee rooms in connection 
with their units, 18% are at pres- 
ent serving coffee and 27% would 
be interested in arranging to serve 
coffee to their guests. 


No. 1007. A Survey on Carpeting 
and Rugs in the Tourist Court- 
Motel Market. 

Twenty per cent of the 50,000 
U.S. motels and tourist courts are 
planning to buy carpeting or rugs 
during the next 12 months, ac- 
cording to the calculations of 
Tourist Court Journal. The publi- 
cation’s study of the market for 
floor coverings in motels is sum- 
marized in this report. 


No. 1008. A Survey on Incinerators 
in the Tourist Court-Motel 
Market. 

Conducted last fall, this survey 
by Tourist Court Journal finds 
that 47% of America’s motels 
have incinerators and 5% were 
making plans to install them. Type 
and capacity of the incinerators 
installed and planned are includ- 
ed in this report, available from 
the magazine. 


No. 1009. A Survey on Windows 
and Doors in the Tourist 
Court-Motel Market. 

On the average, U.S. motels 
have 42 doors and 64 windows and 
approximately 110,000 more units 
are expected to be built by mid- 
summer. These are included in the 
results of a survey conducted by 
Tourist Court Journal, which 
didn’t overlook data on the types 
of windows motel operators are 
looking for. A six-page booklet on 
the survey is available from the 
publisher. 


No. 1010. Inside Information. 

The “inside” here is on the tour- 
ist court-motel market, covering 
what quantities of products are 
used by the average tourist court 
or motel and estimated purchases 
of services and equipment for this 
year. The illustrated, 32-page 
booklet is offered by Tourist Court 
Journal. 


No. 1011. Popular Mechanics Pow- 
er Tool Study. 


A comprehensive report on pow- 
er tool ownership among the read- 
ers of Popular Mechanics, this 
brochure is based on 1,497 ques- 
tionnaire replies and _ includes 
brands of power tools owned by 
respondents as well as their pur- 
chasing plans for the near future 
and the brands they will pick. The 
respondents also reported the 
plans they have for building or 
remodeling involving power 
equipment. The brochure is avail- 
able from the aro at 50¢ per 
copy. 


No. 1012. Fifth Popular Mechanics 
Automotive Study. 


How Popular Mechanics readers 
buy automobiles, what makes 
them buy and why, where they 
have their repairs done and a wide 
assortment of other automotive 
facts are reported in the publica- 
tion’s fifth annual study. Also giv- 
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In Chicago, it takes 2 — 
to carry the load 


No single daily newspaper reaches even half your Chicago-area 
prospects. It takes Two. For greatest unduplicated coverage, one 
must be the... 


CHICAGO 


SUN -TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, New York 
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Available Market Datc—National 
To secure copies of data listed, use the handy coupons 


en is the answer to who decides 
what style, what color, what car— 
the husband, 63.8% of the time. 


No. 1013. They’re Talking About 

Ue. 3 

Depth interviews conducted by 
Family Circle (at the invitation 
of the National Assn. of Food 
Chains) are reported in this little 
booklet, exploring the basic mo- 
tivations for shopping in super- 
markets, food shopping habits, at- 
titudes toward store personnel, re- 
actions to self-service meat and 
pre-packaged produce, what cus- 
tomers think about non-food items 
in supermarkets and similar opin- 
ions. It is offered by Family Circle. 


No. 1014. Psycho-Seasonal Trends 
in Consumer Buying. 

A study of the seasonal thinking 

of 5,426 readers of several wom- 

en’s magazines indicates that con- 


trary to many an advertiser’s 
ideas, women tend to think about 
seasons many months ahead of 
time. For instance, these gals start 
thinking about spring along about 
Jan. 13 and for them, summer rolls 
in June 13. What this means for 
advertisers is emphasized along 
with the data from the survey in 
a brochure from Family Circle. 


No. 1015. Household \ Duplication 

Study by Income Groups. 

Family Circle points up the ex- 
tent of duplicate readership be- 
tween it and four subscription- 
type women’s magazines in this 
report on a Starch readership 
study. This analysis of magazine 
household duplication uses a spe- 
cial tabulation made by cross- 
referencing the household dupli- 
cation data by income classifica- 
tions. The study covers non-farm 
households only. 


No. 1016. Community Penetration 
vs. County Circulation of Lead- 
ing Women’s Magazines. 

This study by Family Circle 
measures the effect of the rise of 
supermarkets on magazine read- 
ing habits by comparing the in- 
cidence of neighborhood penetra- 
tion and the county circulation of 
a supermarket magazine with 
four subscription-type magazines. 
The study was based on a samp- 
ling of 33 neighborhood communi- 
ties in 29 metropolitan and small- 
er areas. 


No. 1017. How Neighborhood Deal- 
ers Rate Sources of Customer 
Traffic. 

Retailers were asked to describe 
the best location for retail stores 
from the standpoint of customer 
traffic and reasons for their pref- 
erences in a survey conducted by 
Family Circle. The results, cover- 
ing appliance, furniture, hard- 
ware, paint, bedding, carpet, lino- 
leum and hard-surface floor cov- 
ering, and shoe dealers, are re- 


ported in this illustrated booklet 
from Family Circle. 


No. 1018. How the Supermarket 
and a Supermarket-Sold Mag- 
azine Affect Customer Traffic 
in Three Neighborhood Shop- 
ping Centers. 

A total of 1,666 supermarket 
customers and 2,384 customers of 
other retail stores in three com- 
munities were interviewed in a 
Family Circle study of the rela- 
tionships between supermarkets 
and neighboring stores. Included in 
this report on the study are re- 
ports on areas of concentration of 
customers, the effect of supermar- 
kets on the business done by 
neighboring stores and the read- 
ership of the supermarket-sold 
magazine by retail store custom- 
ers. 


No. 1019. The Changing Market 
Scene ... and New Horizons 
for Your Products. 

Culled from data from the De- 
partment of Commerce, indepen- 
dent research organizations, pub- 


of what you get 


for what you pay 


for advertising in Baltimore 


Put yourself jn the position of the 


When you advertise in the 


advertiser who budgets his money * NEWS-POST, you buy the largest 
to focus the attention of Baltimore | unit of daily circulation! You pay 
families on his product. If newspaper a ONE PAPER rate...and you reach 
circulations are a cloudy subject : more than ONE-HALF of the 
due to double exposure, half the Baltimore market. Use the 
families are up in the clouds Baltimore NEWS-POST for greater 
about his product. results at lower cost. 


BALTIMORE NEWS-POST 


Represented Nationally by 
HEARST ADVERTISING SERVICE 
with Offices in Principal Cities 


Advertising Age, May 16, 1955 


lishing compilation services and 
Family Circle’s research depart- 
ment, this booklet is an analysis 
of economic and population trends 
as they affect retail market con- 
ditions and the purchasing habits 
of U.S. housewives. Special em- 
phasis is placed on “middle mar- 
ket” families with incomes from 
$3,000 to $7,000. 


No. 1020. The Market for Room 
Air Conditioners and Automat- 
ic Dishwashers. 

Esquire here reports on a sur- 
vey of bona fide purchasers of air 
conditioners and automatic dish- 
washers, measuring the buying in- 
fluence of the husband, wife and 
both together. The survey asked 
who brought up the idea to buy, 
who continued to bring it up, who 
made the decision to buy and who 
made the decision on model type 
and brand name. 


No. 1021. Who Will Buy the First 
Color TV Sets? 

Based on a Starch survey of 
Esquire households, this booklet 
answers the question, “What per- 
centage of planned television pur- 
chases will be color tv sets?” Data 
is also supplied on male vs. female 
influence on the purchase of tele- 
vision. The 20-page report is 
available from Esquire. 


No. 1022. Facts About the Market 
for Men’s Shoes. 

Completed last fall by Esquire, 
this study of the men’s shoe in- 
dustry turned up information on 
production, retail sales by type of 
outlet and the percentage of men’s 
shoes sold at various price ranges. 
A section is also devoted to list- 
ing the consumer magazine adver- 
tising expenditure of all men’s 
shoe companies as well as all 
brands. 


No. 1023. The U. S. Tourist & Trav- 
el Market for Canada. 

How many Americans go to 
Canada, how they go, how long 
they stay, how much they spend 
and other facts on travelers head- 
ing North are covered in this 
study by Esquire. The report also 
covers traffic the other way, giv- 
ing the same data on Canadians 
who journey to the U.S. 


No. 1024. As Dealers See It. 
Appliance dealers reported to 
Esquire to supply the facts for this 
booklet on the buying influence of 
men vs. women with respect to 
various appliances. The study in- 
cludes big as well as small ticket 
appliances, as well as the per- 
centage and type of appliances 
which are purchased as gifts. 


No. 1025. The Audiences of Nine 
Magazines—Their Size and 
Characteristics. 


Look has this brand new study, 
off the press this month. It covers 
the size of the audience and charac- 
teristics of the readers of Better 
Homes & Gardens, Collier’s, Ladies’ 
Home Journal, Life, Look, Mc- 
Call’s, The Saturday Evening Post 
and Woman’s Home Companion, 
together with their possessions. 
The survey was conducted for 
Look by Alfred Politz Research. 


No. 1026. This Is Your Market— 

America Today. 

No. 5 in a series, this 24-page 
beoklet is an annual project of 
Macfadden Publications reporting 
changes that are taking place in 
the American market. Bar charts 
and other illustrative material 
help point up the statistics pre- 
sented on the number of wage 
earners, their disposable income, 
who makes buying decisions in 
their households on a variety of 
consumer products and other in- 
formation about this consumer 
group. 


No. 1027. Estimate of Discretion- 
ary Spending Power. 
What the average wage-earn- 
er’s family has left over in the 
family budget to spend on du- 
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IN SAN FRANCISCO... J\ ITS THE EXAMINER 


In any market one newspaper is Newspaper Number One. 


In San Francisco and northern California, it’s The Examiner... The San Francisco Examiner is 


first in news, circulation and advertising. represented nationally by Hearst Advertising Service. 
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Available Market Data—National 


To secure copies of data listed. use the handy coupons 


rable goods, appliances, luxury 
items, improvements, etc., is 
gauged in this analysis by Mac- 
fadden Publications, published 
with its Market Memos. This “dis- 
cretionary spending power” is re- 
ported for the last quarter of 1954 
in this offering. 


No. 1028. Family Distribution by 
Income Groups. 

Macfadden Publications’ annual 
estimate of family distribution by 
income groups, issued last month, 
shows the number and percent- 
age of families in five income 
ranges, as well as trends indicat- 
ed by shifts within these groups. 
Families considered are all non- 
farm. 


No. 1029. Supermarket Buying and 
Magazine Dollars. 

A study by Crossley Inc. for 
True Story is reported in this ex- 
tensive data file available from 
Macfadden Publications. The 
study was made in 11 supermar- 
kets in two cities. Housewives’ 


grocery purchases were invento- 
ried and followup interviews with 
the same housewives were made 
in their homes to determine their 
magazine readerships. Ten maga- 
zines, in addition to True Story, 
were studied. 


No. 1030. Girl Scout Leader Audi- 
ence Survey. 


Out this month is this report on 
a survey of the characteristics of 
Girl Scout adult volunteers as 
homemakers and.consumers of a 
wide range of household products 
and as an influence in community 
affairs. Personal and family char- 
acteristics as well as economic 
status are also covered. Issued by 
Girl Scouts of the U. S. A., which 
publishes Girl Scout Leader. 


No. 1031. TV Guide Data Book. 

In a thick collection of loose-leaf 
pages, TV Guide offers circulation 
figures, circulation maps and mar- 
ket information both nationally 
and by its regional editions. Re- 


sults of a Starch survey conduct- 
ed last September are also includ- 
ed. 


No. 1032. The Elks Market. 

The kind of men who make up 
the Elks organization are thumb- 
nail sketched in this data folder 
offered by the fraternity’s official 
publication, The Elks Magazine. 
Based on a survey by Ross Fed-| 
eral Research Corp., the data in- 
cludes occupational status, person- 
al incomes, family status and in- 
formation on car or truck owner- 
ship and traveling habits. 


No. 1033. 19th Annual Grit Read- 
er Survey. 

Thumb-tabbed loose-leaf pages 
in this extensive report give most 
of what there is to know about 
the readers of Grit, “the only na- 
tional small-town weekly in the 
U.S.” Brand preferences for 27,- 
554 Grit families are given as well 
as five-year comparisons of brand 
preferences in these fields: auto- 
motive, drugs and cosmetics, gro- 
ceries, home appliances, tobacco, 
insurance and pets. Offered by 
Grit Publishing Co., Williamsport, 
Pa. 


PULLING POWER rings the cask register! 


The London Free Press covers a leading market with pulling power that 
cannot be equalled . . . it can sell for you and keep them sold 52 weeks 
in the year. No wonder The London Free Press is Canada's favourite test- 
paper. Write today for conclusive facts in this rich market. 


WHEN YOU SEEK LOCAL SALES... 


Hitch your selling Message to 
the pulling power of 


The London Free 10000 
Ontonrios. Only Ierning -Gvening 


Canada’s No. I Test Market 


DAY | 


No. 1034. Hey Mister, Your Mar- 
ket’s Shifting. 

With this provocative title, the 
National Comics Group and Scho- 
lastics Roto offer a study of future 
shifts in market potentials by age 
groups through 1965, with partic- 
ular emphasis on the changes 
taking place in the youth market. 
Charts illustrate the trends over 
the past few years, based on U.S. 
census data. 


No. 1035. Brand Preferences of 
Young America (Fifth Edition). 
The National Comics Group’s an- 

swer to what likes and brand pref- 
erences Americans between eight 
and twenty have is given in this 
annual study. The 132-page book 
tabulates the results of interviews 
with 5,403 boys and girls selected 
according to age and economic 
backgrounds. The publisher offers 
the study free, but limits it to one 
copy per advertiser or agency. 


No. 1036. A Billion Dollar Market. 

Pertinent facts about the size 
and scope of the pleasure boating 
field are covered in this illustrat- 
ed data file offered by Motor Boat- 
ing. Consumers, manufacturers 
and dealers are covered as well 
as the products used by the in- 
dustry and boat owners. 


No. 1037. American Home Reader- 
Consumer Panel Report #34. 
Data from 1,924 of American 
Home’s reader panel members 
covers their preferences on silver- 
ware and other types of table flat- 
ware. Kinds owned, the number 
of place settings owned, how they 
were acquired, influences on pat- 
tern selection, age at which the re- 
spondents selected the pattern and 
future buying plans are reported 
in a 12-page booklet. 


No. 1038. American Home Reader- 

Consumer Panel Report #35. 

Based on 2,133 panel-member 
replies, this American Home study 
covers miscellaneous data on 
home ownership, beds, blankets, 
sheets, pillows, plastic upholstery, 
washing machines and _ clothes 
dryers. 


No. 1039. American Home Reader- 
Consumer Panel Report #36. 
This report from American 


|Home contains data from 1,815 


panel members with regard to 


‘their possession of, and opinion on, 


ROANOKE, 


Naturally! Cost is important, but it is only one of © 
“many important criteria in the selection of markets — 
and media. And, among the most important are those - 

- intangibles which can only be properly evaluated by © 


the matured ae ee of 


VIRGINIA 


a space buying © 


| DOMINANT COVERAGE 
‘THE ROANOKE NEWSPAPERS 


THE ROANOKE WORLD MES | 100% in Roanoke County 


= Being; iby. Principal cities an | 


Advertising Age, May 16, 1955 


insurance. It covers life, fire and 
liability, automobile, general and 
accident and health insurance, 
and a section is devoted to char- 
acteristics of panel families— 
home ownership, size and type of 
house and income. 


No. 1040. American Home Reader- 
Consumer Panel Report #38. 


Here, American Home’s reader- 
consumers tell how they feel 
about bathroom fixtures, chrome 
furniture, citrus fruits and bever- 
ages, cleaners, coffee and coffee 
makers, copper pots and pans, gar- 
ages, metal furniture, room deo- 
dorants, septic tanks, venetian 
blinds and window shades. 


No. 1041. American Home Reader- 
Consumer Panel Report #39. 


Another in American Home’s 
reader-panel reports, this study 
covers replies from 2,083 members 
on their cooking and eating habits 
for a wide variety of foods and 
cooking and baking methods. 


No. 1042. American Home Reader- 
Consumer Panel Report #40. 
Through the replies of 1,925 

panel members, American Home 
here reports opinions on the clean- 
ing of rugs and carpets, cooking 
utensils, food storage, buying of 
fresh meat, home canning and 
freezing, packaged baking prod- 
ucts, powdered milk and house- 
hold sponges. This report also cov- 
ers television ownership and pos- 
session of major appliances. 


No. 1043. American Home Market 
Books: 1954-1955. 

This report furnishes a market- 
ing analysis of the top 162 urban 
and suburban metropolitan mar- 
kets and is available from Amer- 
ican Home at $5 per copy. The 
book, latest in a series which was 
started in 1937, gives figures for 
each market and the individual 
counties on food store sales, drug 
store sales, furniture, household 
and radio store sales, general mer- 
chandise stores, total retail sales, 
lumber yards, building materials 
and hardware store sales, net ef- 
fective buying income, total 
households in each market and 
American Home households in 
each market. 


No. 1044. A Study of the Subscrib- 
ers to the Rotarian Magazine. 

Conducted by Market Facts Inc. 
for The Rotarian, this study cov- 
ers the business and civic activi- 
ties of Rotarian subscribers—in- 
cluding a breakdown by manufac- 
ing concerns non-manufacturing 
eoncerns and _  0professions, the 
subscribers’ positions with their 
firms, purchasing authority, civic 
offices held and influence on com- 
munity purchases. Also included 
are personal statistics about re- 
spondents—age, income, invest- 
ments, etc. 


No. 1045. Sports Afield Automo- 
tive Survey #2—1954. 


All about Sports Afield readers’ 
current thinking on automotive 
questions is covered in the second 
survey of this field conducted by 
the magazine. Readers reported 
new and used car purchases in 
1952, 1953 and early 1954, includ- 
ing makes, as well as their plans 
for automobile purchases in the 
future. 


No. 1046. Sports Afield Automo- 
motive Survey #1—1954. 


A brief report on automobile 
ownership among Sports Afield 


|subscribers includes make, model 


and year of cars owned and per- 
centage of owners who bought 
tires for the cars they own. 
No. 1047. Sports Afield Fishing 
Tackle Survey—1954. 

As the season closes in on the 
intrepid fisherman, Sports Afield 
has this study of its subscribers’ 


brand preferences for casting rods 
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‘lyzes a frequently asked question 


(ADVERTISEMENT) 


No Need for Worry About “Over- 


Building’ This Year, says Foley 


In another of his exclusive ar- 
ticles prepared each month for 
Practical Builder, Raymond Foley 
(former HHFA Administrator and 
a leading building expert) ana- 


these days, “Are We Overbuild-| 
ing?” His authoritative views have | 
special significance for all manu- 
facturers of building products and 
their advertising agencies, as well 
as for executives in a great variety 
of other fields directly affected by 
the progress of building, the na- 
tion’s top industry. 

After discussing the Adminis- 
tration’s concern about overbuild- 
ing in the housing industry, Foley 
points out that some economists 
positively feel that we are over- 
building—while the National As- 
sociation of Home Builders says 
just as positively that we are not. 
In between, he says, are the FHA 
and VA who are conservatively 
confident rather than pessimistic. 
Here is Foley’s analysis of the 
problem, as reported in Practical 
Builder: 

“No one is going to settle the 
question positively because there 
is no simple answer on a national 
scale. That’s because the “housing 
market” is many local markets, in 
which local overproduction can 
occur in one, with actual under- 
production in another. But the 
question needs clarifying. What 
does it mean? Overbuilding from 
what point of view? 

“Let’s assume that the predic- 
tions of 1955 starts at about 
1,300,000 are correct. Does the 
question mean that the nation 
doesn’t need that many houses— 
or does it mean that in spite of 
need, that many can’t be marketed 
because effective buyers are too 
few? Or does it mean that labor 
and materials are insufficient and 
that inflationary trends would re- 
sult from building that many 
houses? Or does it mean that there 
isn’t enough mortgage money in 
prospect to finance such a produc- 
tion and that the industry will 
find itself with a big overhang of 
completed houses that buyers, 
though willing, can’t buy? Or does 
it indicate concern that the new 
product, marketed so rapidly, will 
produce a calamitous vacancy ratio 
in already existing housing? 


Not Likely To Over Produce 
This Year 


“From various points of view of 
particular interests, 1,300,000 new 
housing units could result in “over- 
production.” The basic point of 
view, however, must be the com- 
posite, considered on a national 
scale. From that point of view it 
does not appear that we are likely 
to overproduce in housing this 
year. That is simply because pro- 
duction is not fixed at a given rate 
which must be carried on through- 
out the year. We are not committed 
to build 1,400,000 houses just be- 
cause a seasonally adjusted index 
of the reported starts in March 
would indicate that likelihood. 

“In fact, the index itself is far 
from infallible. But if it is assumed 
to be accurate, it does not follow 
(a) that 1,400,000 would be nec- 
essarily too many, or (b) that 
the factors influencing production 
would continue the same through 
the year. 

“Moreover, standards of judg- 
ment must be adjusted to changing 
conditions. I can well remember 
the skeptical alarm expressed na- 
tionally—and by some of the same 
voices that are pessimistic now— 
when I urged a million-a-year pro- 
gram in 1947, 1948 and 1949, and 


‘about 700,000 


on a 10-year basis. Lack of need, 
overproduction and similar objec- | 
tions were advanced. 

“The country has grown since. 
The economy has moved to a 


higher level; the national income | 


has risen sharply; the population 
has jumped and will increase its 
rate of progression. The rate of 
new family formation is down now 
—but the rate of present family 
growth is increasing, with the con- 


sequent pressing need for larger | 


quarters. For this reason and be- 
cause of new economic levels there 
is a ‘moving up’ factor in the mar- 
ket today probably much greater 
than ever before. 

“It is true that one of the press- 
ing factors requiring production 
beyond the conventional ‘market’ 
calculation after the war has been 
largely reduced. That was the ‘dou- 
bling-up’ due to limited depression 
and war-time production. The best 
available statistic is that there are 
such doubled-up 
families remaining. Probably they 
don’t represent that much hous- 


(ADVERTISEMENT) 


| ing demand—because of personal; thinking the basic statistics of 


_ choice. But along with the devel- _family formation, family growth, 
/opments of the past ten years has| substandard housing, population 


been another market factor—the | movement trends, increased buy- 
increase of single person house-/| ing power, materials’ supply, labor 
holds—the growing “live alone” | availability, technological ad-| 
urge. This may not take up a lot! vances, mortgage credit, plus the 
of new detached houses, but it does plain human urge for a better place 
and will use up a lot of rental in-| to live, add up to a total that says 
ventory both new and old—to help | 1,300,000 houses produced this year 
maintain the balance. peo not be overproduction, if 
mortgage funds remain available 
enn afer ig age |—and if they do not the 1,300,000 
an be built in houses probably won’t be pro- 
“Moreover, we are just getting duced. 
to the point where real progress| “When this is being written there 
can be made on one of the objec-| are various surveys going on, 
tives of the 1948 million-a-year mostly unpublicized. They indi- 
program—namely, getting rid of a cate some spottiness in the market 
lot of very bad housing. The more | —locally. There may be an over- 


ter. It can be more effectively done | the demand in one area; there may 
now than then because it is easier| be some unsold remainders of a 


| 


large and varied enough. 


on the subject, and some statistics | 


To sell Builders you must 


Says an Indiana advertiser (name on 
request): ‘‘We are very pleased with the 
results obtained from our advertising in 
Practical Builder. We consider your 
magazine one of the best mediums for 
reaching building contractors, and we are 


|of the argument. To our way of duce numerically, but because it! your copy. 


certainly planning to use it in the year ahead. 


wou!d mean the industry had not 
even yet learned to judge its mar- 
kets, had not escaped from the 
shortage-induced habits of post- 


| war days. 


“The biggest factor leading to 
the belief that we will not over- 
produce this year in a national 
sense is that more and more the 
production is being tailored to the 
effective demand. Fewer builders 
are starting fleets of unsold houses 
—a safe procedure a few years ago. 
More builders are producing dis- 
tinctive offerings to attract buyers 
out of old inventory. 

“The worst factor in the pres- 
ent picture may be a growing use 
of no-downpayment, thirty-year 


of that which can be done, the bet- | hang of houses too high-priced for | mortgage terms as an inducement 


| to buy—which indicates to some a 


thin market. Probably this is not 


for many families so housed to buy | project not well designed, or lo- | Beceesary to maintain a high pro- 
today—if the new production stays | cated, or too small, in another area. | duction, although necessary for a 
That’s overproduction. If it were a| Peak output. “Over-building?” is 
“There are statistics of all sorts | general situation it would be cause | 
for general pessimism—but not so| Letter. Write Industrial Publica- 
/can be found to support either side | much because we would overpro-| tions, 5 South Wabash, Chicago, for 


also the subject of the May Red 


reach Builders 


Looking for builders, Mr. Advertiser? You'll find some of them in plush offices 


in lig cities... but yow’ll find most of them elsewhere: in big cities and small cities, 
all over the U.S.A. In short, youw’ll find builders where you find people. Juggle 


Jigures all you like... you can’t get away from this immutable fact: The spending 


of the light construction building dollar parallels our distribution of population. 


So we repeat: To sell builders you must reach builders. And that automatically 


means Practical 


than any other publi 
edited by builders fa 


buyers (not just buying influences) at lowest cost! 


...0f the light 
construction industry 
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builder 7's the magazine that reaches more builders 
pation because it’s the magazine they reach for; the magazine 


builders; the magazine that delivers builders who are 
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but some grow faster than others. And | 
it seems that's not enough. People are now 
month—a gain of 40% over radio sales | 


it's a unique endorsement: the U_S. finds 


day a new radio set ts bought every 
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medium grows some each year, 
while the average radio family has 2.2 sets, 
buying nearly a million new radios a 


last year. Krom our viewpoint at CBS Radio, | 


Pre ee ed 


radio so entertaunng that every shopping 


ar: 


Bo or Re ei A aunt. Eo 


With people buying so many new sets, radio today is all over the house—and as big as all outdoors. 


While television has moved into the parlor, radio has moved everywhere else... into 97 million places where it does not compete 


with television. Less than a fourth of all radios are now in living rooms. Some 18 per cent are in dining rooms and kitchens, 
26 per cent are in bedrooms and “other rooms,”’ 24 per cent are on the go in the family car, 9 per cent are in public 


places.... And wherever people are, whatever they are doing, they listen most to the CBS RADIO NETWORK. 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


SB ue age Nh 


.» How's your 
coverage in Montreal? 


Keep your facts on the important Mont- 
real market up to date with a copy of 
the Montreal Star's data book. It is 
available from the Star's Head Office or 
from any of the O'Mara and Ormsbee 


PY) oh tres eae Leica 


‘and reels, fly rods and reels and) 
‘bait casting plugs. Comparative 
‘results, showing changes in brand 
preferences, have been included 
for the years 1954, 1948 and 1947. 


No. 1048. Sports Afield Spinning | 
iTackle Survey—1954. 

Sports Afield subscribers report 
what make of spinning reel, rod | 
and line they own and what make | 
they would prefer if they were) 
going to buy these items in this 


study offered by the magazine. 


No. 1049. Sports Afield Men’s 
Toiletries Survey—1954. 
Brand preferences of the sports 
who read Sports Afield are given 
in this survey on razors, blades 
and shaving creams, after-shave 
lotions, hair tonics and deodor- 
ants. The types of razors, blades 


found out how its subscribers 
spent their vacations. A report on 
the survey covers the percentage 
who took trips, the length of time | 
they planned in advance and the} 
months of the year they prefer.) 
Also covered are the distances | 
they traveled, means of transport- 
ation used, the amount of money 
they spent, the kind of place they 
stayed and major purchases they | 
made for their once-a-year trip. | 


No. 1051. The Amateur Artist. 

The expanding legion of ama- 
teur artists was studied for this 
report available from American 
Artist which shows the amateurs’ 
art and study backgrounds, the 
mediums they work in, where they 
buy art supplies or services, what 
they buy, how much they spend 


Advertising Age, May 16, 1955 


habits, which tabulates the news- 
papers and business magazines 
executives read and find most use- 
ful. Businesses and professions of 
respondents are recorded and a 
geographic breakdown of the sam- 
ple is included. The 14-page book- 
let is available from the Wall 
Street Journal. 


No. 1053. Wall 

Travel Study. 

A 52-page brochure offered by 
the Wall Street Journal reports 
how, to what extent and when its 
subscribers travel for business, 
regular vacations and just plain 
pleasure. Their hotel and trans- 
portation expenditures for both 
business and personal traveling 
are given as well as their future 
travel plans. 


Street Journal 


’ . offices in the United States. or. shaving creams they use and|a@nd their earning power. No. 1084. R . i buildin 
° where and by whom they are/~,, 1959. Reading Preferences of | %% . Report on Homebuilding 
‘ heed are also reported - this af omelres Onnes “a Pye Ai hyo by Small Homes 
° The Star comset. available from Sports tive Personnel. enon ar nga ; 

z; Afield. Released last month, this study 
ms e 


= 


Beat Fae, 


was 


Represented nationally by O’Mara and Ormsbee Inc. 


No. 1050. Sports Afield Vacation 
Survey—1954. 


In this study, Sports Afield 


A sample taken from Poor’s Reg- 
ister of Directors and Executives 
provided the answers for this Wall 
Street Journal study of reading 


MR. NAT BERG 


Southwestern Upholsterers, Inc. 
Houston, Texas 


“HERE’S HOW 
| SELL HOMEMAKERS 
IN HOUSTON... 


President 


is the result of a survey of 6,310 
readers of whom 61.4% acquired 
homes during a 19-month period. 
Their preferences in design fea- 
tures, building materials and 
equipment, appliances and fur- 
nishings, insurance and such other 
items as the extent of owner-labor 
and how the homes were financed. 
The 22-page report is available 


from Small Homes Guide. 


No. 1055. Duplication Survey of 
Publications Serving the Fi- 
nancial Community. 

Bar charts in color help il- 


‘lustrate this booklet offered by 


Forbes Magazine, covering dupli- 


‘cate readership between Forbes 


and other financial publications. 
The survey was conducted among 


3,135 readers of the publication 
who also supplied data on their 
stock ownership—average number 
of shares, brokerage accounts, the 
amount of investing decisions they 
make for others. 


No. 1059. Television Magazine’s 
Annual Data Book. 


}! wn? ' 

«++ through magazine ads like this Published in March by Tele- 
vision, is offering defines tv 
: in the LOCALLY-EDITED markets, county by county, with 
‘ ” corresponding sales, income and 
HOUSTON CHRONICLE ROTOGRAVURE MAGAZINE. population figures. A summary of 
. all network time and program ex- 
i : oP . ; enditures is included, as is an 
: Is your magazine advertising pulling sales results in Houston—Newark eameaih of local and spot billings 
Z —Atlanta? These are just three of the twelve big-city markets where and local programming. The book 
. you can buy magazine advertising at the Local Level—as leading mer- goes free to suscribers of the mag- 
chants do. No other magazines anywhere can offer you proof of instant 7 hag die Rewer! = $2.50 a 

; sales pull as Locally-Edited Gravure Magazines do. Says Mr. Nat Berg, ™ 
President of Southwestern Upholsterers, Inc., a big space advertiser in No. 1060. Fish and Game Survey. 
the Locally-Edited Houston Chronicle Rotogravure Magazine: “In our ‘ oe Ss oe ee, pr seagen 
‘ business, we need regular Sunday advertising that brings us a deluge of meet ie to a sports par- 
; telephone calls on Monday, and sales all week. Our Sunday ads in the ticipation survey made by the 
; Houston Chronicle Rotogravure Magazine do just that for us, week magazine. Data on 17 sports are 
after week.” given, with breakdowns on age, 
: city size and geographic areas. 


Your ads in the Locally-Edited Houston Chronicle Magazine are 


hie ait 


Dat Or). 1. eee et ee 


ate a 


J 


The report also gives brand pref- | 
erences for equipment ownership 
and average expenditure. 


“SALES PULL of our ads in the 
Houston Chronicle magazine 
has helped us grow from a 
small workshop to a large 
factory-type custom opera- 
tion—all in a few years,” says 
Mr. Berg. 


seen and shopped from by more than 6 out of 10 Houston families, 
while the leading national magazine reaches only 13% of Houston 


homes. No. 1061. The American Maga- 


zine’s National Travel Index. 4 
Available to organizations con- 
cerned with the travel industry, > 
this monthly publication of The 
American Magazine shows total 
volume of U. S. travel, broken 
down into pleasure and business, 
with month-by-month compari- 


® Locally-Edited for highest readership © Newspaper circulation impact 
* Gravure magazine reproduction * Maximum savings on positives 
¢ Complete flexibility 


MAGAZINE sons with the previous year and 
ADVERTis ING the cumulative total for the year- \ 
AT TH to-date compared with the pre- . 


vious year. Data is secured by 
personal interviews wit ~ sample 
— of 2,000 families. 


LOCALLY-EDITED G VURE MAGAZINES é. No. 1062. Do-It-Yourself Among 


oo Reader-Families of The Amer- 
is. ican Magazine. 


E 
LOCAL Leve, 


: ¥ For more information about 
f these 12 weekly newspaper grav- 
ure magazines, contact one of 


Rs the following representatives: ; -: —— < pon agree 4 

HI) —_sThe Branham Company, Cremer AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE sects in the 12-month period end- 

hay. & Woodward, Inc., Jam, & 

$2 Kelley, Inc., Kelly-Smith Co., 

i Moloney, Regan & Schmitt, Inc., 
O'Mara & Ormsbee, inc., Scolaro, 
Meeker & Scott, Inc., Story, 
Brooks & Finley, inc. 


ing June 30, 1954, is offered by 
Crowell-Collier Publishing Co. 
Given are data on the extent of 
participation, kinds of jobs under- 
taken, average expenditure for 
materials, seasonal] distribution of 
jobs, work clothes bought, pro- 
fessional assistance, equipment 


DENVER POST ® HOUSTON CHRONICLE 
LOUISVILLE COURIER-JOURNAL © NEWARK NEWS 
ST. LOUIS GLOBE-DEMOCRAT 


COLUMSUS DISPATCH °* 
INDIANAPOLIS STAR * 
NEW ORLEANS TIMES PICAYUNE STATES ° TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,263,000 COPIES WEEKLY 
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want to see. 


Farm folks read their copy of this issue 
with the Fair in mind. They refer to it as a 
directory of what they want to see. Better 
than 2,500 copies of it were asked for, and 
given out at our exhibit last year. 


Tell them about your product in this issue 
. . . it could be one of the items they would 


lowa farm folks really attend the Fair. It’s 
a big event. During a recent Starch Reader- 


One “Most Used” Issue of the Year! 


That’s the State Fair Issue of W.F. and I. H. 


This is why we make a larger-than-usual 
sales fuss about space in our regular second 
issue of August each year. 


ship Study we had interviewers ask this 
question: “Have you or any member of your 
family ever attended the Iowa State Fair at 
Des Moines”? Eighty-two per cent of the 
men said yes. And 81.2% of the women had 
attended. 


Last year at our Fair exhibit, we handed 
out better than 75,000 useful gadgets, and 
over 10,000 maps of the grounds. Extra folks 
and two editors were on hand to help with 
wanted information. 

Yes, Iowa folks attend the Fair. And come 
to see us. You too, if you let them know you 
are there. 


Ingvald Alsvig of Wright county, Iowa, 
is parking one of his many pieces of 
farm industrial machinery. This is the 
usually out-of-sight end of a corn picker. 


Pre-Test Pinpoints 
Reader Interest 


This year is our Centennial. Edi- 
torially we planned a year long series 
of articles and pictures on farming in 
the good-old-days. With an extra con- 
centration in our August 20 issue Cen- 
tennial Section. 


This was our plan . but would 


readers be interested? 


We asked them through Daniel Starch 
and Associates while making our most 
recent readership study. Here’s 
question: “Are you interested in ar- 
ticles and pictures of farming in your 
grandfather or great grandfather’s 
time ?”’ 

They were interested: 75.2% of the 
men, and 79.2% of the women! 


You, too, will find this built-in reader 
interest of value when planning your 
advertising for this August 20 Centen- 
nial Section. Or at any other time this 
year. 


Any issue of Wallaces’ Farmer and 
Iowa Homestead will get your sales 
message into the homes of more than 
9 out of 10 Iowa farm families. And 
deliver it to more reader interest, 


heavier reader traffic, with more pref- 
erence, than is commanded by any other 
farm publication attempting to serve 
Iowa farmers. 


a a 


One Buys Machines 


the other... Family Needs 


If you’re interested in selling more goods and services . 


. . take a closer look 


at the 309,000 subscriber market covered by Wallaces’ Farmer and Iowa Home- 


stead. It’s really two markets in one! 


Farms are becoming more industrialized each day. They use more mechanical 
equipment now than a good many average sized businesses. And are buying more. 
Farmers buy grease guns, blow torches, welders, extra motors (both gas and 


electric), power saws, lathes and drills. 


Plus most other tools and materials used 


for machine, building, and automotive maintenance. 


The second part of this market is a 


_ block of over 1,400,000 consumers. 


the | 


Like urban families, farm people buy 
most every item of food, clothing and 


home furnishing there is to be had. | 


_ Electric appliances too, for today 99.5% 


of Iowa farms have electrical service, | 


And though these people live on farms, 


they buy surprisingly large amounts of | 


food too. 


These 1,400,000 consumers are just 
a bit different than the average urban 
group. All of them have the same gen- 
eral business and home interests. Too, 
they are all served completely by one 
farm publication. For they all subscribe 
to and read W.F. and LH. regularly. 
Another important characteristic is 
this: both farm operators and home- 
makers prefer Wallaces’ Farmer and 
Iowa Homestead over all other publica- 
tions as their most dependable source of 
helpful and usable information. 


As the buyers for this two-group 
market . . . the farm family members 


sit as a board of directors. They pass | 


on the merits of your products. As their 
preferred source of information W.F. 
and I.H. serves as their guide to better 
purchasing. 


pe Gs, you'd better take another look 
at this market. For lowa reverses the 
| national trend . with better than 
| 60% of the spending done in town and 
_ city areas of less than standard metro- 
Here dealers depend on 
farm business. And farmers depend 
most on Wallaces’ Farmer and Iowa 
Homestead. . . . it is your best Iowa 
farm sales medium. 


politan size. 


: : | 3 a a ; ; a 


es Moines, lows 


The Ralph Morgan farm home in Dal- 
las county has just about everything 
-.. all modern appliances and cabinets. 
Daughter Marilyn serves ice cream, 


W.F. and I.H. Is 
Aged-On-The-Farm 


In any scientific survey or Study 
made to determine which farm publica- 
tion serves Iowa farmers best ... W. F. 
and I.H. always comes out on top. 


It’s no mystery why this is so. The 
clue is value of services rendered. 


Recently, Starch and associates asked 
a cross section of these folks this ques- 
tion: “How many years have you been 
reading Wallaces’ Farmer and Iowa 
Homestead ?” 


50.4% said they had read it for over 
20 years. 28.8% between 10 and 20 
years. And 21.3% from 1 to 10 years. 

That just about takes care of the 


old-timers, newcomers, and those in 
between. 


Measured by the A.R.F., we know 
that these readers constitute 91% of 
lowa’s farmers. . .. The best ones. 


~"TOWA“HOMESTEAD 


Dante M. Pierce, Peblister 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


owned, tool rental, general atti- 
tude toward do-it-yourself pro- 
jects and plans for the next 12 


months. The information for the! 


report was supplied by The Amer- 
ican Magazine’s reader panel. 


No. 1063. Wine Report 1955. 

The American Magazine offers 
this report on 1953 wine con- 
sumption by states in comparison 
with 1952, with totals broken 
down into principal wine types 
as prepared by B. W. Corrado & 
Staff. Also shown is the cost of 


SIMPSON-REILLY, LTD. 
Z Publishers Representatives 


SINCE 1926 


magazine coverage in the major 
markets for each of the principal 
types of wine as well as general 
market information on wine con- 
sumption. 


No. 1064. Beer Report 1954. 
Based on B. W. Corrado & Staff 
figures, this report from The 
American Magazine covers annual 
beer consumption by states from 
1951 to 1953 and the cost of mag- 
azine coverage in principal beer 
markets, including “out-of-state” 
consumption. Information on the 
brewery industry in relation to 
the U. S. economy is also given. 


No. 1065. A Security Market Run- 
ning into Billions. 

Published annually by the New 
York Journal of Commerce, this 
booklet gives a tabulation of the 
security holdings of 57 leading 
fire, casualty and life insurance 
organizations representing a total 


of 176 individual companies. 
Readership of the Journal of Com- 
merce among top-level executives 
of these companies is also re- 
ported. 


No. 1066. True 1955 Liquor and 

Beer Report, No. 7. 

Fawcett Publications, on behalf 
of True, offers the seventh re- 
port in its continuing study of 
liquor consumption. The data is 
broken down by states and by 
types, with total consumption fig- 
ures for the years 1948 through 
1954. Beer consumption by states 
is given for 1953 and 1954. 


No. 1067. Mechanix Illustrated 

Automotive Survey 

The people who read Mechanix 
Illustrated supplied data on car 
ownership, purchases, mainten- 
ance and repair for this study 
available from Fawcett Publica- 
tions. Ownership and brand pref- 
erences for automotive accessories, 
tires and tubes, gasoline and oil 
are also reported. The report was 
published just this month. 


No. 1068. True Confessions In- 
fants’ and Children’s Products 
Survey. 
Replies from True Confessions’ 

reader consumer panel provided 
the data for this report offered by 
Fawcett Publications. Covered are 
the usage and brand preferences 
for milk, strained baby foods, 
chopped or junior foods, cereals, 
toiletries, diapers, carriages, bed- 
ding and nursery furniture. The 
findings are based on 684 com- 
pleted questionnaires. 


No. 1069. True Confessions Food 
Forum. 


Published last month by Faw- 
cett Publications, this study covers 
usage and brand preferences of 
True Confessions readers of pre- 
pared baking mixes, cereals, des- 
serts, canned or dry milk, bever- 
ages, crackers, soft drinks, beer, 
ale, wine, sandwich or snack fill- 
ers and soups. 


No. 1070. Fawcett Women’s Group 
Beauty Reader Forum Hand 
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“Mr. Bellows doesn’t like it much when anybody 
forgets that things have changed in Cincinnati.” 


BETTER NOT TRUST your own memory too far. Things have changed 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily* field 
in City Zone Circulation, and in Retail, General, Total Display, Clas- 
sified and Total Advertising Linage. (Source: A. B. C. and Media 
Records, latest 6-months’ figures.) *There has never been a question, 


of course, about the Sunday Enquirer's leadership. 


CINCINNATI ENQUIRER 


READS THE 


ene 


Advertising Age, May 16, 1955 


and Nail Care Survey. 

Brand purchases and usage of 
products for hand and nail care 
by readers of True Confessions 
and Motion Picture for the years 
1954 and 1955 are reported in this 
brand new study offered by Faw- 
cett Publications. 


No.1071. Fawcett Women’s Group 
Beauty Reader Forum Health 
and Beauty Aids—Supermar- 
ket Edition. 

This report shows the place of 
purchase for cosmetics and toi- 
letries in 1954 by readers of True 
Confessions and Motion Picture, 
and the increasing importance of 
supermarkets as a retail outlet 
for these products. Offered by 
Fawcett Publications. 


No. 1072. Fawcett Women’s Group 
Beauty Reader Forum Person- 
al Daintiness Survey. 

Brand purchases, usage and 
place of purchase of anti-perspir- 
ants, deodorants, depilatories, san- 
itary protection, oral hygiene and 
fine laundry products during 1954 
and ’55 are reported in this sur- 
vey of True Confessions and Mo- 
tion Picture readers offered by 
Fawcett Publications. 


No. 1073. Fawcett Women’s Group 
Beauty Reader Forum Skin 
Care, Cleanliness and Frag- 
rance Survey. 

Another report from the readers 
of True Confessions and Motion 
Picture, this booklet from Fawcett 
Publications compares 1954 and 
1953 purchases of products for 
skin care, cleanliness and frag- 
rance, giving brand preferences 
and usage. 


No. 1074. Fawcett Women’s Group 

Beauty Forum Makeup Survey. 

Usage of a variety of makeup 
products by brand, type and color 
is covered in this Fawcett Pub- 
lications report. The True Con- 
fessions and Motion Picture read- 
er panel also reported on the 
places they purchase such items. 


No. 1075. Fawcett Women’s Group 
Annual Beauty Reader Forum 
Ten Year Trend in Beauty. 

Since Fawcett Publications has 
been keeping tabs on its readers’ 
purchases of beauty preparations 
since 1941, it has amassed a nice 
collection of data on the subject, 
reported in this 54-page booklet. 

The report summarizes usage and 

brand preferences in cosmetics and 

toiletries among readers of True 

Confessions and Motion Picture 

during the ten years between 1944 

and 1954, pointing up evident 

trends in beauty habits of this 
predominantly young group of 
consumers. 


No. 1076. Cheese and Cheese 
Spreads Market Report. 
Starting with a description of 
the principal types of cheese and 
a history of the cheese industry 
in this country, a study offered 


: by Redbook goes on to discuss 


postwar sales figures and trends 
in the industry. Magazine adver- 
tising expenditures by cheese pro- 
ducers and consumer buying hab- 
its are included. 


No. 1077. Household Furniture 

Market Report. 

Notes on the household furni- 
ture industry and market are as- 
sembled in this 24-page report 
from Redbook. Trends in the in- 
dustry, trends in styles and types 
of furniture, magazine advertis- 
ing expenditures of manufactur- 
ers and consumer buying habits 
and preferences are given. 


No. 1078. Electrical Cleaning 
Equipment Market Report. 
Summarizing a variety of pub- 
lished material on vacuum clean- 
ers and floor polishers, this anal- 
ysis discusses market develop- 
ments and product trends in 
vacuum cleaners and floor polish- 
ers, and the magazine advertising 
used by their manufacturers. Con- 
sumer preferences and ownership 
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Cincinnati Times-Star 

The Columbus Dispatch-Ohio State Journal 
Duluth Herald and News-Tribune 

The Fresno Bee 

Honolulu Star-Bulletin 

The Indianapolis Star and News 

Long Beach Independent Press-Telegram 
The Milwaukee Journal 

The Modesto Bee 

Newark News 

The Omaha World-Herald 

Oregon Journal 

Phoenix Republic and Gazette 

Portland (Me.) Press Herald-Evening Express 
The Sacramento Bee 

The Salt Lake Tribune-Desert News 

The San Jose Mercury-News 

The Seattle Times 

St. Paul Dispatch and Pioneer Press 

The Washington Star 


1955 Consolidated Consumer Analysis 


to help you analyze sales potentials 


in 20 markets trom 


Consumer Analysis surveys 

were conducted by newspapers in 20 metropolitan 
markets in 1955, to bring you current comparable data 
on buying habits, brand preference and product usage 


in more than 150 product classifications. 


The survey sample included over 50,000 families in 
the metropolitan areas where retail sales exceeded 


eleven billion dollars. Leading brands of the thousands 


reported in consumer use are listed in the report. 


Get 


Maine to Honolulu 


The 20-market report is a convenient, 200-page digest 
with side-by-side tabulations showing comparative 


brand position and product use in each market. 


SUBJECTS COVERED 


include grocery products, meats, soaps and detergents, toilet- 
ries, foundation gatments, home ownership, heating, appli- 
ances, painting, TV sets, beverages, dog food, tobacco prod- 
ucts, auto products, wrist watches, life insurance, family 


income, power tools, outboard motors, power lawn mowers. 


your copy trom one of the newspapers listed above 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


ne 


Advertising Age, May 16, 1955 


|A similar study was made by the New Yorkers. This and other in-|Capper Publications has reported 
company back in 1951, pointing formation on the dinner-and-the-| check lists of its research publica- 
up the size of the home building theater set is included in an illus-/|tions for those who make exten- 


and remodeling market; this la- trated report available from The | 


also are reported. The 21-page re-| and attitudes. With regard to the|test analysis indicates that the, Playbill. 


port is available from Redbook. 


No. 1079. External and Internal 
Personal Deodorants and Anti- 
Perspirants Market Report. 
Pertinent data from _ various 

market studies on deodorant used 

by both men and women have 
been compiled by Redbook for this 
18-page report on deodorants and 
anti-perspirants. Included are 
product definitions (i.e., “internal 
deodorants” are the tablets con- 


latter, the study is broken down| 


into four categories—age as a 
factor in beer usage; family use, 
attitudes, brand preferences and 
purchasing habits; use by men, 
‘and use by women. 

No, 1081. Women in the United 
States. 

| True Story Women’s Group says 


‘this report “puts together in con- 
'genial form” the facts about wom- 


ven. As welcome as such a volume 
taining chlorophyll derivatives de-| 


would be to almost any male, 


signed to neutralize body and/True Story has designed it for 


mouth odors), market develop- 


time, 
penditures and consumer buying 
habits. 
No. 1080. Beer and Other Malt 
Beverages Market Report. 
Another of Redbook’s summar- 
ies of published material, this 
28-page report defines beer va- 
rieties and discusses industry and 
market developments, giving na- 
tional advertising and magazine 
advertising expenditures of brew- 
ers and consumer buying habits 


advertising and marketing men, 
ments and trends to the present giving data on the ladies from U.| 
magazine advertising ex-|S. Census material and similar | 


sources. It was published early 
this month. 

No. 1082. Building and Buying 
Action. 

The home building, improve- 
ment and buying activities of 
readers of Better Homes & Gar- 
dens over the past three years, 
as well as their energetic plans 
for the future are reported in this 
56-page illustrated booklet pub- 


lished by Meredith Publishing Co. 


field is by no means shrinking. 


No. 1083. Home for All America. 
A reprint of Better Homes & 


VERTISING AGE last fall, detailing 
what happened in the building 
business when BH&G presented 


fered by Meredith Publishing Co. 


No. 1084. Shareholder Relations 
Policies, 


Offered by Financial World, 
this report gives the results of a 
poll of 1,000 industrial concerns on 
how stockholder relations are 
handled. Percentages of manage- 
ments producing good annual re- 
ports, newsletters, post-meeting 
reports, statistical yearbooks and 
similar materials are given. 


No. 1085. Is There a Customer in 
the House? 

You bet there is, according to 
Playbill Inc., which found that of 
8,400,000 patrons of the legitimate 
theaters of New York City, 35% 
had incomes over $10,000. It also 
found that 70% of the theater- 


goers were honest-to-goodness 


Gardens’ 23-page insertion in Ap-| 


the plans for a dream house, is of-| 


No. 1087. Bazaarama. 


How the mosaic shoe, the day 
and evening mule, even the one- 
‘shoulder evening dress got their 
fashion starts in Harper’s Bazaar 
is told in this little booklet offered 
by the publisher. Facts on circula- 
tion, influence and characteristics 


of readers are given. 


| 


| 


No. 1088. Bazaar Facts. 

A whopping big collection of 
data on Harper’s Bazaar and who 
reads it is offered by the fashion 
magazine on request for an ap- 
pointment with one of its repre- 
sentatives. Details of Bazaar’s 
trade circulation, beauty shop 
reader survey, circulation devel- 
opment and consumer trading area 
facts supplied by the Hearst sales 
and marketing division are given. 
No. 1089. Household Magazine 
Subscribers’ Report—Gardens, 
Lawns & Equipment. 

Information on gardening activi- 
ties and garden equipment used 
by subscriber families is contained 
in this survey report issued by 
Capper Publications for House- 


hold Magazine. Included are facts 


CERTAIN ADVERTISERS ABOUT OUR 


Our readers are company-paid supervisors of 


Ave., N.Y. 17, Room 700.) 


Certificate Award for Best Single Article 
INDUSTRIAL SPORTS and RECREATION 


..» AND WE'VE AN EVEN BETTER STORY TO TELL 


They consider us “must"’ reading (back copies, too!) . . . They're always 
in the market for sporting, photography and seating equipment, picnic 
supplies, outdoor lighting systems, bowling alleys, excursions and tours 
... Furthermore, they're always being asked for brand-buying advice by 
the men and women they work with ... Which means that OUR READERS | 
NOT ONLY BUY FROM YOU — THEY ALSO SELL FOR YOU! (Jack 
Prendergast at PLaza 5-7711 is the man to call. Or write him at 247 Park 


on lot size, fences, size of gardens, 
nursery stock, gardening supplies 
and equipment and the next major 
yard improvement contemplated. 


No. 1090. Household Magazine 
Subscribers’ Report—Our Home 
and Its Equipment. 

What goes into a _ household 
where Household goes is reported 
‘in this survey summary offered by 
Capper Publications. The fifth in 
a series on Household subscribers, 
it includes information on owner- 
ship, new purchases and planned 
|purchases of more than 100 items. 


MAGAZINE ! 


employee recreation. 


\No. 1091. Household Magazine 
| Subscribers’ Report—Vacations 
| and Travel. 

| Capper Publications has avail- 
| able this report on the vacation 
and travel habits of families living 
in small cities and towns. States 
visited, transportation, miles trav- 
eled, duration of vacation, pack- 
aged tours and areas to be visited 
on future trips are among the 
‘questions answered. 


No. 1092. Consumer and Market 
| Data Check Lists. 
The research department 


of 


ae 
in 


HE/RALD-TRAVELER 


first again in 1954 
for the 28th consecutive year 


with 


26,286,383 


~ Boston. 


lines 


F — = 
ei | 1 | 


in total 


| Case 
trite 


paid 
alvertising 


highest in Boston. 
The John Hancock we 
| 


E The Boston Herald-Traveler 


ee 


ne for many years has always been 
first choice in Boston for local 


and national advertisers. 


Represented Nationally by 
George A. McDevitt Company. 


sive use of such data and offers 
the lists to summarize the data 
it has to offer in the way of mar- 
ket studies, special reports and 
general data on the farm and 
small city and town markets. 


No. 1093. Counties in Which Most 
of the Families Are Without 
Television. 

A color map showing those areas 
where video hasn’t taken over the 
majority of the homes is offered 
by Capper Publications on behalf 
of Household. The map is based 
on CBS-TV’s report on set own- 
ership by counties, published in 
November, 1953. 

No. 1094. Percentage of U. S. 

Households in Places Under 

50,000. 

Based on U. S. Census data, this 
is offered by Capper Publications 
for Household to give numerical 
facts and percentages on charac- 
teristics of the smaller-town mar- 
ket. 
No. 1095. U. S. Dwelling Unit 
Series—Household Magazine. 

The research department of 
Capper Publications prepared this 
series of data sheets for Household 
magazine, reporting on U. S. dwell- 
ing units—when built and in 
places of what size; those reporting 
running water, central heating, 
non-central heating, type of heat- 
ing, and so on, in places under 
50,000 population. 


No. 1096. The Market for Appli- 
ances and Heating Units. 

A series of data sheets prepared 
by the research department of 
Capper Publications for House- 
hold magazine reports on the 
small-city market for electric ap- 
pliances, heating units, carpeting, 
bicycles and other items. 


No. 1097. Characteristics of U. S. 
Households in Places Under 
50,000 Population. 

Based on U. S. Census data, a 
collection of 17 fact sheets on the 
small town market is offered by 
Capper Publications for Household. 
The data sheets cover number, age 
and size of households in relation 
to the country as a whole; plumb- 
ing, heating and refrigeration in- 
stallations; type of cooking and 
heating fuels used, and youth pop- 
ulation in cities and towns of 50,- 
000 or less population. 


No,. 1098. Home and Home Equip- 
ment Purchases by Household 
Magazine Subscribers—1950, 
1952 and 1954. 

Capper Publications’ research 
department has available this 
group of 43 single data sheets 
illustrating the increase in pur- 
chases of and demand for houses 
and home equipment among 
Household subscribers since 1950, 
based on subscriber surveys in 
that year, 1952 and 1954. Included 
are home purchases, home insula- 
tion, furnaces, kitchen equipment, 
carpeting, cooking equipment, 
electric appliances and other home 
necessities and luxuries. 


No. 1099. Appliance Ownership 
Among Household Subscribers. 

Ownership of home food freez- 
ers, electric heating pads, food 
mixers, electric ranges, roasters, 
toasters and vacuum cleaners by 
Household subscribers are covered 
in this group of seven fact sheets 
offered by Capper Publications, 
based on its subscriber surveys. 
These figures are compared with 
national ownership figures for 
these appliances supplied by Elec- 
trical Merchandising. 


No. 1100. A Study in Purchasing 

Power. 

This booklet describes the na- 
ture and extent of the market 
composed of members of Lions In- 
ternational, who subscribe to The 
Lion magazine. Published in Feb- 
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NORTH DAKOTA 
OIL 


MINNESOTA 
sta 


' 124, Met $3 Patt 2 wie 


EXCITING THINGS are happening in the great 314 state 
market area called the Upper Midwest. 

North Dakota’s Williston Oil Basin—discovered only 4 years 
ago—has 14 proven fields, over 400 producing wells. Oil produc- 
tion should exceed 250,000 barrels a day by 1960. 

Minnesota’s iron-bearing rock, taconite, is adding another 
100 years production to the state’s world-famous iron ranges. 
Investments currently being made in taconite processing plants 
in Minnesota may reach $1 billion. 

Over in the Dakotas, the magic brown coal called lignite 
makes possible whole new industries, and adds 300 years to 
America’s solid fuel reserves. 

The mammoth Missouri Basin Project will bring benefits of 
water conservation, flood control, irrigation and power to a 
10-state area. North Dakota’s $300 million Garrison Dam starts 
operations this year. 

Diversification, in industry and agriculture, is the key note 
of the area’s prosperity. Upper Midwest states rank among the 
MISSOURI BASIN top 5 in the production of 17 major farm products . .. in Minne- 

WATER sota alone industrial employment has been increasing at twice 

" dain ae i the national rate. 
_— sean re, Yes, we wish you were here, and the best way to reach this 
- | newest high-potential market is through the Minneapolis Star 
and Tribune. Only 4 cities* in the United States have Sunday 
newspapers with larger circulations than the Minneapolis Sun- 
day Tribune, 620,000 in Minnesota, North and South Dakota 
and western Wisconsin. 


*New York, Chicago, Philadelphia, Los Angeles 
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EVENING MORNING AND SUNDAY 


620,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons | nate F, ae ‘its etait) 


NEW OPPORTUNITIES UNFOLDING 
in TERRE HAUTE 


THE TERRE HAUTE STA 


TODAY'S WEATHER | 


ASSOCIATED PRESS 

ween Weegee. 

Pal tyes Were —__—~ Y, JANUARY 19, 1955. 
UNITED PRESS Teens BATT, KD. VE —— 


American Brass Company, Subsidi- 
ary of Anaconda Copper Mining Company, 
locates large aluminum extrusion and _ processing 


Represented by plant in Terre Haute, adding to more than one hun- 
gh og dred other diversified industries. 


| No. 1101. This Is the U. S. Busi-, 
| war growth of the U. S. business 


TERRE HAUTE TRIBUNE-STAR 


page pamphlet analyzes the post- 


market. 


No. 1102. The Foreign Language 
Press. 

This sheet gives the number of 
foreign language papers published 
in the U. S., their combined cir- 
culation and the per cent of total 
families reached in eight major 
U. S. markets. Issued by Foreign 
Language Press of America, ad- 
vertising representative. 


No. 1103. Beverage and Dessert 

Mix Survey. 

Parents’ Magazine has compiled 
this survey—issued in April—of 
dessert and beverage mix con- 
sumption on the part of its sub- 
scribers. 


No. 1104. 1954 Consumer Markets 
Tabulations—Keystone Broad- 
casting System. 

This Keystone Broadcasting Sys- 
tem pamphlet shows population, 
households, radio homes, income 
and other market data for each 
market covered by its affiliated 
stations. 


Awarded to Department Store Economist... 


FIRST PRIZE FOR EDITORIAL 
ACHIEVEMENT IN A HUGE, 
FAST CHANGING MARKET 


DEPARTMENT STORE ECONOMIST meets it 


where else. 


achievement in INDUSTRIAL MARKETING’s 


ning in DSE. 


Helping the Department Store Market to move merchan- 
dise in bigger and bigger volume is a tough responsibility. 


with facts—and 


figures—and new thinking that the stores can’t find any- 


The series of articles on The Consumer Revolution and 
the Department Store, which won top honors for editorial 


annual contest, 


is one of many penetrating studies by experts, now run- 


In a time of vigorous competition and vast change, DSE 
is doing an outstanding leadership job in the Department 


Store Market. It is helping the whole field of mass retailing 


First award for editorial excel- 
lence to DEPARTMENT STORE 
ECONOMIST, for a series of arti- 
cles analyzing changing consumer 
trends and pointing up new sales 
and profit potentials hidden in 
basic store statistics. 


and new merchandising methods. 
The entire Department Store Market 


to dig for the roots of its problems in new consumer habits 


counts on DSE 


for constructive answers to a whale of a lot of basic 
problems of merchandising and marketing vital to every- 
one in the store—from buyer to president. 


DEPARTMENT STORE ECONOMIST 


WA DOO om 


... sells the whole store...the whole market 
A Chilton () Publication, 100 East 42nd Street, New York 17, N. Y. 


Advertising Age, May 16, 1955 


No. 1105. Supermarketing. 

CBS-Radio Spot Sales has issued 
this brochure selling services of 
its member stations. Included is 
capsule market data on each sta- 
tion’s market. 


No. 1106. How to Localize Your 
Sales Appeal. 

Primarily an argument for spot 
radio, this folder goes into detail 
on 13 markets served by stations 
represented by CBS-Radio Spot 
Sales. 


No. 1107. CBS-Radio Spot Sales 

Market Book. 

Issued in October, 1954, this 
tab-indexed manual compiles de- 
tailed market data on each of the 
14 CBS-Radio Spot Sales stations 
and the markets they serve. An 
over-all U. S. market summary 
is also included. 


No. 1108. Radio’s Ladies-in-Wait- 
ing. 

The listening habits, size and 
influence of the female radio au- 
dience available in 13 CBS-Radio 
Spot Sales markets are the subject 
of this pamphlet. 


No. 1109. Listen. 

Gives the number of radio homes 
and station coverage in each of 
seven major markets covered by 
CBS-Radio Spot Sales. The mar- 
kets are New York, Chicago, Los 
Angeles, St. Louis, Boston, Wash- 
ington and San Francisco. Pub- 
lished by CBS-Radio Spot Sales. 


No. 1110. Keeping Tabs on 14 Ma- 
jor Markets. 

This booklet gives comparative 
figures showing growth in radio 
families, home and auto radio sets, 
set ownership and coverage data 
for CBS-Radio Spot Sales. The 14 
markets range in size from New 
York to Birmingham, Ala. Pub- 
lished by CBS-Radio Spot Sales. 


No. 1111. Hear Ye! Hear Ye! 

Gives statistics on national 
growth of radio set ownership, lo- 
cation by rooms of home radios, 
radio listenership, out-of-home 
listening in 11 markets and media 
comparisons. Published by CBS- 
Radio Spot Sales. 


No. 1112. Radio vs. Net»spapers in 
14 Major Markets. 

This publication gives audience 
comparisons between newspapers 
and radio stations, with illustra- 
tive graphs, for 14 major markets, 
with figures on growth of popula- 
tions and media. Published by 
CBS-Radio Spot Sales. 


No. 1113. Families With Children. 


Parents’ Magazine has compiled 
this report on population, families 
and children, Child population is 
listed by age group, state and per- 
centage change since 1940. Ex- 
penditures for major products are 
included. 


No. 1114. Birth Chart. 

This Parents’ Magazine report 
records the rise in births in the U. 
S. for the last eight years and 
presents a comparison of births 
from 1934 through 1954. 


No. 1115. Home Sewing and Nee- 
dlework Survey. 

Data on sewing habits of sub- 
scribers, type and number of gar- 
ments sewn, type of fasteners pre- 
ferred and sewing machine owner- 
ship was obtained in this Parents’ 
Magazine survey. 


No. 1116. Toy Buying Habits. 

Aspects of toy buying—who, 
when and what—are covered in 
this Parents’ Magazine subscriber 
study. Factors influencing choice 
and prices paid for toys are listed 
by age groups. 


No. 1118. Gift Survey. 

Types of gifts given on various 
occasions is the subject of this 
Parents’ Magazine subscriber sur- 
vey. Family data also are included. 


No. 1154. Ownership Figures. 
The research department of 
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the best 
salesmen 


ae 


... especially people 


like Miss Sydney Smith 


Pretty as Springtime is WRCA’s Miss 
Sydney Smith. And she’s that rarest of 
women—the kind other women believe. 
That’s why she keeps getting fan letters 
like this one from Leslie Dunier of the 
Emil Mogul advertising agency, for 


Ronzoni Macaroni Products: 


“It takes a minor miracle to get women 

to switch from one spaghetti to another. 
But I think that’s what we’ve got in your 
commercials for Ronzoni. Y our ‘woman- 
to-woman’ talk has the kind of 
believability that accomplishes selling 
miracles. We plan to be on BY-LINE 


for along time.” 


New York women listen regularly 

to BY-LINE WITH SYDNEY SMITH, 

9:35 to 10:00 a.m. weekdays. And just 

as regularly they buy the varied products 
—food, drugs, appliances, even “the 
movie for tonight”—which Sydney 


describes so warmly and persuasively. 


To sell BIG in the nation’s biggest 
market, it takes “counter intelligence” 
—a specialty of WRCA radio 
personalities, like Tex & Jinx, Al Collins, 
Jim Coy, and Jimmy Powers. And 

like Miss Sydney Smith. 


WACR-660 


Radio in New York 


Represented by NBC SPOT SALES 
NEW YORK © CHICAGO ®& DETROIT © CLEVELAND 
WASHINGTON ¢ SAN FRANCISCO «© LOS ANGELES 
CHARLOTTE* © ATLANTA* © DALLAS* 

*Bomar Lowrance Associates 


PHOTO BY BERT STERN 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


Capper Publications has prepared 
this series of data sheets for 
Household Magazine covering 
ownership of many electric ap- 
pliances—ranges, roasters, toast- 
ers, heating pads, vaccum clean- 
ers, etc. 


No. 1161. The Preferred Reading of 
the People Who Spark Ameri- 
ca. 

Here is a 40-page bound volume 
reporting on the first two years 
of a continuing research project 
by U. S. News & World Report. 
It is comprised of 10 studies show- 
ing how the key leaders in busi- 
ness, industry, government and the 
professions read and rate six mag- 


azines—Business Week, Fortune,|} 


Nation’s Business, Newsweek, 
Time and U. S. News. 


No. 1162, Executives of Automobile 
Manufacturing Companies 
Magazine Readership Survey. 

The reading habits and prefer- 


Kelly-Smith Co. 


Detroit 


Chicago 


San Francisco 


KELLY-SMITH CO. 


NATIONAL NEWSPAPER 
REPRESENTATIVES 


All Offices Co Owned & Operated 


ences of the top executives of 
automobile manufacturing compa- 
nies were the target of the survey 
reported in this booklet offered by 
U. S. News & World Report. 


No. 1163. Executives of Scheduled 
Airlines Magazine Readership 
Survey. 

The major executives of all U. S. 


scheduled airlines set forth their 
reading habits and preferences 
among six news and management 
magazines for the contents of this 
booklet available from U. S. News 
& World Report. 


No. 1164. Executives of Truck Man- 
ufacturing Companies Maga- 
zine Readership Survey. 

How truck manufacturing mo- 
guls feel about the news and man- 
agement magazines they read is 
reported in this booklet published 


by U. S. News & World Report. 


1165. Government—Biggest 
Customer of Them All. 

This 16-page illustrated booklet 
examines the inventory of the fed- 
eral government and describes 
how the biggest customer of busi- 
ness goes about making its major 
purchasing decisions. The reading 
habits and preferences of the key 
men on the government’s “deci- 
sion teams” is a part of it. Avail- 


No. 


ow Lob Bly « _ ~ — * RRL HS 


‘os ; ees tA 


Advertising Age, May 16, 1955 


able from U. S. News & World Re- 
port. 


No. 1169. Occupational Survey of 
U. S. News & World Report 
Family Heads. 

This report covers a survey con- 
ducted among a cross-section of 
U. S. News & World Report sub- 
scribers and readers who are fam- 
ily heads and classifies the maga- 
zine’s circulation by types of busi- 
ness and by the titles they repre- 
sent. 


Traffic World 


SD LO LOD TS 
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Railway 


Freight Traffic 


Business Week 


U.S. News & 
World Report 


Time 
Newsweek 
Nation’s 
- 27 
Business 
Fortune 4 
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No. 1168. Penetration, Penetration, News & World Report Fam-|No. 1171. 48% of All New Brides | 


Penetration. ilies—A Study of Their In- Are Young Women Under 20. Available Market BData—National aie 


U. S. News & World Report here comes and Assets The title of this offerin 

: . g from 

offers some suggestions on what| pyblished just this month, this| Seventeen is a highlight of the | 2? secure copies of data listed, use the handy coupons 

fOr nae eg ne. “decision teams” |is a detailed study of the economic| facts included—it’s a compilation | going to college for a girl is an. | No. 1173. TV Guide—An Ideal Ad- 

and/or ee rf ‘ lggest companies | status of U. S. News & World Re-| of marriage statistics from govern-| swered in this report on a survey | vertising Medium for Food. 
constitute their buying | port subscriber families. Complete |™ment agencies, pointing up the| by seventeen. The college fresh-| Pointing out that a lot of today’s 


agents. The report emphasizes the |; ati significance of the under-20 mar-_ Seagate 
extent to which business growth ‘information on the income levels| @& /men questioned reported on what grocery shopping isn't done by the 


estan. | Cree resent ll as their | Ket- they buy in th f wearing lady of the house alone, this bro- 
has y represent, as we ey buy in the way of wearing + ee 
Setiteeiene seal thin chante | holdings of corporate stocks and apparel, room furnishings and Chure published by ay Poh Tr 
purchasing positions. bonds and liquid assets (checking| No. 1172. College Freshmen Sur- | “things for fun and work,” as well | Some statistics on the f reson 
‘accounts, savings bank deposits, vey. as the magazines they read and_/| habits of its readers with the em- 
No. 1170. Buying Power of U. S. | etc.), is given. What goes into the business of | buy from. \Phasis on the male audience. In- 


formation on the size and finances 
of TV Guide households is includ- 
ed. 


No. 1174. TV Guide—An Ideal Ad- 
vertising Medium for Beer. 
Another offering from TV Guide 
‘gives household and readership 
characteristics of its audience in 
relation to the results of a survey 
" conducted by the U. S. Beer Foun- 
dation. The booklet shows how 
TV Guide households compare 
with the beer-drinking households 
analyzed by the Beer Foundation 
report. 


carried more pages of 
freight advertising than 
any other magazine 


...more than 4 times as many! 


is f irst in TRAFFIC WorLD as the Number Gus pencann for 
messages to traffic and transportation executives who 


frel ght adverti sin g are responsible for the purchase of 15 billion dollars 


worth of freight transportation each year. 


. ; i 
Her es why Traf f Ic World Nor is it at all surprising that advertisers choose 


That Trarric Wor xp leads all magazines in number 
of pages of freight advertising in 1954 is the most 
natural thing in the world. After all, TRAFFIC WorLD 
is the only publication that provides traffic execu- 
tives in shipper organizations with weekly informa- 
tion on rates, rulings and regulations affecting all 
types of freight transportation. 


FAIRBANKS 
free An unusual and concise H iTS 48% 
ae aie en aed or Paibeer SHARE-OF- 


Presentation Outline. It analyzes and defines the traffic-transporta- 


In this semi-technical weekly magazine, any single tion market; contains heretofore unpublished figures on the 
. y ga edits industry's transportation expenditures and a comprehensive de- AU D I E NCE 
one of hundreds of specific news items can mean scription of the function of the industrial traffic manager in 
thousands of dollars to be saved in freight costs. modern traffic control. A copy is yours for the asking. IN NEW 


Other items may flag the threat of increased ship- 
ping costs, unless quick steps are taken. 

A typical issue of TrRAFFic WorLD carries hun- 
dreds of reports on Interstate Commerce Commission 
cases. Any one of these may mean to a shipper that 


YORK 


Throughout last year, ‘‘Douglas Fair- 
_ banks Jr. Presents"’ topped all syndi- 

cated shows in the nation’s top mar- 
_ ket: New York. Its average rating was 
| 18.5, share-of-audience over 40%. 
| This year, it’s doing even better. In 
_ January, almost every other viewing 


| home in New York was watching this 


hitherto “non-competitive” manufacturers have ob- 
tained or are in the process of obtaining rate adjust- 


| ments that would enable them to compete in prized Be; 
markets. % New York 22 (at) show! (ARB) 
Any one of dozens of carrier applications may - ee “DOUGLAS 
mean the opening of new avenues to new markets * Chicago 2 © 
for a manufacturer—or for one of his competitors. 5 =: 22 West Madison Street Np P| 
| When a publication serves the shippers of America “ vnentlOOW2 
with vital information like this, it’s only natural that ms pret rc a 
| subscribers pay $24 a year for the service and H =: YUkon 2-2338 | 
i 


renew at the rate of 90.23% (five year average). 


ABC FILM 
SYNDICATION, INC. 
7 West 66th St., N. Y. 
CHICAGO + ATLANTA + HOLLYWOOD + DALLAS 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1175. Study of Magazine Read- 
ing Habits of Sporting Goods 
Dealers. 

Published this month, a study 
by Field & Stream analyzes read- 
ership and magazine preferences 
of sporting goods dealers all over 
the country. 


No. 1182. Super Markets, an Eco- 
nomic Geiger Counter. 

The ring of the supermarket 
cash register can sound a lot like 
the click of a Geiger counter, 
measuring prosperity instead of 
radiation, according to this book- 
let offered by The American Week- 
ly. U. S. supermarkets are located 
with sales and sales potential on 
a county-by-county basis in the 
report, which includes’ charts 
showing changes in the retail gro- 
cery field since 1948. It is offered 
only through a personal presenta- 


tion by a representative of the 


like a 
Gibraltar 


AWARD WINNER 


Jell-O* Sleigh Floor 
Stand Point-of-Pur- 
chase Printing class 
N.Y. Employing Print- 
ers Exhibition. Litho 
Super Structure by 
Einson-Freeman. 


AWARD WINNER 


Colgate-Palmolive 
Floor Stand Fibre Box 
Association. Litho 
copy panel by Kindred 


MacLean. AWARD WINNER 


Colgate Howdy Doody & 
Santa Claus Floor Stand 
Point-of-Purchase Print- 
ing class N. Y. Employing 
Printers Exhibition. The 
rotating litho copy panel 
by Kindred MacLean. 


é 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


NEW YORK: LACKAWANNA 4-9684 
NEW JERSEY: GREGORY 1-1450 


3 Entin Road, Clifton, New Jersey 


* Jell-O is a registered trade-mark of General Foods Corporation. 


Nothing ... 
but nothing... 


| succeeds at the 
Point of Sale 


floor stand! 


AWARD WINNER 


Jell-O* Salad 4- 
uarters Floor Stand 
ibre Box Association. 

Litho copy panel by 

Snyder and Black. 


¢ 


publication, 


No. 1183. Super Market County 
Map of U. S. 


A big color map offered by The 
American Weekly, through a pres- 
entation by one of its representa- 
tives, evaluates each U. S. county 
as a source of supermarket sales. 
The map shows where the heaviest 
concentrations of supermarkets are 
and the proportion of supermarket 
sales to those of other grocery out- 
lets. 


No. 1185. How Business Forms Are 
Bought and Used. 


A series of eight loose-leaf pages 
prepared by U. S. News & World 
Report summarizes the results of 
a study of the kind of business 
forms specific businesses and in- 
dustries use most frequently, the 
people most responsible for their 
purchase and the extent to which 
new business forms are created 
and adopted to meet special needs. 


No. 1186. Transatlantic Travel. 


This study conducted among 
eastbound passengers of American 
Export Lines’ ships describes to- 
day’s transatlantic passengers— 
who they are, the jobs they hold, 
what they earn and what they 
spend on their European trips. Also 
covered are the magazines they 
read and prefer. The brochure is 
available from U. S. News & World 
Report. 


SOON TO BE PUBLISHED 


No. 1056. The Modernizing Market. 


Small Homes Guide Inc. will is- 
sue this report next July on plans 
of Home Modernizing readers for 
modernizing projects and those 
they have started or completed 
during a 12-month period. In the 
latter category, the report will give 
costs of labor and materials used, 
the extent of owner-labor con- 
tributed and savings therefrom, 
plus purchases of home furnish- 
ings and appliances during the 
same pericd. 


No. 1057. The Negro Market. 


To be published next July, this 
study covers the Negro transpor- 
tation market and will be offered 
by Traveler Research Publishing 
Co. on behalf of The Negro Trav- 
eler. U. S. Census figures for 1950 
found more than half of those Ne- 
groes with incomes over $3,000 
were employed in the railroad in- 
dustry; their incomes, education 
and other characteristics will be 
reported in the study as well as 
general data on the Negro market 
as a whole. 


No. 1058. Fortune Car Survey. 


Fortune’s 8th annual survey of 
its readers’ automobile ownership 
will be ready for distribution in 
July. It will include an analysis of 
the multiple-car market, new car 
buyers, ownership of special body 
types, makes preferred in high- 
price, medium-price and low-price 
cars, extra equipment used, com- 
pany-owned cars and sports car 
preferences. 


No. 1119. 19th Survey of Beauty. 


Measurements aren’t going to be 
included in this annual report 
from the Dell Modern Group, but 
it will give a lot about the cos- 
metics and toiletries buying habits 
of women. Trends over an 18-year 
period on more than 60 types of 
cosmetics products—where bought, 
price paid, purchase figures by 
age, city size, income group, etc.— 
will be reported in the booklet 
scheduled for distribution Aug. 1. 


No. 1120. Dell Men’s Group Brand 
Preferences Market Survey. 

Also slated for publication Aug. 

1, this report from the Dell Men’s 
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Group will cover purchasing of 
brand name products by men 
grouped according to income, age 
and city size. Percentage use of 
various products and brand pref- 
erences will be included. 


No. 1121. Dell Comics Classroom 
Studies. 

Conducted in public school sys- 
tems in several cities with the co- 
operation of local boards of edu- 
cation, this study by the Dell Com- 
ics Group covered comics reader- 


ship and TV viewing habits of 
kids from seven to seventeen years 
of age. Results of the study will 
be published by Dell next August. 


No. 1122. Baking Mixes Market 

Report. 

Redbook Magazine will shortly 
offer this report on baking mixes, 
giving a digest of published ma- 
terial from a variety of sources 
and covering background informa- 
tion on the development and 
marketing of mixes, magazine ad- 


vertising expenditures, consumer | 
usage and brand preferences. 


No. 1123. Fawcett Women’s Group 
Beauty Reader Forum Hair 
Preparations Survey. 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


nents than previously and will be 
available from Fawcett Publica- 


Scheduled for publication next 
month, this study will show brand 
preferences, usage and place of 
purchase for hair care products 
among readers of True Confessions 


extensive data on home perma- 


| tions. 


No. 1124. True Sports and Leisure 
| Time Survey. 


| Readers of “the man’s magazine” 
and Motion Picture. The study have reported to True the truth 
has been enlarged to include more about the ways they spend their 
leisure hours, and a report on their 


answers will be ready within the 
next few weeks. It will cover par- 
ticipation and spectator sports, 
hunting and fishing and types of 
equipment used; workshop activi- 
ties and ownership, make, type 
and preferences for tools; boat 
and outboard motor ownership 
and make preferences, and the ex- 


For further information 


write or call 
Reader's Digest, 


international Editions, Inc. 


230 Park Avenue, 
New York 17, N.Y. 
Murray Hill 4-7000 
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Why Leading 
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@ Because DAS BESTE readers belong to the top socio-economic groups 
Socio-economic Breakdown of Regular Readers * 
DAS BESTE Average for 14 Average amon ; 
readers other leading West Germany's 
magazines population 
Group A and B 45 % 26 % 16.7 % 
Group C 44% 52% 51.4% | 
Group D 11% 22 % 31.9% 
100 % 100 % 100.0 % 
@ Because DAS BESTE readers have top buying power 
Monthly Net Income after Taxes, Social Security etc. of Regular Readers * 
DAS BESTE Average for 14 Average amon 
readers other leading West Germany’s 
magazines population 
600 Deutschemarks 
and more 23 % 11% 6.0 % 
400—599 DM 19% 17% 12.4% 
a 250—399 DM 31 % 34% 30.8 % 
i under 250 DM 23 % 35 % 47.3 % 
Ph, i 
” No response 4 % 3 % 3.5 % . 
100 % 100 % 100.0 % 
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* People who generally read every issue 


for Demoscopy and DIVO Market Research Institute. 


Above data taken from national joint magazine readership survey of 49 
magazines, conducted in the summer of 1954 for a German Committee 


of leading magazine publishers and advertising agencies by the Institute 
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eR : q 
2 rs No. 1177. Fi Stream Reader |vision Magazine and will go free| in detail, the personal characteris- 
gn ey Available Market Data—National rigs varha _to subscribers or at $2.50 per copy tics and household possessions and 

ee To secure copies of data listed, use the handy coupons i To be published in June, this | to non-subscribers. Data will in-| future purchasing intentions of 


report covers a survey of Field & clude the coverage area of each| The American Weekly’s 9,800,000 
| Stream readers and their drinking television market and county by/ reader families. Data is based on 
tent of interest in cameras and will be available next September. | habits, home ownership, insur- ‘county figures on tv set circula-|the Starch continuing study of 
photographic accessories. ‘Details of states and countries| ance, boat ownership, cameras, |tion, population, retail sales and/ magazine audiences. 


1-Colli t _ | visited, size of vacation party, | home workshops and power tools, | income. . 
" PF ee erent Yoon lier Auto- | 1ength and duration of trip, trans-| among other > Ran ' No. 1179. What's the Score? 
‘ , portation and accommodations| No. 1178. Let’s Get Acquainted. To be available by mid-August, 
‘used will be given, in addition to No. 1127. Television Magazine’s| You'll meet the audience of The this booklet in the works at The 


Crowell-Collier Publishing Co.’s 


19th annual report on the passen- | : , : 
ger car, irvine and tire market | 2@t@ on foreign travel and the ex- | Market Book. American Weekly next September | American Weekly analyzes editori- 


will be published Oct. 1 of this| tet to which travel advertising at-| Slated for distribution in August, | via this report which is expected to| al and advertising readership. 
year. It will cover car ownership, tracted the reader’s attention. ‘this book will be offered by Tele-| be ready by that time. It will give,| Comparative readership data for 


mileage, year model, makes owned, 
new car prospects, body types and 
special features owned and de- 
sired, trade-ins, where cars are 
serviced and repaired, replacement 
tires, recapping, snow tires, etc. 


Single copies of the 60-page report * 

will be offered free, but larger Ou Se ce Uu In eal } 3 

quantities will be distributed at eee 
cost. 


No. 1126. The American Magazine 
1955 Travelog. 


A study of vacation travel by 
American Magazine readers in the . 
12 months prior to April, 1955, 
is in the works and a report on it. 


m headers 
1 
, ‘ Dominant and almost 
- complete one-paper cover- 
ae age of this great market 
| on every Buying day. 


Results 


Positive sales results as- 
sured by 92% circulation 
concentration in all-im- 


portant Cuyahoga County. 


Research 


Continuing Cleveland 


2K ADMINISTRATION 


THE PRESIDENT OF AN AUTO.- 
MATIC EQUIPMENT BUILDER: “I am 
primarily interested in tooling 
and research work in new methods, 
so anything in The Iron Age along 
these lines I read with interest. I like 
the rather complete Table of Contents, 
divided into topics; the Digest of the Week 
in Metalworking. I always read Newsfront.” 


Press market research 


*K ENGINEERING 


A PROCESS ENGINEER WITH A 
HOUSEHOLD APPLIANCE MANU- 
Facturer: “I think The Iron Age 
is very good in its field. I like the 
departmentalization. I read over the 
ads pretty thoroughly. Newsfront is 
good because of its capsule form. Iron Age 
Interviews is interesting and well-handled. 
I read all the New Equipment material.” 


gives a quick and sure 


measurement of those ad- 


vertising results 
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identical advertisements and cam-| ship, additions to the home and No. 1180. The People Buying the | FARM 
2aigns published in The American | other home improvements will be | New Cars Today. 
Weekly and other leading maga-| given. Almost ready for distribution, | MARKETS 
zines will be included. | this study by U. S. News & World 

: , | 

No. 1181. Household Megesiae| | Report gives the results of a study | NOTE: Most items listed here 


Subsoribers’ Report—Whats | of 18,000 known buyers of new are available without charge, but 


; in 1954—1,000 buyers of each | u. Th sti terial 
New in 1954 | ae i i9vs— ‘not all. Those requesting ma 
: U e h ‘he of the principal makes. In addi-|,,,,; : 
The research department of se the oupons which bears a price will be billed 


tion, it examines their market) at the stated pric t blish- 
Capper Publications will issue this | characteristics as to income, occu- | ers. : ot os ho 


report in July showing 1954 pur- || 7 ; pation, family makeup and read- 
chases of household appliances | sn Requesting Data ‘ing preferences on 33 magazines. No. 2000. 1955 Buying Intentions 


and equipment by Household Mag-— Two-car ownership, trade-ins and Survey of Colorado Ranch and 
azine subscribers. Home owner- _dealer relationship are covered. Farm Families. 
. 4 


PUBLICATION 


when you buy ronAge 


...-across all metalworking...48% of all industry 


*K PRODUCTION 


THE PLANT MANAGER OF A COL- 
LAPSIBLE TUBE MAKER: “I find 
something useful in every issue 
of Iron Age. The Digest of the Week 
in Metalworking helps me choose ex- 
actly what to read.... Newsfront is 
simple to locate.... Report to Manage- 
ment is interesting .... ideas in many of 
the articles are often applicable to us.” 


K PURCHASING 


THE PURCHASING AGENT OF A 
MANUFACTURER OF RAILROAD 
cars: ‘I have found your Market 
& Prices section to be the part of 
the magazine I turn to most often. I 
think that the information you present 
in these pages is dependable, reasonably 
current and extremely valuable. Jron Age is 
my main source of information of this kind,” 


This folder, issued by Colorada 
Rancher & Farmer, lists the buy- 
ing intentions of subscribers of 
the magazine with reference to ap- 
proximately 350 items, by percent- 
age and number. Some items cov- 
ered are autos, trucks, tractors, 
buildings, chemicals, farm machin- 
ery, food products, appliances, in- 
surance, irrigation equipment, pe- 
troleum products and travel plans. 


No. 2001. Colorado Is a Leading 
Livestock Feeding State. 

A comparison of the number of 
sheep on feed in four states show- 
ing Colorado’s lead is offered in 
this folder by Colorado Rancher & 
Farmer. Also shown is a compari- 
son of the number of cattle on feed 
in six states. 


No. 2002. Rural Electric Develop- 
ment Plans in Colorado. 

A list of companies (1) engaged 
in electric development started 
since July 1, 1954; (2) which 
sought loans for 1955 develop- 
ment; and (3) have generation- 
transmission lines pending. Mime- 


RHEINGOLD 
SPONSORS 


“FAIRBANKS” 


AGAIN... 
3rd YEAR 
IN A ROW! 


In January, almost every other view- 
ing home in New York was watching 
“Douglas Fairbanks Jr. Presents’, 
(ARB, January '55)! Rheingold Beer 
is so impressed, they’re sponsoring 
Fairbanks regionally for the 3rd 
consecutive year. Many markets 
available for first run. ‘Nuff said! 


“DOUGLAS 


ABC FILM 
SYNDICATION, INC. 
7 West 66tm St., N. Y. 


CHICAGO « ATLANTA « HOLLYWOOD + DALLAS 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


“HEAP BIG 
MARKET POTENTIAL 
SIOUX CITY ABC CITY 
ZONE POP. NOW 


\ 100,121 


A SIOUX CITY NEWSPAPERS offer 100% city zone coverage 
PLUS 63% daily, 48% Sunday in 12 neighboring counties. 


CONTACT OUR NATIONAL REPRESENTATIVES NOW! 


ographed two-page sheet is of- 
fered by Colorado Rancher & 
Farmer. 


No. 2003. Colorado Rancher & 
Farmer—1954 Editorial Analy- 
sis—24 Issues. 

Colorado Rancher & Farmer pro- 
vides, in this folder, an analysis 
of the amount of space in the pub- 
lication devoted to a number of 
subjects under such general head- 
ings as production, business, home 
and community and news. 


No. 2004. Colorado Cash Farm In- 

come—10-year Record. 

Annual cash incomes for farm- 
ers in Colorado over a 10-year 
period, 1944-1953, are made avail- 
able by Colorado Rancher & 
Farmer. Cash receipts from crops, 
livestock and government pay- 
ments are listed. 


No. 2005. Colorado Cattle on Farms 
Jan. 1, 1953. 
This Colorado Rancher & Farm- 
er study is a tabulation, by coun- 
ties, of the total cattle and calves, 


... YOU say 


WELL, NOT EXACTLY .. . but suppose you 
take all the people of Boston and Newark 
and place them within a circle with a 45 mile 
radius. That circle is the size of the KTNT- 
TV “A” contour, and the combined popu- 
lations of Boston and Newark equal 
the number of people living within 
that contour. 
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LATION: 


? BOSTON and NEWARK 
are in WASHINGTON STATE? 


Of all TV stations 
in the fabulous 
Puget Sound area, 
only KTNT-TV 
covers all 5* cities 
in its “A’’ contour. 
*Seattle, Tacoma, 
Everett, Bremer- 
ton, Olympia 


Due to terrain, climate and geographic peculiarities, the 
population distribution of Washington State is very 
spotty. And the biggest “spot” ... the greatest concen- 
tration of population . . . is located in the Puget Sound 
Area. The transmitting tower of KTNT-TV is right in 
the center of this population concentration. Within the 
boundaries of KTNT-TV’s “A” contour are over 1,200,000 
progressive people ... having average incomes above the 
national average. And that’s not all. Another 800,000 
people, just as prosperous, live within good-signal dis- 
tance outside the “A” contour. 


Buy television where the people are . . . Buy KTNT-TV. 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


Represented Nationally by Weed Television 
KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 


CHANNEL ELEVEN CBS Television for Puget Sound 


and cows and heifers on Colorado 
farms in 1952 and 1953. 


No. 2006. Total Cash Farm Income 
in Colorado Counties—1952. 
Total cash farm income in Colo- 
rado counties for 1952 is avail- 
able in this mimeographed sheet 
by Colorado Rancher & Farmer. 


No. 2007. Land Ownership and Use 

Survey... 

This study, by Colorado Rancher 
& Farmer, provides an analysis of 
the number of acres owned or 
leased by subscribers of the pub- 
lication. Information is given about 
how the land is used, how many 
cattle and sheep are owned and 
how many people are employed. 


No. 2008. Grocery Brand Prefer- 
ence Survey. 

One thousand rural subscribers 
of Colorado Rancher & Farmer 
were polled for this survey of 
brand preferences for coffee, flour, 
breakfast food, yeast, baking pow- 
der, pancake-waffle and cake mix- 
es. 


No. 2009. Colorado Farms Are 
Highly Mechanized. 

According to this study by Colo- 
rado Rancher & Farmer, Colorado 
farmers and ranchers own 67% 
more autos, trucks and tractors 
than the average American farmer. 
Comparisons, by percentages, are 
made between the average num- 
ber of vehicles owned in Colorado 
and the U . S. and in Colorado and 
six other states. 


No. 2010. Facts & Figures Issue of 
Farm Implement News—Sept. 
1954. 

This issue of Farm Implement 
News is available only to prospec- 
tive advertisers and agencies. It 
gives production and sales figures 
on tractors and farm machinery 
for 1953 and ten preceding years. 


No. 2011. A List of Farm Equip- 
ment Jobbers and Manufac- 
turer’s Agents. 

This list, prepared by Farm Im- 
plement News, gives the facilities 
offered, territory covered, number 
of salesmen and warehouse facili- 
ties of a group of farm equipment 
jobbers and manufacturer’s agents. 
Available only to prospective ad- 
vertisers and agencies. 


No. 2012. Record of Farm Equip- 
ment Manufacturers. 

Farm Implement News, which 
makes this record available to 
prospective advertisers and agen- 
cies, states that it is the only re- 


cord of farm equipment manufac-, 


turers giving lines currently in 
production. This record was in- 
cluded in the Buyer’s Guide sec- 
tion of the April 25 issue of the 
News. 


No. 2013. 1st in Reader Response. 
This folder by Texas Ranch & 
Farm provides a summary of live- 
stock and agricultural production 
in 138 counties in northwest Texas. 
Average income per farm plus 
production by crop is given. 


No. 2014. Remember When? 

Full particulars of the annual 
Texas Ranch and Farm show are 
given in this folder by Texas Ranch 
& Farm. 


No. 2015. 1954 New York State 
Farm Women’s Brand Prefer- 
ence Studies. 

This is an annual study Amer- 
ican Agriculturist conducts among 
its rural subscribers for brand pref- 
erences. Trends by percentages 
are given for most major grocery 
store items and a limited number 
of household appliances in all of 
the major brands. 


No. 2016. Tomorrow’s Farm Ma- 
chinery Market in the West. 
Western Farm Equipment is 
making available a reprint from 
its 50th anniversary issue which 
includes an analysis of current and 


Advertising Age, May 16, 1955 


potential farm machinery markets 
in the West. Also in this reprint 
is the story of the development of 
new farmland, new irrigation 
acreages and the effect of mount- 
ing population on western agricul- 
ture. 


No. 2017. For More Effective 
Coverage of the Irrigation 
Equipment Trade. 

This booklet offers information 
about the western irrigation mar- 
ket plus a description of the gen- 
eral content of Western Farm 
Equipment’s special editorial sec- 
tion, “Water in the West.” Facts 
given include the number and kind 
of implements in use and number 
of irrigated farms. 


No. 2018. Western Farm Equip- 
ment 1955 Directory. 

This directory, compiled by 
Western Farm Equipment, pro- 
vides a national list of manufac- 
turers of farm and irrigation 
equipment, their products and 
western distribution; western 
wholesalers, representatives and 
sales agents and the lines they 
handle and a product-by-product 
listing of western manufacturers of 
farm and irrigation equipment. 
The directory costs $2 a copy. 


No. 2019. Running Hot Water in 
Farm. Homes. 

This single-page data sheet, by 
Electricity on the Farm, reports 
the results of a survey by the pub- 
lication of 2,090 readers on the 
percentage of farms with running 
hot water. The report also includes 
data on how water is heated. The 
survey covers 46 states. 


No. 2020. The 4-W’s (What, Where, 
Why and Who) of 4-H. 

A 24-page loose-leaf presenta- 
tion by 4-H News gives detailed 
information on 4-H members and 
work projects. Descriptions of the 
farm and home electric program, 
tractor and machinery care pro- 
gram, food preparation and pres- 
ervation programs are combined 
with a list of advertisers and fi- 
nancial] statement. 


No. 2022. Petrolewm Survey Sum- 
mary. 

A special summary of a survey 
made by Montana Farmer-Stock- 
man in conjunction with American 
Petroleum Institute includes data 
on brand preference of automo- 
biles, tractors and trucks plus uses 
made of petroleum products. Also 
included is information on farm 
tenure and ownership by survey 
participants. 


No. 2023. What Montana Farm 
Families Plan to Buy in 1955. 
Twelve categories of consumer 
goods are covered in this product- 
by-product survey by Montana 
Farmer-Stockman. Over 1,000 sub- 
scribers were polled for their buy- 
ing intentions in 1955 in such cat- 
egories as appliances, plumbing, 
heating, farm machinery, food 
products and building materials. 


No. 2024. Here’s a Yardstick for 
Measuring Advertising Effect- 
iveness to Feed Manufacturers. 
This folder answers ten impor- 
tant questions on the market, edi- 
torial goals and industry accept- 
ance of Feed Age. Some of the 
questions posed and answered by 
the publication are “How many 
companies and size of industry 
volume?”—*“Where is the purchas- 
ing power?” and “What qualifica- 
tions have staff and authors?” 


No. 2025. Feed Manufacturing—A 
Big Market That’s Growing 
Bigger. 

Feed Age’s folder on feed man- 
ufacturing gives the size of the 
market, number of manufacturers 
serving the market, what they buy 
and how the publication can help 
sell them. 


No. 2026. The Livestock Farmer. 
This booklet, by Corn Belt Farm 
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Advertising Age, May 16, 1955 


Dailies, gives the 1954 dollar in-  pliance-buying intentions of more | No. 2036. Chain Saw Survey. 


come from meat animal production | 


than 1,000 farm residents in| 


| 


Brand preferences for chain) 


67 


Available Market Data—Farm 


compared with all other branches Illinois and Indiana. Published by |saws are given in this booklet by | To secure copies of data listed, use the handy coupons 


of farming. It also presents data | 
on the size of subscribers’ farms, 
per cent of ownership, corn 
acreage, number of meat animals. 
marketed annually, number of. 
autos, tractors, trucks in use and | 


gasoline and fertilizer purchases. | 


No. 2027. The Agricultural Situa- 
tion. 

Corn Belt Farm Dailies publishes 
this newsletter on a bi-monthly 
basis providing information on 
livestock and crop conditions and 
trends. It contains statistics and 
analyses prepared for advertisers 
and agencies interested in sales to 
the farm market. 


No. 2028. Yearbook of Figures of 
the Livestock Trade. 

The Corn Belt Farm Dailies 
Yearbook is now in its 54th annual 
edition. It tells, in figures, the 
story of the livestock, grain and 
farm products markets for at least 
the past ten years. In some cases, 
“Cattle receipts at Chicago month- 
ly” for instance, comparative fig- 
ures are given for 44 years. The 
booklet costs $1.50 a copy. 


No. 2029. New England Farm 

Market. 

The latest data from the 1950 U. 
S. Census and U. S. Department of 
Agriculture are compiled by New 
England Homestead regularly to 
keep this market booklet up to 
date. Complete statistics are avail- 
able on dairy, poultry, farm crops 
and farm income. State and coun- 
ty tabulations of income, acreage | 
and production, number of live- | 
stock, electrical equipment, farm 
machinery and other facilities on 
New England farms are also in-| 
cluded in the booklet. 


No. 2030. The Farm Market This 

Week. 

Farmer’s Friend publishes this 
weckly farm market newsletter 
giving pertinent information on 
planting intentions, crop produc- 
tion, farming trends, price fluctua- 
tions, crop values and farm buy- 
ing power in the Green Bay, Wis., 
area. 


No. 2031. California at a Glance. 

This brochure, by California 
Farmer, contains a comprehensive 
analysis of the acreage, production 
and value of the principal crops of 
California. Figures are given, coun- 
ty by county, for livestock and 
poultry, farm value, farm ma- 
chinery, number of vehicles, aver- 
age cash income and crop statistics. 


No. 2032. Ten Pages of Crop Pro- 
duction Data. 

Five of these ten pages published 
by Prairie Farmer are maps show- 
ing acreage by counties in four 
states for five crops. The other 
five pages show total number of 
bushels produced in each of the 48 
states, with special emphasis on 
Illinois, Indiana, Michigan and 
Wisconsin. Data are available on 
the four states for five crops—hay, 
corn, oats, wheat and soybeans. 


No. 2033. Nine Pages on Livestock, 
Fertilizer Consumption and Ru- 
ral Population. 

Four of these nine sheets pub- 
lished by Prairie Farmer give the 
total number of hogs, cattle, dairy 
cattle and chickens in each of the 
48 states. Three maps give the 
number of dairy cattle, all cattle 
and hogs county-by-county in 


Illinois and Indiana, 40 counties in 
Wisconsin and 16 counties in| 
Michigan. Another sheet gives | 
total fertilizer consumption in each 
of the 48 states. The last sheet, 
another map, gives rural popula- | 
tion county-by-county in the four | 


states. 


No. 2034. Farm Home Convenience | 
& Appliance Survey. 
This report contains information 
on electrification and gas, the’ 
numbers and kinds of appliances | 
used, the power-buying and ap-' 


| 
| 
' 
| 


Prairie Farmer. 


No. 2035. 1955 Buying Intentions 
of Farm Families in Illinois and 
Indiana. 

Trends of 1955 home and farm 
purchases are given in this folder 
by Prairie Farmer. The survey was 
conducted among more than 1,000 
rural residents in Illinois and 


Indiana. 


Prairie Farmer. This report is 
based on survey responses of 191) 
hardware dealers in Illinois and | 


Indiana. 


No. 2037. LP Gas Survey. 

This Prairie Farmer survey re- 
port gives figures for the amount 
and use of LP gas, gas appliances 
and gas equipment. The report is 


based on responses from 134 home-| 


makers in Illinois, Indiana and | Michigan. The booklet includes 
Wisconsin. ‘information on produce-buying, 
and freezing and canning methods. 


No. 2039. Petroleum Products Sur- 
vey. 

This is a report of a survey con- 
ducted among subscribers of Neb- 
raska Farmer. Buying habits and 
brand preferences for gasoline and 


No. 2038. Survey on Use of Color 
Preservatives in Home _ Freez- 
ing and Canning. 

This report, by Prairie Farmer, 
is based on responses of 156 rural 
homemakers in Illinois, Indiana, 
southern Wisconsin and southwest 
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CRESMER & WOODWARD, INC., Natl. Representative 
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' is 
than 


Dallas — without 


plus specialized 


advertise in The 


ONLY The Dallas 


Dallas’ Business 


According to 

Consumer Markets’ Editor, 
Edwin Goldstein, 

the buying of non-residents 
affected Dallas’ 1954 

sales volume as follows: 


BIGGER 
Dallas 


...OR DALLAS COUNTY ...OR DALLAS’ C & RTZ 


a single oil well —is one 


of the world's great oil centers. 


OIL industry supply and service concerns, oil 
associations, many independent producers and operators and 
major oil companies headquarter in Dallas. These, 


petroleum legal, professional 


and financial services, make Dallas the much frequented mecca 
of oil people from throughout the Southwest. 


Dallas’ business is made bigger than Dallas by these and 
other people who come to Dallas for their business 
interests and the advantages of a metropolitan city. It is 
natural that they buy in Dallas and that they keep informed 
of their Dallas interests through The Dallas News. 


Expect your Dallas business to be bigger when you 


Dallas News because only The News, with its 


larger circulation, covers the larger 
72-County DALLAS MARKET. 


PERCENTAGE OF DALLAS CITY 


STORE GROUP DALLAS CITY SALES* SALES* TO NON-RESIDENTS 
Total Retail Sales . $980,834,000 38.1% 
Food. ..°«» ss» 199065000 14.3% 
General Mdse. .. 184,108,000 61.4% 
Home Furn. .... 51,543,000 38.4% 
Automotive .... 231,410,000 38.6% 
Drug ....... 29,599,000 33.4% 
*Includes both direct and mail order sales 


Morning News COVERS the BIGGER DALLAS MARKET 


that makes Dallas’ business BIGGER than Dallas! 


Ghe Dallas Morning News 


DALLAS’ LARGEST NEWSPAPER: More people BUY The NEWS... more people READ The News . . . more people 
are INFLUENCED by The News than any other North Texas newspaper. 


New York 
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Available Market Data—Farm 
To secure copies of data listed, use the handy coupons 


petroleum products are given. 


No. 2040. Farm Market Data Book. 


This is an annual loose-leaf data 
book giving complete information 
on farm markets in Nebraska. 
Cash farm income, rank in agri- 
culture, farm sizes, cattle on 
farms, crop production, farm ma- 
chinery value and buying inten- 
tions are some of the topics cov- 
ered in this book issued by Neb- 
raska Farmer. 


No. 2041. Irrigation Miracle. 


articles from Nebraska Farmer on 
Nebraska’s underground water 
supply and the growth of irriga- 
tion in the state by Dr. A. L. Lugn, 
geologist. 


No. 


2042. Household Appliance 
Survey. 

Nebraska Farmer reports the re- 
sults of a survey among Nebraska 
farm wives to determine buying 
practices and brand preferences 
for appliances. The report includes 
data on electrification, gas and 
water and major and small ap- 
pliances. 


No. 2043. LP Gas Survey. 


Uses of LP gas in Nebraska are 
reported in this booklet by Neb- 
raska Farmer. Also reported are 
LP gas buying trends in the state. 


No. 2044. 1954 Baking Survey. 


This is a report of farm women’s 
buying habits and brand prefer- 
ences for baking ingredients. The 
report is based on a survey of 
subscribers by Nebraska Farmer. 
No. 2045. Buying Intentions of 
Nebraska Farm Families. 


This booklet is a report of an 
annual survey conducted by Neb- 
raska Farmer among its sub- 
scribers to determine trends in 
purchases of consumer goods for 
home and family, plus farm equip- 
ment and building materials. 


No. 2046. Dealer Preference Sur- 
veys. 

Several Nebraska companies 
conducted surveys to determine 
which farm publication was pre- 
ferred for advertising by hard- 
ware, implement, drug, feed, gro- 
cery, appliance, automotive acces- 


THE FOX CITIES 
OF WISCONSIN 


.. . absorb over 133 mil- 
lion dollars in annual 
wholesale - retail sales. 
Rich farms and diversi- 
fied industry let Fox 
Cities families buy what 
they want — and they 
want what they see in 


their own newspaper . . . 
the 


This folder contains reprints of 


sory, dry goods and lumber deal- 
ers. Nebraska Farmer presents the 


results of these surveys in this 
booklet. 


No. 2047. Iowa Farm Petroleum 
Market. 


This booklet contains the results 
of the first personal interview 


tld 


study of the Iowa farm petroleum 
market. The survey was conducted 
by the Des Moines Register and 
Tribune, Iowa Farm & Home Reg- 
ister and the American Petroleum 
Institute. Facts are given on the 
use of fuel oil, passenger cars, 
trucks, tractors, motor fuel, motor 
oil, lubrication, cooking fuel, heat- 
ing and storage of fuel on farms. 


No. 2048. Commercial Fertilizer 
Survey. 
Trends on the use of commer- 


cial fertilizer are indicated in this 
booklet by Wallaces’ Farmer & 
Iowa Homestead. The report is 
based on a survey conducted 
among Iowa subscribers of the 
magazine. 


No. 2049. What Readers Plan to 
Buy. 

The report of asurvey conducted 
by Electricity on the Farm to de- 
termine what its readers plan to 
purchase in 1955 is published in 


the publication’s newsletter to ad- | 


Advertising Age, May 16, 1955 


vertisers, “News and Previews,” 
No. 201. 


No. 2050. Ownership and Age of 
Water Systems. 

This single-page market data 
sheet presents the results of a sur- 
vey by Electricity on the Farm, on 
the number of water systems 
owned and the age of present 
water systems. The survey was 
based on reports from 6,143 sub- 
scribers of the publication in the 
U. S. and Canada. 
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No. 2051. Commercial Fertilizer 
Survey. 

Trends on the use of commercial 
fertilizer in Wisconsin are given 
-n this 20-page booklet by Wiscon- 
sin Agriculturist & Farmer. The 
report is based on a survey con- 
ducted among subscribers of the 
publication. 


No. 2052. Dairy Cows and Butter 
Churns Owned. 
The percentage of farmers own- 
ing dairy cows, making their own 


butter and using electric butter | 


churns is reported in this data 
sheet by Electricity on the Farm. 
This report is based on the results 
of a survey, by the publication, 
covering 2,179 farms in 45 states 
and Canada. 


No. 2053. LP (Bottled) Gas Survey. 

This is a report on the use of and 
attitude toward bottled gas of Wis- 
consin farm people. Wisconsin Ag- 
riculturist & Farmer conducted the 


survey among 380 of its sub- 


i-ilahcagotaed 


scribers. The report includes data 
on brand preferences, types of ap- 
pliances now operating on bottled 
gas, and buying plans. 


No. 2054. A Home Convenience 

and Appliance Survey Report. 

This is a 59-page booklet pre- 
pared by Wisconsin Agriculturist 
& Farmer reporting the results of 
a survey on appliances in use and 
to be purchased by Wisconsin farm 
families. The report is based on 
replies from 785 farmers. Categor- 


ies covered are electricity and gas, 
plumbing, heating and cooking, re- 
frigeration and small appliances. 
Data about the respondents plus a 
comparison of them with all Wis- 
consin farmers is included in the 
report. 


No. 2055. LP (Bottled) Gas Survey. 

This booklet contains the results 
of a survey, conducted by Wal- 
lace’s Farmer and Iowa Home- 
stead, on the uses of and attitudes 
toward bottled gas in Iowa. The 


SAL 
GAI 


can be 
yours 
in the 


Prosperous 


LEHIGH 
VALLEY 


of 
Pennsylvania 
by using 

the 


Call-Ivonice 


Newspapers 
in 

Allentown 
Pennsylvania 


HIRST i. 


~@ news 
circulation 


national 
advertising 


local 
advertising 


classified 
advertising 


The Morning Call 


¢ Evening Chronicle 


Sunday 
Call- Chronicle 


® National 
Representatives: 
Story, Brooks & Finley 
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Box Score for Top News Stories 
1955 (First Four Months) 


93% 


Readership 


HERE IS THE STORY of the biggest advertising gain in 
AVIATION WEEK’s history — a smashing 203-page in- 
crease for the first four months of 1955! With 1,310 ad- 


vertising pages published through April, 1955 compared 
to 1,107 for the first four months of 1954, AVIATION 1. First half of 13-page feature engineer- 


ing article, ‘Scientific Detection Helps RAE 


WEEK is zooming to an unprecedented space high. As JJ Engineers Solve Comet Mystery," by Senior 
the chart indicates, AVIATION WEEK’s gain exceeds J ‘ineeins Feitor David A. Anderton. 
the increase of all other magazines by a huge margin, even ewe gees 

though 1955’s new record was achieved in the face of the 

largest advertising volume of any magazine serving the avi- e. ~ “69% 
ation industry. AVIATION WEEK published 3520.16 = 


pages of advertising in 1954. | , 

WHAT’S BEHIND THIS uninterrupted, ever-growing ¥ | 

trend to AVIATION WEEK? — Aviation advertisers have erty preteinn sotte = bad 
long ago learned what real readership means in terms of chine," bby Senior Engineering Editor Irving 
results. Aviation Week’s more than 50,000 engineering and aes 

management readers compose today’s most resultful and 
influential aviation market.* That is one of the important 
reasons why AVIATION WEEK today is the one and only 
aviation magazine among the ranks of the top 25 U. S. 
Consumer and Business Publications. 


AVIALION WEEK 


90% 


i Operational VMi--iles Nom Vonsing E548 Readership 


3. Three-page feature article, ‘‘Operational 
Missiles Now Arming USAF,"' by Chief 
Editor Robert Hotz. 


* Aviation WEEK's tremendous readership among engineers and management 
men has been proven through the years by 37 independently conducted 
reader-preference studies by major aviation companies, their advertising 
agencies, and by government research establishments . . . is further validated 
by Advertising Research Foundation's current study of AVIATION WEEK, 
Readex studies, and a continuing program of editorial research by the Re- 
search Department of the McGraw-Hill Publishing Company. AVIATION 
WEEK's top-level subscriber group now totals 49,368 (December, 1954 ABC 
audit) with the current weekly print order exceeding 56,000 copies and the 
current net paid figure (May, 1955), 52,850. Use oe 

Contact your local representative for the facts about Aviation Week and 4. three-page feature engineering article, 


the boomin iati ket. “Rocket Group Urges Satellite Study,"’ by 
~ re. A mesncessie Senior Engineering Editor David A. An- 
derton. 


81% 


Readership 


Se 


am 4, Readership measured by Readex Reader 


Fi, silee Wee 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street,New York 36, N. Y.: Other Advertising Soles Offices: Atlanta 3, Ga., 801 Rhodes- 
Haverly Bldg. Boston 16, Mass., 350 Park Squore Bidg. Chicago 11, IIl., 520 N. Michigon Ave, Cleveland 15, Ohio, 1510 Hanno Bidg. Dallas 1, Texas, First 


- National Bonk Bidg. Detroit 26, Mich., 826 Penobscot Bidg., London E. C. 4, England, 95 Farrigndon Street. Los Angeles 17, Calif., 1111 Wilshire Blvd. 
Pittsburgh 22, Pa., 738-9 Oliver Bide. Philadelphia 3, Pa., 17th and Sansom Streets. San Francisco 4, Colif., 68 Post Street. St. Lovis 8, Mo., Continental Bidg. 
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TO OBTAIN MARKET DATA USE THIS COUPON 
Readers’ Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


elm Jeph alla Dal Nd Ll nt ah Sy SE eS | ee Se SW ee ee ee eee eee ee en Pl ee ae ae era ee ee 


ee a a ae 


vila ial tained An SS 8 es | BO ee Cee ee ee eer, VESTER T RETOUR ES OPT TTeTTe TL 


This coupon not valid after August 8, 1955. 


id i ee ee ee | 


Advertising Age, May 16, 1955 


Available Market Data—Farm 
To secure copies of data listed, use the handy coupons 


report, which is based on the re- 
plies of 252 subscribers to the pub- 
lication, contains information on 
the types of appliances now using 
bottled gas, brand preferences, 
buying plans and personal data on 
farmers. 


No. 2056. A Home Convenience 
and Appliance Survey Report. 
This report is based on a survey 

by Wallaces’ Farmer and Iowa 

Homestead of appliances in use 

and buying plans of Iowa farm 

families. Brand preferences, num- 
ber of and kind of power are given 
in the following categories: elec- 
tricity and gas, plumbing, heating 
and cooking, refrigeration and 
small appliances. The report is 

based on the responses of 837 

farmer-subscribers of the publica- 

tion. 


No. 2057. Ohio Farm Equipment 


Laer READERS? 


Yes, and “live” ones, too! 


The best evidence of Farmer-Stockman 
eager reader-interest lies in the fact 
that all subscriptions are “live”... 
paid-in-advance . . . none are carried in 
arrears. Other evidence comes to us in 
the daily mail. 


One eager reader (a Mrs. D. V. in Son- 
ora, Texas) writes, “I am reading and 
clipping your ideas for parties from our 
Farmer - Stockman.” Another reader 
(Mrs. E. C. P., Rt. 1, Comanche, Okla- 
homa) writes, “We enjoy every issue of 
your fine, helpful magazine — and espe- 
cially enjoy “The Ladies Have Their Say’ 
feature.” 


These, like many other letters, pin-point 
women’s praise for “their” section in 
the Farmer-Stockman! They are Farm- 
er-Stockman roofers . . . part of the 
great Farmer-Stockman audience of 
eager readers that boosts advertisers’ 
sales in the rural Southwest! 


CLA 
sovibe farmibiy 


js 


Farmer-Stockman 


OKLAHOMA CITY, OKLAHOMA ® DALLAS, TEXAS 


Owned and Operated by The Oklahoma Publishing Company 
The Daily Oklahoman « Oklahoma City Times « WKY ond WKY-TV 


Represented by THE KATZ AGENCY, INC 


Dealers, 

An alphabetized list, by counties, 
of farm equipment dealers in Ohio 
is offered here by Ohio Farmer, 
Capper-Harman-Slocum publica- 
tion. 


No. 2058. Ohio Feed Dealers. 

This is an up to date, alphabet- 
ized list, by counties, of feed deal- 
ers in Ohio by Ohio Farmer. 


No. 2059. The Ohio Farm Petrole- 
um Market. 

This booklet is a report of a 
study conducted by Ohio Farmer 
in cooperation with the American 
Petroleum Institute. It presents 
complete data on fuel usage and 
product standings in the gasoline, 
oil, automobile, truck, tractor and 
home heating farm markets. Brand 
preferences are given in all cate- 
gories. 


No. 2060. The Ohio Farm Market. 

This book presents a complete 
coverage of the Ohio farm market. 
It is indexed under the following 
categories: farm income and buy- 
ing power; population, facilities 
and equipment; feeds, livestock 
and livestock products; fertilizer 
and crops. Another section gives 
a detailed picture of Ohio Farmer. 
The report was prepared for the 
publication by Capper-Harman- 
Slocum Inc., Cleveland. 


No. 2061. Pennsylvania Feed Deal- 
ers. 

Pennsylvania Farmer offers this 
complete up-to-date alphabetized 
list of feed dealers in Pennsylva- 
nia. Dealers are listed by counties 
and towns. 


No. 2062. Pennsylvania Farm 

Equipment Dealers. 

This booklet contains a complete 
listing, by counties, of all farm 
equipment dealers in Pennsylva- 
nia. It is issued by Pennsylvania 
Farmer. 


No. 2063. The Pennsylvania Farm 
Market. 

Maps and charts illustrate this 
Pennsylvania Farmer book on the 
Pennsylvania farm market. Statis- 
tical information on farm income 
and buying power; population, fa- 
cilities and equipment; feeds and 
livestock products; fertilizer and 
crops are included. A section de- 
scribing the publication is also in- 
cluded. 


No. 2064. Fishing Licenses Sold in 
the U. S. 

This is a map showing the total 
number of fishing licenses issued 
in the U. S. and the number issued 
in each state from July 1, 1953 to 
June 30, 1954. The map is issued 
by Ohio Farmer, Pennsylvania 
Farmer and Michigan Farmer and 
prepared by Capper-Harman-Slo- 
cum Inc., Cleveland, for thesé pub- 
lications. 


No. 2065. Michigan Farm Equip- 
ment Dealers. 

This is a complete listing of farm 
equipment dealers in Michigan by 
counties and towns. It is issued by 
Michigan Farmer. 


No. 2066. Michigan Feed Dealers. 
Feed dealers in Michigan are 

listed, by counties, in this booklet 

issued by Michigan Farmer. 


No. 2067. The Michigan Farm Mar- 
ket. 

Capper-Harman-Slocum Inc., 
Cleveland, prepared this statistical 
description of the Michigan farm 
market for Michigan Farmer. It 
contains full information on farm 
income and buying power; popu- 
lation, facilities and equipment; 
feeds and livestock products and 
fertilizer and crops. 


No. 2068. Broiler Production in 
Major Broiler Areas in the East. 
This is a report of a survey con- 


ducted in broiler areas in the East, 
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Advertising Age, May 16, 1955 


giving the number of broilers pro- 
duced, feed purchased, number of 
growers with housing capacity for 
12,000 birds, plus comments on 19 
states from Maine to Florida. The 
folder is issued by Eastern Breeder 
& Broiler Grower. 


No. 2069. Buying Better Farming 
Better Living. 

This report, by Successful Farm- 
ing, covers the home building, 
home improvements and buying 
activities of its subscribers. The 
building and buying activities dur- 
ing the past three years and plans 
: 1955 are related in this book- 
et. 


No. 2070. Poultry Is Big Business. 

This 20-page booklet describes 
the various phases of the poultry 
industry such as production and 
marketing. It also gives the size 
and geographic location of differ- 
ent segments of the industry. Watt 
Publishing Co., publisher of Broiler 
Growing, Turkey World, Poultry 
Tribune, Pacific Poultryman, 
Hatchery & Feed and Poultry Pro- 
cessing & Marketing issued this 
booklet. 


No. 2071. Market Data on Poultry 
Tribune. 

In this four-page folder, data is 
given on the number of farms rais- 
ing chickens by size of flock, cash 
income by states and consumption 
of poultry, meat and eggs. Poultry 
Tribune published the folder. 


No. 2072. Market Data on Better 

Farming Methods. 

The activities of vocational ag- 
ricultural teachers, county agents, 
soil conservationists, farm home 
administration supervisors and 
other farm leaders are outlined in 
this folder issued by Better Farm- 
ing Methods. 


No. 2073. Market Data on Broiler 

Growing. 

This four-page folder, contain- 
ing data on the broiler industry, 
includes market characteristics, 
production and income by states 
and a chart illustrating the growth 
of the industry. It is issued by 
Broiler Growing. 


No. 2074. Reader Facts on Hatch- 
ery & Feed. 

A summary of a survey among 
Hatchery & Feed subscribers is 
available in this folder. It gives 
pertinent information on the type 
and volume of products such as 
poultry equipment, feed bags and 
feed plus the poultry production 
figures for 1954. 

No. 2075. Subscriber Facts on 
Poultry Tribune. 

This folder contains the results 
of a survey conducted by Poultry 
Tribune among its subscribers. It 
gives data on ownership of farm 
equipment, facilities and livestock. 
The use of production items such 
as feed and health products is 
also described here. 


No. 2076. Buying Intentions Sur- 
vey. 

This report presents the results 
of a survey conducted among 
Montana Farmer-Stockman sub- 
scribers. Items surveyed included 
farm and ranch equipment and 
rural home products. 


No. 2077. What’s Being Bought in 
1955. 


This is a report of the 32nd an- 
nual study by Pacific Northwest 
Farm Quad to determine buying 
intentions and brand preferences 
of subscribers. The report covers 
127 items in such categories as 
grocery products, electric appli- 
ances, building materials, machin- 
ery, petroleum products, clothing, 
livestock, automobiles and poultry 
supplies. It also includes informa- 
tion on building plans, preferred 
shopping days and city department 
store purchases. 


No. 2078. Petroleum Sales Gush. 
This booklet contains facts on 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


petroleum consumption on Pacific 
Northwest farms. It includes com- 
parative data on petroleum-con- 
suming units, brand preferences, 
plus the results of a survey of 
distributors to determine sales of 
petroleum to farmers. It is avail- 
able from Pacific Northwest Farm 


Quad. 


No. 2079. Automotive Sales Shift 
into High. 

Facts and figures on automobile, 
truck and tractor ownership and 
sales in the Washington, Oregon, 
Idaho and Utah farm market are 
presented graphically in this book- 


let. Also included are buying plans 
and brand preferences of sub- 
scribers of Pacific Northwest Farm 


Quad. 


No. 2080. Contains More TBA. 
Pacific Northwest Farm Quad 
offers this report on tire, battery 
and automotive accessory sales in 
the Pacific Northwest farm mar- 
ket. Buying plans, brand prefer- 
ences and comparative statistics on 
farm mechanization are included. 


No. 2081. Switch to Greater Elec- 
tric Appliance Sales. 
The use of electricity in the Pa- 
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nese Che £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 90,000 
CIRCULATION DAILY 


American Restaurant’s Editorial Excellence 


Continues to Win Readers, Too 


We're grateful to Industrial Marketing for the special honor they 

have accorded AMERICAN RESTAURANT. An award as impressive 
as this .. . out of a field of 470 entries . . . gives our editors a feeling 

of satisfaction .. . a sense of accomplishment . . . and a firm determination 
to do an even better editorial job in the months to come. 


While AMERICAN RESTAURANT editors don’t work full time at 
winning awards . . . they do make a concentrated effort at winning loyal, 
responsive readers. And to these readers, we sincerely promise to 
deliver the finest editorial product in the industry! 


Clmerican Feslauvanl magesine 


A PATTERSON PUBLICATION 


5 Sovth Wabash Avenue, Chicago 3, Illinois 
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NOW your questions—and hundreds of others—about 
the car dealer market have concrete answers! Again 
through the research facilities of AUTOMOTIVE NEWS, 

an exhaustive study has been made of 436 car dealers 

j of all makes in towns of all sizes. 


Remember AUTOMOTIVE NEWS’ 1952 car dealer mar- 
ket study? Again the readers of the industry's only weekly 
newspaper were asked for facts about their business. Again 
they told AUTOMOTIVE NEWS: What they buy. Who 
buys it. From whom. 


The “How to Get Your Share of the Big Car Dealer 
Market” brochure summarizes this, the biggest product 
research effort in the car dealer field. Facts and figures 
meticulously compiled and certified by R. L. Polk reveal 
how vast is the sales potential for you. 


SEND FOR YOUR COPY TODAY 


Or contact the AUTOMOTIVE NEWS representative 
closest you. He carries with him 257 pages of detailed 
information about the survey. He’d welcome the oppor- 
tunity to answer your questions and to help you get 
your share of the big car dealer market. 


More cer dealers subscribe to AUTOMOTIVE NEWS, 
the only weekly newspaper of the industry, than any 
other automotive publication. 


MANUFACTURERS, TOO!! 
Automotive News reaches two great markets 
Thousands of key executives of vehicle, parts, equipment 
and accessory companies are also paid subscribers. Their 
purchasing influence represents a multi-billion dollar mar- 
ket. Ask your Automotive News representative about our 

Engineering, Production, Materials section. 


The subscription price of $8 per year, paid by 42,000 
(ABC) subscribers, is the highest in the industry. So is 
the subscription renewal rate: 85.76%. 


NEW YORK: Edward Kruspak, Advertising Mgr., Ray 


PENOBSCOT BUILDING ° 


CONTENTS: 


Size and Character of Car Sealeritdns 


Makes of Cars Sold 

Cars Sold Per Year—New and Used 

Trucks Sold Per Year—New and Used 

~ a Dealership by Quantity of New Cars 


Average Percentage of Parts and Accessories 
Purchased from Local Jobbers 


Annual Dollar Volume of Purchases from 
Local Jobbers 


Percentage of Service Absorption 


Average Percentage of Service Work Done 
on Cars Other Than Make Handled by 
Dealer 


Mechanical and Service Work Performed 
Percentage Breakdown of Services Performed 
Bump and Paint Work Performed 

Brake Service 

Service Station Facilities 

Replacement Parts and Customer Labor 
Tires, Batteries, and Accessories 
Equipment Owned 

Other Services 

Buying Influences 

How to Reach the Market 
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be Northwest farm market is de- | 


Fania Bic i ence 


Advertising Age, May 16, 1955 


| ‘Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


scribed in this 16-page booklet by | 
‘Pacific Northwest Farm Quad. 
‘Ownership statistics, buying plans” 
‘and brand preferences for major 
appliances are given. 


No. 2082. Tractor Ownership .. . 
Key to Any Farm Market. 


This is a report of a survey 
of Farm Management subscribers 
giving wheel tractor ownership in 
Arizona, California, Idaho, Nevada, 
Oregon, Utah and Washington. Al- 
so included in the booklet are 1953 
farm income statistics and income 
from the top 20 crops in the states 
mentioned. 


No. 2083. Television Survey. 


Information on ownership and 
buying intentions for tv sets 
among farm families in 15 south- 
ern states is given in this booklet. 
Also covers viewing habits, spon- 
sor identifications, and favorite 
orograms. The booklet is issued 
by Farm & Ranch Publishing Co. 


No. 2084. Drug and Toiletries Sur- 
vey. 

Brand preferences and per cent 
of buying on 36 selected drug 
items are given in this booklet by 
Farm & Ranch Publishing Co. 
The report is based on a survey 
conducted among 12,104 subscrib- 
ers in 15 southern states. 


No. 2085. Household Survey. 


This is a report of a survey of 
brand preferences and per cent 
of buying of 32 selected small 
household items by Farm & Ranch 
Publishing Co. Subscribers in 15 
southern states were polled by the 
publisher for the survey. 


No. 2086. Food Survey. 

Farm & Ranch Publishing Co. 
conducted a survey among its sub- 
scribers to produce this report on 
per cent buying and brand pref- 
erences on a wide range of food 
items. Produce, canned fish, 
canmed soup, tea, coffee, candy 
bars, baking powder and flour are 
among the products covered. Fre- 
quency of grocery shopping, shop- 
ping days and chain stores patron- 
ized are included in the report. 


No. 2087. Households Using Gas. 

Ownership and buying inten- 
tions on gas ranges and water 
heaters among subscribers are 
given in this booklet by Farm & 
Ranch Publishing Co. 


No. 2088. Electrical Appliances. 

The results of a survey by Farm 
& Ranch Publishing Co. on owner- 
ship and buying intentions for 
electric appliances are given in 
this booklet. 


No. 2089. Southern Farm Market 
Data. 

This collection of graphs show- 
ing southern farm market data will 
be available in June. It will 
contain statistical information on 
farm population, farm cash in- 
come, gains in farm-owned equip- 
ment by geographic areas, appli- 
ance sales, retail sales and media 
coverage in 15 southern states. It 
will be published by Farm & 
Ranch Publishing Co. 


No. 2090. House Plan Survey. 

This is a report of a monthly 
survey conducted among purchas- 
‘ers of Farm & Ranch house plans 
by Farm & Ranch Publishing Co. 
'The report will include informa- 
tion on the number of people 
building or planning to build, re- 
modeling or planning to remodel. 
Materials used and appliances 
/purchased will also be included. 
‘It will be available in July. 


|No. 2091. Market Data on Turkey 
| World. 

This is a four-page folder to be 
released in July by Turkey World. 
It will contain a description of the 


turkey industry and the market it 
represents. Included will be data 
on production, income and per 
capita consumption. 


No. 2092. Farm Market Data 1954- 
1955. 


New Jersey Farm & Garden 
will have available June 1 this 
brochure on the New Jersey-Del- 
aware area. Statistics for this area 
will be compared to regional and 
national patterns to show purchas- 
ing power per farm. 


No. 2093. The Michigan Farm Pe- 
troleum Market. 


Michigan Farmer will release 
this study of fuel usage and prod- 
uct standings in June. This study 
is part of a national project by 
the American Petroleum Institute 
in cooperation with farm publica- 
tions. Products covered will be 
gasoline, oil, automobiles, trucks, 
tractors and home heating. 


No. 2094. Fertilizer Consumption 
in U. S. 


A U.S. map showing state-by- 
state consumption of fertilizer in 
1944 and 1954 and the percentage 
of increase will be available from 
Ohio Farmer in July. 


No. 2095. The Pennsylvania Farm 
Petroleum Market. 


This study, prepared by Penn- 
sylvania Farmer in conjunction 
with the American Petroleum In- 
stitute, will be available in July. 
It will give fuel usage and product 
standings in the gasoline, oil, au- 
tomobile, truck tractor and home 
heating farm markets. 


No. 2096. Western Farm Equip- 
ment 1955 Sales Presentation. 


The 1955 sales presentation of 
Western Farm Equipment, which 
is being prepared in accordance 
with the National Industrial Ad- 
vertisers Assn. outline for pub- 
lishers, will give the history and 
background of the _ publication, 
fields served, circulation, editorial 
policies and advertising rates. It 
will be available in June. 


No. 2097. 1955 Iowa Feed Survey. 


June 1 is the publication date 
for this report giving comprehen- 
sive data on feed used and other 
data on hogs, cattle and poultry. 
It will be published by Iowa Farm 
& Home Register, a publication of 
the Des Moines Register and Trib- 
une. 


No. 2098. Analysis of Rural Mis- 
souri. 

This is a collection of statistical 
reports, by counties, of Missouri 
farm data such as cash farm in- 
come, electric appliances, crops, 
livestock, farm equipment and 
livestock products. It is published 
by Missouri Ruralist. 


No. 2099. Analysis of Rural Kan- 
sas. 


Farm market data for crops, 
livestock, farm equipment and 
home appliances are given, by 
counties, in this booklet by Kansas 
Farmer. Also included are cash 
farm income and number of farms 
per county. 


No. 2100. Automotive and Petrole- 
um Products Survey. 


This booklet by The Farmer 
covers ownership and usage of au- 
tomobiles, trucks and tractors in 
Minnesota, North Dakota and 
South Dakota. Data on petroleum 
products are included. 


No. 2101. 1955 Business Poll. 

The Farmer makes available six 
color folders on business conditions 
in Minnesota, North Dakcta and 
South Dakota. Each folder con- 
tains results of a poll among deal- 
ers of one of the following: auto- 


mobiles, appliances, furniture, mo- 
tor trucks, hardware and lumber. 
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Advertising Age, May 16, 1955 


No. 2102. Household Appliance 

Survey. 

This booklet contains the results 
of a survey on household appli- 
ances among 3,000 Upper Midwest 
farm families. The Farmer con- 
ducted the survey in Minnesota, 
North and South Dakota. Farm 
electrification, plumbing, heating, 
cooking, refrigeration and appli- 
ances are covered. 


No. 2103. 1955 Market and Reader- 
ship Study. 

This study, issued by the Iowa 
Farm Bureau Spokesman, analyzes 
questionnaries received (450 re- 
turned out of 1,000 mailed) from a 
random sample of Iowa farm 
families. It covers livestock pro- 
ducing and feeding, farm building, 
machinery, hobbies and _ travel. 
This is the second in a series of 
annual studies of the Iowa farm 
market. 


No. 2104. The Subscribers to Cap- 
per’s Farmer Report on Prod- 
ucts Sold by Food Stores. 

This is a subscriber survey on 

food store purchases by farm 
families. It includes nearly 700 
brand names covering more than 
100 principal products, such as 
cereals, fruits and vegetables, 
soups, dairy products, meats and 
meat products, cigarets and house- 
hold supplies. Issued by the re- 
search department of Capper Pub- 
lications. 


No. 2105. The Subscribers to Cap- 
per’s Farmer Report on Homes, 
Furnishings, Household Equip- 
ment. 

This Capper’s Farmer subscriber 
survey, conducted by the research 
department of Capper Publica- 
tions, reports on ownership, new 
purchases and buying plans for 
homes and home improvements, 
appliances, furnishings and house- 
hold equipment. 


No. 2106. The Need for and Use of 
Market Research. - 

This is an address made before 
the National Farm Electrification 
Conference last November by 
Victor Hawkins, director of re- 
search, Capper Publications. It in- 
cludes a detailed analysis of agri- 
cultural counties according to in- 
come, mechanization and _ con- 
sumption of petroleum products. 


No. 2107. Distribution of Rural- 

Farm Homes. 

Capper’s Farmer has issued a 
map showing the total number of 
homes and number of rural-farm 
homes, by standard geographic 
divisions. 


No. 2108. Counties Classified Ac- 
cording to “Customer Poten- 
tial.” 

To aid in selling in the farm 
market, the research department 
of Capper Publications has pre- 
pared this series of 12 charts. They 
classify the 3,072 U. S. counties by 
quality groups on the basis of 
“customer potential”—income, de- 
gree of mechanization and con- 
sumption of petroleum products. 


No. 2109. Light TV Counties. 

This color map, prepared by the 
research department of Capper 
Publications, points up the neces- 
sity of supplementing tv advertis- 
ing in non-metropolitan counties 
with some other medium, since, in 
most counties, more than half of 
the families are without television 
sets. 


No. 2110. Farms on Power Lines, 
Dec. 31, 1953. 

Capper’s Farmer has tabulated, 
by states and geographic divisions, 
the number and per cent of farms 
on power lines. 


No. 2111. Hybrid Corn—Acreage 

Planted, 1954. 

Compiled by Capper’s Farmer, 
this four-page folder indicates the 
total acres of all corn planted, 
acres of hybrid corn planted, and 
the per cent of all corn acreage 
planted to hybrid, by states. 


No. 2112. Motor Trucks on Farms, 
Jan. 1, 1954. 
This folder, issued by Capper’s 
Farmer, shows the number of 
motor trucks on farms and the 


‘number per thousand farms for 


each state and by standard geo- 
graphic divisions. 


No. 2113. Automobiles on Farms, 
Jan. 1, 1954. 

The number of automobiles on 
farms and the number per thousand 
farms for each state and nine 
standard geographic divisions are 
tabulated in this four-page folder 
prepared for Capper’s Farmer by 
the research department of Capper 
Publications. 


No. 2114. All Tractors on Farms, 
July 1, 1954. 

The research department of 
Capper Publications has issued 
this tabulation showing the num- 
ber of tractors on farms and the 
number per thousand farms for 
each state and nine standard geo- 
graphic divisions. 
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YOU NAME IT...WE MAKE IT! 


Doll buggies, transmissions, tractors, pies, cakes, work 
clothes. You name it—we make it in South Bend. It takes 
263 industries—and 119 of these employ 25 or more people. 
And then there are the countless ‘factories of the soil” in 
this rich agricultural area. No one industry dominates South 
Bend! That’s one reason it continues to be one of America’s 
richest markets—and Indiana’s 2nd market in population, 
income, and sales. Saturated by the South Bend Tribune. 
Write for free market data book, ““Test Town, U.S.A.” 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 
Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. « NATIONAL REPRESENTATIVES 


‘WHO wOI 
32.3% 15.6% 


Tuis chart is reproduced from Dr. Forest L. Whan’s 
1954 lowa Radio-Television Audience Survey— 

one of the Nation’s most respected studies 

of listening habits, used constantly by hundreds of 
leading agencies and advertisers. 


Only a small part of the Survey is devoted to 
analyzing Iowa’s various stations or their 
individual audiences. These parts do prove, 
however, the enormous preference this 


state gives WHO... 


Write us or Free & Peters for your free copy. It 
will tell you more about where and how to 
advertise in Iowa, than you could learn in 

six months of personal travel and investigation. 


FREE & PETERS, INC., National Representatives 


WHO is iowa's 


FAVORITE RADIO STATION 
FOR MARKET REPORTS 


nH Ez = =_ 
KWWL KMA KFAB KICD KGLO 


24% 2.3% 21% 19% 1.7% 


WMT WNAX WOW 
15.3% 65% 5:1% 


oa BUY ALL of (OWA— 
Plus “lowa Plus”—with 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2115. Wheel Tractors on Farms, 
July 1, 1954. 

This folder contains a tabulation 
of wheel tractors on farms (ex- 
cluding garden tractors). Data are 
shown by states and nine standard 
geographic divisions. Issued by 
Capper’s Farmer. 


No. 2117. Corn Pickers on Farms, 
Jan. 1, 1954. : 

The number of corn pickers on 
farms and the number per thous- 
and farms for each state and nine 
standard geographic divisions are 
shown in this Capper’s Farmer 
folder. 


No. 2122. Soybeans—Acreage Har- 
vested for Beans, 1954. 
Capper’s Farmer offers this 
folder, which tabulates the acres 
of soybeans harvested for beans, 
acres harvested per farm, and total 
bushels harvested for each state 
and nine standard geographic divi- 


This 1955 
Data Folder 


Gives Facts 
About 


RALEIGH, g 
North Carolinag 


and the 
“Golden Belt . 
of the South” 4 


a4<«@e¢ 


sions. 


No. 2118. Field Forage Harvesters 

on Farms, Jan. 1, 1954. 

Capper’s Farmer has prepared a 
tabulation showing the number of 
field forage harvesters on farms 
and the number per thousand 
farms for each state and standard 
geographic divisions. 


No. 2116. Combines on Farms. 

Capper’s Farmer offers this 
folder showing the number of| 
combines on farms and the num-. 
ber per thousand farms for each 
state. 


No. 2119. Power Sprayers on 
Farms, Jan. 1, 1954. 
The number of power sprayers 
on farms and the number per 
thousand farms are tabulated in 


this Capper’s Farmer folder. 


|No. 2120. Tractor Moldboard Plows | 


on Farms, Jan. 1, 1954. 

A tabulation for Capper’s Farm- 
er by the research department of 
Capper Publications lists the num- 
ber of moldboard plows on farms 
by states and nine geographic divi- 
sions. 


No. 2121. Farms with Milking Ma- 
chines. 


A four-page folder issued by 
Capper’s Farmer lists the number 
of farms with milking machines 
and the per cent of all farms with 
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\milking machines for each state 
and standard geographic divisions. 


No. 2123. Oats—Acreage Threshed 
or Combined, 1954. 

This tabulation, released by 
Capper’s Farmer, shows acres of 
oats threshed or combined, acres 
per farm and total bushels thresh- 
ed or combined. Data is present- 
ed for all states and nine standard 
geographic divisions. 


No. 2124. Wheat—Acreage Thresh- 


His boyhood dreams 


Circulation and coverage data by 
cities, towns and counties. Authen- 
tic sales figures and other informa- | 
tion. Send direct for your copy, or 
ask a Branham man. | 


120,127 Morning 
130,276 Sunday 


(ABC Audit, 
12/31/54) 


the Kahigh 


News and Observer 
MORNING & SUNDAY 
Raleigh, North Carolina 


as 
M-GRAW-HILL 


, Aap 


OVER A MILLION MEN IN 


Theodore R. Olive was only twelve 
when he decided that he wanted to be 
an engineer. By the time he was sixteen, 
the patriotic fervor of World War I was 
running high and the country needed 
farm hands... so Ted went to work on 
a Wyoming sheep ranch. Packed with 
unusual adventures, his six-month stay 
provided him with so much material for 
successful high school and college essays 
that he developed a taste for writing. 

To realize his boyhood ambitions, 
Ted spent five years at Harvard getting 
his formal education in Chemical En- 
gineering and another four years get- 
ting broad varied experience in the 
chemical industries. He jumped at the 
chance to join Chemical and Metallurgi- 
cal Engineering in 1927. As he puts it, 
“It was my chance to combine the two 
things I most enjoyed—writing and 
engineering.” 

Now, as Senior Associate Editor of 
Chemical Engineering, Ted is one of 
McGraw-Hill’s hardest working and 
most prolific editors. In addition to 
contributing many pages of text to 
each issue of Chemical Engineering, 
this devotee of the slide rule has found 
time to help organize the Process In- 


dustries Division of the American Soci- 
ety of Mechanical Engineers—to serve 
as chairman of the ASME Professional 
Divisions Committee and Board on 
Technology—to prepare a very com- 
prehensive Guide to Process Instru- 
ment Elements—and to write special 
material for several authoritative hand- 
books. Friends wonder how he ever 
finds time for his hobbies of home mod- 
ernization and boating. 

Mr. Olive’s experience, knowledge of 
his job, and ability to serve his readers, 
is typical of McGraw-Hill editors. 
They’re specialists. They know their 
fields. They live with the problems of 
the men—within these fields—who look 
to them for accurate reporting of news 
that is vital to their industry. 

Their ‘‘product”’ has to be good. 
Editorial quality must be consistently 
maintained because every McGraw-Hill 
publication is sold to its subscribers . . . 
bought because of the ability of McGraw- 
Hill editors to pack each page with 
information that will help their 
readers do a more efficient job. That is 
why every McGraw-Hill publication 
provides an alert, interested audience 
for the advertiser’s sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36,N.Y. 


@ 


BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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ed or Combined, 1954. |bushels for each state and stand-|and nine geographic divisions are) “ik < 
dicone vo nn Farmer folder | ard geographic divisions. ‘shown in this Capper’s Farmer Available Market Data—Farm a ee 
ulates figures on wheat thresh- tabulation. To secure use hand pons c 
ed or combined, showing total No. 2125. Hay—Acreage Cut, 1954. be ee ee eon “ oe 
acres harvested, acres per farm, In this folder, Capper’s Farmer|No. 2131. Consumer and Market! 
and bushels for each state and tabulates acres and tons of hay Data. No. 2132. Our Families, Their|ownership, new purchases and 
7 standard geographic division. cut in every state and nine stand-| The research department of Homes and Equipment, a Cap-|future buying intentions of appli- 
F ard geographic divisions. Capper Publications has prepared per’s Weekly Audience Study.|ances and household equipment. 
No. 2126. Corn—Acreage Harvest- check lists of their research pub-| This is a report on a subseriber|The report also contains data on 
ed for All Purposes, 1954. No. 2127. Corn—Acreage Harvest-|lications for extensive users of | study completed this spring by the|cars, trucks, tractors, farms and 
Acres of corn harvested for all ed for Grain, 1954. such data. Included are market| research department of Capper |farm land. 


purposes are tabulated in this| Acres of corn harvested for studies, reports and general data | Publications for Capper’s Weekly. 
Capper’s Farmer folder, which| grain, acres harvested per farmjon the farm and small city and|It contains data on composition of No. 2128. Corn Stored on Farms, 


shows acres per farm and total|/and total bushels for each state|town markets. families; utilities in the home; é oc he Br. showing bushels of 


corn stored on farms and the aver- 
age number of bushels stored per 
farm for each state and nine 
standard geographic divisions. 
Issued by Capper’s Farmer. 


No. 2133. The Farm Market for 

Home Appliances and Fixtures. 
Capper’s Farmer has prepared 
an extensive series of data sheets 
showing, in graphs, additional 
owners of a wide variety of items, 
such as household appliances, car- 
peting, furnaces, etc., between 1951 
and 1954. Figures were taken 


YOUR STAR... 
YOUR HOST... 


YOUR 


SALESMAN: 
DOUGLAS 
FAIRBANKS .z. 


To all moviegoers in the country (and 
that’s just about everybody) ‘‘Fair- 
banks” is a magic name. It promises 
action ... danger. . .excitement. And 
Fairbanks” lives up to that promise 
as producer-host of every show, star 
of one out of four in the sponsor- 
proven TV film series: 


«+ Pt hee wee F a 


“DOUGLAS 
FAI A S ur. 
PRESENTS” 


ies, 


ae 


ABC FILM 


SYNDICATION, INC. 
7 West 66th St., N.Y. 


CHICAGO « ATLANTA « HOLLYWOOD « DALLAS 
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THE 1955 WNR NATIC ONAL DIRECTOR’ 
OF WEEKLY NEWSPAPERS 


: your on’s non-metropolitan buying market of 
é Nee el he ws porstaler-the kare'V6 tien Gots 
ade d 


For this reason the new WNR Directory is @ “MUST” if you are concerned 


oes onond cog ae amt acer hae 


. COMPLETE INFORMATION FOR EACH NEWSPAPER LISTED _ 


* MARKET DATA 
PUBLISHER NAMES ~ 


-« CITY AND COUNTY POPULATIOI 
__* CITY AND COUNTY LOCATION 


from subscriber studies made in 
both years. 


No. 2129. Small Grain Stored on 

Farms, 1954. 

Tabulated by states and geo- 
graphic divisions, this Capper’s 
|Farmer folder lists the bushels of 
small grain stored on farms and 
' bushels stored per farm. 


No. 2130. Pick-Up Balers on 

Farms, Jan. 1, 1954. 

This folder, issued by Capper’s 
Farmer, indicates the number of 
pick-up balers on farms and the 
number per thousand farms, by 
states. 


SOON TO BE PUBLISHED 


No. 2134. Ownership Comparison. 

The research department of 
Capper Publications is readying 
|for publication in June a series of 
ownership comparisons in graphs 
showing ownership by Capper’s 
|Weekly subscribers vs. U. S. 
‘homes. Items include electric ap- 


'pliances, 
etc., as well as motor trucks, trac-' 


reese; R65 ee 
Frceac itd 
F) 


More than 460,000 persons — 
nearly half the entire population 
of Arizona — make their homes 
in the metropolitan county area. 
New residents continue to pour 
in at better than 2,500 per month! 


$540,000,000 — more than half a billion 
dollars — was the total of retail sales in the 
metropolitan county area in 1954 alone! . 

An increase of more than 38 per cent in just 
the past 4 years! 


The metropolitan county area is the buying 
and shipping center for surrounding farm 
and fruit land totaling approximately one 


~~ ath oe 


Phoenicians built approximately 
10,000 new homes in 1954 — a 
25 per cent increase in new home 
construction over 1953. 


water heaters, 


tors, and size of farm. 


No. 2135. Automotive Equipment 
and Supplies Reported by Kan- 
sas Farmer Subscribers. 

In June, Kansas Farmer will 
have available a subscriber survey 
covering automotive equipment 
and petroleum products. Subjects 
covered will be the use and brand 
preference for petroleum products 
used in cars, trucks, tractors, home 
heating and cooking equipment 
and water heaters. Fuel storage 
capacity on farms is also shown, 
with tenure and size of farm. 


No. 2136. Automotive Equipment 
and Supplies Reported by Mis- 
sourit Ruralist Subscribers. 

Capper Publications’ research 

department will release, in June, 
a report covering automotive 
equipment and petroleum prod- 
ucts. Use and brand preference for 
cars, trucks, tractors, home heating 
and cooking equipment and water 
heaters will be included. Fuel stor- 
age capacity on farms, tenure and 
size of farm will be included. 


REGIONAL AND 
LOCAL MARKETS 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 6200. Grocery Product Distri- 
bution. 

This report of brand distribu- 
tion for 76 classifications of food 
store merchandise issued by 
Scripps-Howard newspapers cov- 
ers Albuquerque, Cincinnati, 
Cleveland, Columbus, El Paso, 
Evansville, Fort Worth, Houston, 
Indianapolis, Knoxville, Memphis, 
New York, Pittsburgh, San Fran- 
cisco and Washington. 


No. 6201. Michigan Retail Sales 
Map. 

Walker & Co., outdoot advertis- 
ing, offers this 1955 county retail 
sales map showing upper and low- 
er Michigan, with a legend show- 
ing sales for variously shaded 
areas, and the markets serviced 
by Walker. 


No. 6202. North Country Stations 
of Vermont. 

The North Country Stations, St. 
Johnsbury, Vt., offers market 
data, maps, a descriptive study of 
eastern Vermont and western New 
Hampshire, listening survey data 


ranges, ' 


Advertising Age, May 16, 1955 


dio and tv—stations and set count 
—and many other details. 


No. 6206. The Pacific Coast Market 

and Regional Radio Networks. 

The Mutual-Don Lee Broadcast- 
ing System has issued this 30x40” 
map printed in four colors, show- 
ing all Pacific Coast network ra- 
dio stations and all cities of more 
than 5,000 population. It includes 
county-by-county population fig- 
ures, plus square mileage, eleva- 
tions, car ownership, radio fami- 
lies, effective buying income and 
retail sales. 


No. 6207. 1955 Consumer Analysis 
of the Honolulu Market. 

The Honolulu Star-Bulletin of- 
fers this detailed study of product 
use, shelf distribution and brand 
preferences in the Honolulu mar- 
ket. 


No. 6208. Hawaiian Islands TV 

Coverage Map. 

Population of the Territory of 
Hawaii, number of families, and 
buying income per family are 
shown in this folder issued by 
Hawaiian Broadcasting System 
(KGMB-TV). 


No. 6209. Wide Distribution of 
Gasoline Stations. 

Walker & Co., outdoor advertis- 
ing, has issued this map showing 
distribution of gasoline stations in 
Detroit’s metropolitan area, with 
considerable data on the area’s 
“market on wheels.” 


ALABAMA 


No. 3000. Great Things Are Hap- 
pening in Mobile. 

This four-page folder, in color, 
contains figures which reflect the 
growth of the Mobile market and 
the Mobile Press Register circula- 
tion. It also contains up-to-date 
figures on retail sales, population, 
property value, bank clearings, 
tourist attractions, industrial 
growth and newspaper circulation 
in the primary market. 


No. 3001. Huntsville, Alabama— 

Rocket City, U.S.A. 

Increased business of this mar- 
ket as indicated by populaticn 
growth and retail sales is de- 
scribed in this folder put out by 
the Huntsville Times. Redstone 
Arsenal’s (Army’s rocket and 
guided missile center) contribu- 
tion to this growth, with a payroll 
of $29,685,038 in 1953 and the ad- 
dition of 1,000 employes, is in- 
cluded. 


No. 3228. Coverage Map. 
This map by WILD-radio gives 


milli wi n annual crop valuation 
ron million ae ¢ P + $240,000,000 is the estimated value of 
ve ; manufactured products turned out in the 
metropolitan area in 1954 — an increase of 


6 per cent over the previous high of 1953. 


__|a complete picture of primary and 
mc get all re = teen ve secondary coverage in Birming- 


low cost, 
complete coverage of 


market us can no other! 


* Maricopa County 


METROPOLITAN PHOENIK. 


Total coverage of Metropolitan Phoenix is offered advertisers by the 
Phoenix Republic and Gazette! Here is the key that unlocks the door 
to one of the fastest-growing major markets in the United States — a 
one-buy, single-insertion medium that delivers the Metropolitan Phoenix 


Write now for 
enlightening 
Consumer 
Analysis, 
Market Data 
Books and 
Circulation 
Coverage Folder 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOENIX 


National Representatives: Kelly-Smith Company 


ARIZONA 


BOSTON @ NEW YORK e SYRACUSE e CHICAGO e DETROIT 
PHILADELPHIA @ ATLANTA @ LOS ANGELES @ SAN FRANCISCO. 


No. 6203. Eight Booth Newspapers 
Market Folder. 

This four-page folder, issued by 
Booth Newspapers, contains gen- 
eral market information, business 
indices, wholesale and retail data 
and a description of merchandis- 
ing services. Booth papers are the 
Grand Rapids Press, Saginaw 
News, Jackson Citizen Patriot, 
Muskegon Chronicle, Flint Jour- 
nal, Kalamazoo Gazette, Bay City 
Times and Ann Arbor News. 


No. 6204. New England and the 
Industrial Evolution. 

Story, Brooks & Finley prepared 
this folder for three papers the 
company represents: the Standard 
Times, New Bedford, Mass., Low- 
ell Sun, and the Union Leader, 
Manchester, N. H. Pictures of new 
industrial plants in these localities 
accompany an article on the grow- 
ing New England economy by Ray 
Henle of Sun Oil Co. 


No. 6205. Facts About Alaska. 
The research department of 
Alaska Broadcasting System has 
compiled a wealth of information 
about this market, including sales, 
population, industries, transporta- 
tion, employment, newspapers, ra- 


t 
ham. On the reverse side of the a 


map, the number of radio homes 
and population, by county, are 
given. 


ARIZONA 


No. 3002. 1955 Phoenix Consumer 
Analysis. 

The Phoenix Republic and Ga- 
zette has compiled this 115-page 
study of brand preferences for 
nearly 150 food, drug and house- 
hold products, buying habits, eco- 
nomic data, and distribution of 
branded products in the Phoenix 
ABC city zone. 


No. 3003. Population Bulletin. 

Latest news on Tucson’s recog- 
nition as a standard metropolitan 
area is contained in this four-page 
pamphlet, including a map of the 
market. area with sales figures and 
per capita income data. It is pub- 
lished by Tucson Newspapers Inc. 
(Arizona Daily Star and Tucson 
Daily Citizen). 


No. 3037. The Arizona Market. 
This 48-page booklet detailing 
market information.for Arizona is 
presented in an interesting narra- 
tive style. Titled the “Adventures 
of Don Quixow, the Ingeneous 
Gentleman from Manhattan... or 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


the Discovery of the Arizona Mar- 
ket,” it tells the story of one Don 
Quixow, an agency executive, and 
his assistant, Sam Pence, whose 
“brain is full of figures, charts and 
graphs.” Via the travels of the 
two through Arizona, complete 
data on population, income and in- 
come sources, employment, motor 
fuel consumption, retail sales and 
manufacturing volume are given. 
The booklet is published by the 
Phoenix Republic and Gazette. 


ARKANSAS 


No. 3004. Arkansas and Little Rock 

Market Data. 

This market data book, prepared 
by the trade development depart- 
ment of the Little Rock chamber 
of commerce, carries figures on 
automotive sales, buying power, 
drug sales, expenditures per fam- 
ily, farm data by counties, food 
sales, furniture, household and 
radio sales, general merchandise 
sales, income levels, income per 
capita and per family and rank, 
employment, retail sales, popula- 
tion estimates and other data. The 
28-page brochure is free to pro- 
spective advertisers and agencies; 
otherwise, it costs $1 a copy. 


No. 3005. Market Data Sheet. 
Population, income, sales data 
on central Arkansas, national 
ranking of Little Rock-North Lit- 
tle Rock metropolitan area in pop- 
ulation, income and sales are in- 
cluded in this bulletin. Issued by 
Station KARK, Little Rock. 


No. 3006. Market Data Sheet. 
Population, income, sales data 
on central Arkansas, national 
ranking of Little Rock-North Lit- 
tle Rock metropolitan area in pop- 
ulation, imcome, sales are con- 
tained in this sheet prepared by 
Station KARK-TYV, Little Rock. 


No. 3229. Distribution of Liquor 
Stores in Arkansas. 

Arkansas Dailies Inc. offers this 
breakdown of liquor stores by 
cities and counties. Liquor sales 
for 1954 of distillers and distribu- 
tors is also included. 


No. 3230. Arkansas Food Group 
Data. 

This is a breakdown of food 
stores and retail food sales in Ark- 
ansas cities and counties. It is is- 
sued by Arkansas Dailies Inc. 


No. 3231. Standard Market Data 

for Fort Smith, Ark. 

Arkansas Dailies Inc. has pre- 
pared this folder giving a complete 
rundown of Fort Smith. A popula- 
tion breakdown, family statistics 
and information about the labor 
force are given with retail and 
wholesale trade sales. 


No. 3275. Facts About the U. S. Air 
Force Little Rock Jet Bomber 
Base. 

This brochure covers the market 
within the jet bomber base at 
Little Rock. It is issued by the 
Arkansas Democrat. 


No. 3277. KARK-TV Data Sheet. 

This data sheet by KARK-TV 
includes information on popula- 
tion, families, retail, food and drug 
sales and other market informa- 
tion for Little Rock. 


CALIFORNIA 


No. 3007. Radio in ‘America’s 
More Market.’ 

This booklet contains compara- 
tive data on population, automo- 
tive sales, retail sales, income, etc., 
showing the growth of this market 
in the past 10 years. It also carries 
coverage figures and maps for 
KFMB, San Diego, which issued 
the study. 


No. 3008. Reaching California Ag- 
riculture. 
Agriculture is a $2.5 billion busi- 


ness in California, this report says. 
The average income per farm in 
the state is three times the nation- 
al average. This booklet gives fig- 
ures on California’s farm popula- 
tion, and income, lists top agri- 
culture-producing counties. It is 
issued by California Service Agen- 
cy, Berkeley, which represents 
nine stations reaching this farm 
market. 


No. 3009. KRON-TV Coverage Map 
and Market Statistics. 

A complete KRON-TV, San 
Francisco, coverage map and mar- 
ket data folder for the area. Shows 
coverage for four major metropoli- 
tan county areas. 


No. 3010. San Diego—Billion Dollar 
Market. 
This brochure outlines the ma- 
jor sources of income for San 
Diego County, including retail 
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IT TAKES “14” RAILROADS... 


fo move Peoria-made products 
OUT and consumer goods IN! 


When it Comes to COVERAGE 
ONE does it in PEORIA 


The Peoria Journal Star effectively penetrates the rich 
13-county PEORIArea . . . Metro. Peoria daily circula- 
tion ratio-to-homes . . . 98.3%. 


EORIA JOURNAL STAR 
Daily net paid 100,000 plus —Svavarn, 


Represented Nationally by WARD-GRIFFITH CO, Inc. > 
O 


IRST In [iinois 22 or 


THE 
OREGONIAN... 


». :- With 
circulation 
leadership 


«.:- With 
advertising 
leadership 


10,281 City Carrier Lead 
7,001 ABC City Zone Lead 
3,544 Retail Trading Zone Lead 
40,848 Total Circulation Lead 


Oregonian 
Daily Lead 
Over 2nd Paper 


Oregonian 2,613,570 lines Retail Advertising Lead 
Leadership 1,219,097 lines General Advertising Lead 
Over 2nd Paper 3,316,115 limes Classified Advertising Lead 
Year: 1954 7,148,782 lines Total Advertising Lead 


= —_—_—_—_—_—_— 
x ® i 
*Sources: ABC Publishers’ statements for Hi E re 9 oO ni an 
6 months ending September 30, 1954; 
Media Records total advertising, less AW, PORTLAND, OREGON 
TW and Comics, 1954. ee 
Largest Circulation in the Pacific Northwest a 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT, INC. 


236,289 Daily + 294,216 Sunday 
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So, nobody works all summer, hey? 


No business, hey? 


*To pass the summer in a dormant or torpid condition”—New Century Dictionary. 
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Different 
of what you suppose: 


We've made a study 
of people’s living, buying and advertising habits 
during the summer. 


We discovered that: 


People live just as actively— 
or even more so—during the summer 


as any other time of the year. 


People do buy merchandise 
during the summer—lots of it. 
People do read magazines intensely 


in the summer. 


Advertising visibility and attention value 


actually increase in the summer. 


‘ The New Yorker 


throughout the summer continues to give advertisers 
a substantial circulation bonus 


beyond its guarantee and its rate base. 


Many alert businessmen 


have had impressive results from their summer advertising 


in The New Yorker and elsewhere. 


We'd like to show you 


the evidence, as we discovered it— 


just ask us or write us at Dept. #aa5. 


It’s always open season with The New Yorker, 


THE 


NEW YORKER 


25 WEST 43RD STREET, NEW YORK 36, NEW YORK 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


NN REPO CoN PORTE TUE er errr er) Serre 
Company .... 66. e cece cece cree eee e eee e ee ene eens ene ens teen teen at etet ene tse e sees etee eeeenece eee nmss 
SE ee Dares oecouc'et epee eG eeee ad Sees eccccrdecsccssccccccere 
NTO Sbice. iee  O  e o ET eG seins. ceiceey 


This coupon not valid after August 8, 1955. 
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Put yourself in our position. Here in the heart of the lush 
Red River Valley where a big share of the nation’s spuds are 
grown, Red River Pontiacs and Warbas are a part of most 
conversations . . . and a new variety of potato bug might be 
front page news. That’s why folks in the Valley—and the rest 
of North Dakota and Western Minnesota, depend on 
The Fargo Forum for the local news and pictures that give 
the Forum a home-town flavor over a 41-county area. 
Small wonder, no other publications duplicate The Fargo Forum 
coverage . . . or carry your sales story into over 50,000 high- 
income homes with a knockout sales impact. 


FACT-CLINCHERS ON THE MARKET 


ABC SERVED BY THE FARGO FORUM 
POPULATION—CITY AND RETAIL ZONE 
CIRCULATION 200,542 above-average-income consumers 
reagent RETAIL SALES, FARGO-MOORHEAD (1953) 
AND EVENING $101,679,000.00 Wholesale sales — 
52,141 $104,754,000.00 
RETAIL SALES PER HOUSEHOLD (N. Dak.) 
SUNDAY $6,277 per household — 71% above the na- 
52,894 tional average! 
PLUS—280,955 lines of dealer paid tie-in 


advertising merchandised last year 


MORNING, EVENING & SUNDAY—ROP COLOR AVAILABLE 


The FARGO FORUM. 


FARGO, NORTH DAKOTA 


* Represented by Kelly-Smith Company and Northwest Daily Press Association 


LO ier 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 
| 


sales, industrial and agricultural 
production, drug store, food stores, 
and automotive sales. It is pub- 
lished by the San Diego Union 
and Evening Tribune. 


No. 3011. San Diego Market Map. 

This map of San Diego County 
includes a compilation of the spe- 
cial U.S. Census counts made in 
1952 and 1953 for the eight major 
incorporated cities of the county. 
Published by the San Diego Union 
and Evening Tribune. 


No. 3049. Did Your Sales Increase 
33%? 

This booklet analyses the growth 
of food sales in San Diego. Televi- 
sion versus newspaper coverage of 
this market is also handled in this 
booklet by Wrather-Alvarez Broad- 
casting Inc. 


No. 3232. Consumer Market Ana- 
lysis. 

The Independent Press Tele- 
gram calls this consumer study of 
Long Beach the only such study 
made in Southern California. It 
contains extensive information on 
family composition, income and 
occupation plus ratings for more 
than 175 product classifications. 


No. 3233. How To Push Your 1955 
Grocery Sales Up in Southern 
California. 

This folder by the Los Angeles 
Herald-Express shows the num- 
ber of grocery stores in each of 
11 counties in Southern California. 
Dollar sales and percentage of 
total sales for each group of stores 
is also included. 


No. 3234. How to Get a Larger 
Share of the Almost $3,000,000 
Drug Market of Southern Cal- 
ifornia. 

Dollar sales and percentage of 
total sales in drug stores in 11 
Southern California counties is 
given in this folder by the Los 
Angeles Herald-Express. 


No. 3235. 41% of All Californians 

See KOVR. 

Population, total families, tv 
families and buying power in 27 
Northern California counties is 
given in this booklet by KOVR-TV. 
Also included are figures for retail 
sales, effective buying income, food 
sales, general merchandise sales 
and farm income. 


No. 3236. Spanish Population Map. 

Three maps by KLOK-Radio 
show a county-by-county break- 
down of the Mexican population 
in Northern California. 


No. 3237. Brand Preferences 
Among the Mexican People in 
Santa Clara County. 

This is a study of brand prefer- 
ences on 31 items purchased in 
grocery stores by the Mexican 
people of Santa Clara County. It 
is issued by KLOK-Radio. 


No. 3238. Portuguese Population 
Map. 
Three maps by KLOK-Radio 
show a county-by-county break- 
down of the Portuguese population 


No. 3239. Brand Preferences 

Among the Portuguese People 

in the San Francisco Bay Area. 

This is a report of a study of 
the brand preferences of Portu- 
guese living in Northern Califor- 
nia counties. The report is based 
on a survey of 31 items purchased 
in grocery stores. It was prepared 
by KLOK-Radio. 


No. 3240. Factual Survey, North- 
ern California Markets, 1955 
Edition. 

This booklet contains data cov- 
ering seven major California trad- 
ing areas—San Francisco, Oak- 
land, Sacramento, Fresno, San 
Jose, Stockton and Modesto. 
County-by-county figures are 


given for land area, population, 
number of families, retail sales, 
retail outlets, food and drug sales. 
It is issued by the San Francisco 
Call-Bulletin. 


No. 3241. The Sacramento Market. 
A comparative analysis ef the 
Sacramento market is available in 
this booklet by KCCC-TV. Infor- 
mation on population, consumer 
spendable income, total retail 
sales, food, drug and automotive 
sales in 19 counties are given. 


No. 3242. Population and Dwelling 
Unit Estimate for Los Angeles 
County by the 16 Major Eco- 
nomic Areas. 

Population estimates plus the 
estimated number of dwelling 
units in the 16 major economic 
areas of Los Angeles County are 
available from the Times-Mirror 
Co. 


No. 3243. Estimated Potential Buy- 
ing Power of Los Angeles 
County. 

This is a breakdown, by econ- 
omic area, of the potential retail 
buying power and the per cent of 
distribution for the major buying 
areas of Los Angeles County. It 
is issued by the Times-Mirror Co. 


No. 3244. Shopping Center List. 

The Times-Mirror Co. has 
available this list of shopping cen- 
ters in Los Angeles County. It is 
listed by economic area—16 major 
and 22 minor sections of the coun- 
ty. 


No. 3245. New Passenger Car Unit 
Sales. 


A list of total sales for the U. S. 
for the major auto manufacturers 
is compared with the total sales 
and share of the market in Los 
Angeles County. Figures are given 
for 53 and ’54. Published by the 
Times-Mirror Co. 


No. 3246. Average Number of Li- 
censed Outlets and Total Tazx- 
able Sales. 

The average number of retail, 
wholesale and service outlets in 
Los Angeles County and their tax- 
able sales are given in this folder 
by the Times-Mirror Co. 


No. 3247. Los Angeles County 
Market Data, 1954. 

This booklet contains material 
on agriculture, climate and geog- 
raphy, housing, income, industry, 
and employment, population, re- 
tailing and utilities in Los Angeles 
County. It is issued by the Times- 
Mirror Co. 


No. 3248. Los Angeles Times Con- 
tinuing Home Audit. 


This brochure explains the how, 
what, where and why of the Con- 
tinuing Home Audit prepared by 
the Los Angeles Times. The audit 
measures what Los Angeles fami- 
lies are buying and where they buy 
it. Also available is a copy of the 
1955 audit covering 15 categories 
of consumer goods. These reports 
are available on a restricted basis 
to manufacturers producing spe- 
cific products or brands and agen- 
cies handling products or brands 
included in the report. 


No. 3249. Trends in Relative Usage. 

This report of trends in the rela- 
tive usage of food store items, cos- 
metics and household drugs in Los 
Angeles County is prepared by the 
Los Angeles Times. 


No. 3250. Los Angeles County Ap- 
pliance Market. 

An analysis of appliance sales 
in Los Angeles County is contained 
in this brochure by the Times- 
Mirror Co. 


No. 3251. More Profits Through 
Effective Advertising. 
This brochure presents statisti- 
cal data from a survey by the 
California Real Estate Assn. on 
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how to plan a budget that will | effective buying power are in- 


yield maximum returns for adver- 
tising dollars spent by real estate 
brokers. It is available from the 
Times-Mirror Co. 


~ America’s Third Market, 
54. 

This 65-page booklet illustrates 
the growth of the Los Angeles 
County market from 1950 to 1954. 
Its national rank in retail sales, 
construetion and industry is given. 
Issued by the Times-Mirror Co. 


No. 3253. Seven Maps. 

The Times-Mirror Co. has avail- 
able five maps. They are (1) Los 
Angeles County census tract map, 
(2) Los Angeles County 16 major 
economic areas, (3) corporate city 
limits of Los Angeles and other 
cities in Los Angeles County, (4) 
ten Southern California counties 
and (5) Los Angeles Freeways 
completed, under construction and 
in planning stage. 


No. 3254. File Folder for Advertis- 
ing Agencies. 
This folder gives the size and 
location of Ventura County with 
retail sales, population, income 


cluded. 


No. 3262. Factual Survey of North- 
ern California. 

This report gives statistical in- 
formation on population, families, 
retail sales and retail outlets in 
Northern California for 1954. It 
‘is issued by the San Francisco 
Call-Bulletin. 


No. 3263. Los Angeles Major Chain 
Grocery Outlet Map. 

This map, prepared by the Los 
Angeles Herald-Express, shows 
the location of the major grocery 
chain outlets in Los Angeles. 


No. 3264. Los Angeles Multiple 
Supermarket Map. 

The Los Angeles Herald-Express 
provides this map showing the 
location of multiple supermarkets 
in Los Angeles. 


No. 3266. A Manual of Factual 
Data of the Los Angeles Mar- 
ket. 

This 40-page booklet contains 
complete information on the Los 

Angeles market. It analyzes pop- 
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@ More than 21,000 circulation! 


wi 


Minnesota's Largest 
| Outside Duluth and Twin Cities 


THE WINONA 


Newspaper 


@ Reaches 8 out of 10 families in Winona County—$45,000,000 retail sales, no local TV station! 
@ 10,000 circulation in trade area outside Winona County with $91,000,000 retail sales! 


@ Excellent merchandising 
and tie-ins! 


Dairy News 


(Formerly The Winona Republican-Herald) 


National Advertising Representatives: 
Jann & Kelley, Inc.; Northwest Daily { 
Press Association, Minneapolis 


Northwest's Most Modern 
Newspaper Plant 


sources and amounts, growth and 
bank debits. It is available from 
the Ventura County Star-Free 
Press. 


No. 3255. Bright Spot, Metropolitan 
Oakland. 

Metropolitan Oakland, consist- | 
ing of Alameda and Contra Costa’ 
Counties, is described completely | 
in this booklet by the Oakland 
Tribune. Population statistics, a 
list of manufacturers, a breakdown | 
of industries, transportation data, | 
power facilities, annual income. 
and retail sales and stores are in-| 
cluded. 


No. 3256. San Jose Mercury and 
News Consumer Analysis. 
Consumer preferences on over 
200 items in the San Jose area plus | 
market information is available in| 
this report by the San Jose Mer-. 
cury and News. 
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No. 3257. Central California Mar- 

ket Data. 

Population, households, radio 
homes and total retail sales for) 
Fresno and central California are 
described here. Also available is'| 
data on the farm market of central | 
California. Farm income, livestock 
income and percentage of total U. | 
S. shipments of important crops 
are given. The two pieces are | 
available from KFRE-Radio. 


In the San Francisco area, there’s“a kin-\\ 
ship between the city’s “better things” and \ : 
the area’s industry. Support for San Fran- 
cisco’s great opera season, for example, 
comes from the ranks of both labor and 
management; both have money to spend 
and spend it for “the better things”... . 


No. 3258. California-Oregon Tele- 
vision Sales Brochure. 


Information on 13 counties in| 
northern California and Oregon) 
is included in this booklet by 
Smullin TV Stations. Population 
figures, persons per family, num- 
ber of families, retail sales and | 
consumer spendable income per) 
family are included. 


No. 3276. Santa Barbara File Fold- 

er. | 

This folder contains pertinent | 
information on population, retail , j 
sales, income, retail outlets, service | 
connections and auto registrations 
in the Santa Barbara area. It is 
issued by the Santa Barbara News- 
Press. 


No. 3259. KABC-TV Data Sheet. 

General market information for 
Los Angeles is given in this fact 
sheet by KABC-TV. Population, 
families, retail sales, food and drug 
sales and effective buying power 
are included. 


No. 3260. KFMB-TV Data Sheet. 
Data on population, families, 


-»<AND THE 
/ BETTER THINGS 
THEY SEE ON (P| cBs-tv 


The huge new Ford assembly plant at 
Milpitas contributes over a million dollars 
a month to the metropolitan area’s 


In this responsive area, full CBS program- annual payroll which grows like this: 


ming and highest-rated local productions 
give the KPIX advertiser a remarkably 
high response potential. Ask your Katz 
an for the whole KPIX story. 


1945: $825,000,000 


WBZ-WBZA » WBZ-TV, Boston 


food and drug sales, automobile KYW « WPTZ, Philadelphia 

sales, farm income and effective KOKA KDKA,-TV, Pinbures 

buying power for San Diego is WOWO, Fort Wayme 

available in this fact sheet by! KEX, Portland 

KFMB-TV. Represented by Free & Peters, Inc. 
KPIX, San Francisco 

No. 3261. KGO-TV Data Sheet. SAN FRANCISCO, CALIFORNIA Represented by The Katz Agency 

KGO-TV publishes this fact Affiliated with CBS Television Network 
sheet on San Francisco. Families, | Represented by the Katz Agency 


retail sales, automotive sales and’ 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


ulation, dwelling units by income, 
retail sales, manufacturing and 
employment. It is issued by the 
Los Angeles Herald-Express. 


No. 3267. The Greatest Sales Gold 
Mine in the World! 


A breakdown of retail sales in 
Los Angeles is available in this 
folder by the Los Angeles Herald- 
Express. Food and drug store sales 
plus package liquor store sales are 
included. 


No. 3270. Food Market Data. 

This booklet contains informa- 
tion about the head buyers, ad- 
vertising and promotion managers, 
warehouse facilities and policies of 
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That’s the mighty Mountain West market. 


KSL-TV’s mountain-top transmitter really #) 
/ delivers this market, too. Its signal reaches s 
) people living—and buying—in a 39-county, 
{ four-state area. Be an early bird. See how 


KSL-TV can help you sell the Mountain 
West best. Call CBS-TV Spot Sales, or \ 


KSL’TV 


Salt Lake City 


the key grocery chains and buy- 
ing groups in Colorado, Wyoming, 
Western Kansas, Western Ne- 
braska and Northern New Mexico. 
It is issued by the Denver Post. 


No. 3265. Los Angeles Drug Map. 

This map, by the Los Angeles 
Herald-Express, shows the loca- 
tion of the major drug chain out- 
lets in Los Angeles. 


No. 3278. Los Angeles Market Li- 


quor Bulletin. 

An eight-page analysis of the 
Southern California liquor market 
is presented here by the Los An- 
geles Herald-Express. The bro- 
chure contains a tabulation of ex- 
cise stamp payments, county by 
county, distributor by distributor, 
to give the pattern of liquor dis- 
tribution in 11 southern California 
counties. 


No. 3279. How Big is Big? 

This brochure is a comparison of 
Los Angeles with other national 
markets. It indicates that five ma- 
jor markets could be set down to 
match the five major trading areas 
of Los Angeles County. It is is- 
sued by the Los Angeles Herald- 
Express. 


No. 3280. California Distilled Spir- 
its Excise Tax Payments. 

This is a listing of distilled spir- 
its excise tax payments by months 
and districts for 1953 in California. 
It is issued by the San Francisco 
Call-Bulletin. 


No. 3281. This Is Los Angeles— 
Your Blue Chip Market. 

A 20-page booklet describing the 

growth of Los Angeles includes in- 


formation about food and drug 


sales, homebuilding, industrial de- 
velopment and automobile sales. It 
is issued by the Los Angeles Her- 
ald-Express. 


No. 3438. Riverside, California—an 
Independent Market Two Hours 
From Los Angeles. 

This brochure contains informa- 
tion including population, buying 
power, industry and retail grocery 
data about the San Bernardino- 
Riverside metropolitan area. Is- 
sued by the Riverside Press and 
Enterprise. A revised report will 
be issued in June. 


COLORADO 


No. 3012. KKTV File Folder. 

This file folder contains a cover- 
age map and complete station data 
for KKTV, Pueblo. It includes data 
on tv sets in use in counties cov- 
ered and standard market data for 
the coverage area. 


No. 3013. KOA-TV Market Data. 
This county-by-county market 
data, taken from “Consumer Mar- 
kets, 1955,” shows population, 
spendable income, retail sales (to- 
tal and by category) and farm 
market data for Denver area. Pre- 
pared by KOA-TV, Denver. 


No. 3014. Pantry Surveys. 


This pantry survey series was 
developed by Research Services 
Inc., Denver, on dog food, beer and 
hot cereal. It is issued by KOA-TV, 
Denver. 


No. 3015. Gold Rush Market Data. 


This data sheet contains facts 
on population, buying income, re- 
tail sales, drug sales, furniture, 
house and radio sales, food sales, 
automotive sales and general mer- 
chandise sales in Colorado Springs. 
Prepared by KVOR, Colorado 
Springs. 


No. 3016. Statistics About Colorado 
Springs. 

This brochure carries informa- 
tion on air lines, theaters, assessed 
valuation, transportation, munici- 
pal data, climate, financial, hotels 
and motor courts, industry, news- 
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Advertising Age, May 16, 1955 


papers, population, postal receipts, 
radio stations, telephones, and 
trade area data for Colorado 
Springs. Issued by the Colorado 
Springs chamber of commerce, 
and available from the Free Press. 


No. 3271. Two Great Empires. 
This 48-page booklet describes 
the market covered by “Empire,” 
the magazine of the Denver Post. 
Breakdowns of retail sales and ef- 
fective buying power of Colorado, 
Denver and Wyoming are included. 


No. 3282. The Denver Post Empire 
Magazine Market. 


Here is an eight-page study of 
population, sales and coverage of 
the Denver Post “Empire” maga- 
zine market. A listing of the prin- 
cipal independent and chain gro- 
cery stores in Colorado is included. 


No. 3439. General Information and 
Statistics on Pueblo. 

Factual information about busi- 
ness and industry and living costs 
in the Pueblo market. Published 
by the Pueblo Chamber of Com- 
merce, a new edition is now being 
compiled. 


No. 3440. Retail Sales by Business 
Class of Pueblo County and 6- 
County Pueblo Retail Market. 

This report lists retail sales by 
business class using U.S. Census 
of Business as a format. It deals 
with 1954 figures. A revised edi- 
tion will be published in July by 

Pueblo Star-Journal and Chief- 

tain. 


No. 3451. KOA-TV Leads the Way 
to Greater Sales Increases in 
the Booming Denver Market. 


A complete description of the 
economic situation in Denver for 
1954 is available in this booklet 
by KOA-TV. Retail sales, popula- 
tion, drug, automotive and gener- 
al merchandise sales and effective 
buying power are included. 


No. 3452. KOA-TV Data Sheet. 


This fact sheet by KOA-TV con- 
tains information on population, 
families, retail, food and drug 
sales in Denver. 


CONNECTICUT 


No. 3017. News About Hartford 
and Connecticut. 

This brochure describes the size 
of the Hartford market in dollars 
and area, total retail sales by 
counties, comparison with other 
northeastern markets, county sales 
rank, per capita and earned buy- 
ing income figures. Included are 
pictures of shopping areas in 
greater Hartford and northern 
Connecticut cities. Issued by the 
Hartford Courant. 


No. 3272. Like An Umbrella. 


This folder presents a county- 
by-county analysis of retail sales, 
population and effective buying 
power in Connecticut. It is issued 
by WKNB-TV. 


No. 3273. WKNB Dedication Book- 
let. 


This publication by the New 
Britain Broadcasting Co. includes 
information on the size of the 
market, population, buying power 
and market significance of Con- 
necticut. 


No. 3283. The Bridgeport Market. 


The Bridgeport Post-Telegram 
has available this folder giving 
compiete information on popula- 
tion, sales, industry and employ- 
ment and comparative sales posi- 
tion for Bridgeport. 


No. 3300. Greenwich, Conn., No. 1 
Market in Nation’s 5th Richest 
County. 


An eight-page report which in- 
cludes commodity sales figures for 
all merchandise groups, effective 
buying income of Greenwich 
County and sales per family as 
well as circulation and readership 
information on the Greenwich 
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No. 3301. Fairfield County Fair 
Reader Marketing Study. 

This report contains four pages 
of data on the buying habits and 
interests of readers of Fairfield 
County Fair, giving information on 
income, car ownership, family 
size, travel plans, vacation habits, 
charge accounts, trips to theater 
and opera, types of merchandise 
bought and where bought. Avail- 
able from Fairfield County Publi- 
cations, Fairfield, Conn. 


No. 3302. Radio in Fairfield Coun- 
ty. 

Summary of market data for the 
station’s basic listening area, giv- 
ing totals on family income, per 
capita income, retail sales, popu- 
lation, etc., as well as_ station 
WICC coverage. Available from 


Bridgeport Broadcasting Co., 
Bridgeport, Conn. 
DISTRICT OF COLUMBIA 


No. 3962. Appliance Brand Survey. 

This survey is an annual brand 
analysis of major appliance prefer- 
ence in the Washington market. It 
shows preference by economic 
groups as well as usage in 1954 
compared to the previous year. 
Published by the Washington Post 
and Times-Herald. 


No. 3963. New Passenger Car Reg- 
istration. 

This 12-page booklet shows a 
breakdown of auto registration, 
by income groups, in the District 
of Columbia. The booklet also 
shows new car sales from 1948 to 
1953 and rank of makes by sales 
for the same period. Issued by the 
Washington Post and Times-Her- 
ald. 


No. 3964. Brand Survey—Pantry 
Inventory. 

The Washington Post and Times- 
Herald’s survey shows brand pur- 
chases of types of grocery prod- 
ucts, comparing one year with 
past year purchases by income 
groups as well as 1954 usage of 
specific brands of food products. 


FLORIDA 


No. 3274. Miami Daily News Fact 
Book. 

Complete information on Miami 
is presented in this book by the 
Miami Daily News. Figures on 
population, households, urbanized 
populations disposable income, 
food store sales, retail sales, radio- 
tv stores, etc., are included. 


No. 3275. Daytona Beach. 

This is an eight-page brochure 
about Daytona Beach by News- 
Journal Corp, It contains informa- 
tion about population, retail sales, 
location, year ’round market, cir- 
culation, grocery and drug route 
lists and important retailing facts. 


No. 3284. The Tampa Tribune and 
Its Influence on Florida’s| 
Dynamic West Coast. 

This color brochure contains a 
complete description of the Florida 

West Coast market area with in- 


formation on population, income, 
industry, sales, and comparative | 
position in the state and national | 
economy. It is issued by the Tampa | 
Tribune. 


No. 3285. WLAK—Lakeland Mar- 
ket. 

Population and sales figures for 
Lakeland are given in this fact 
sheet by WLAK. Also included are 
family buying income, farm in- 
come, number of persons employed 
and sales of citrus fruits and phos- 
phates. 


No. 3286. WGBS-TV Ready Refer- 
ence Summary. 

This four-page folder contains 
information on population and re- 
tail sales plus an economic back- 
ground for Miami and the South 
Florida market. It is issued by the 
Katz Agency Inc. 


No. 3287. WSB-TV Data Sheet. 
This is a fact sheet by WSB-TV 
containing figures for population, 


families, retail sales, food and drug 


sales in Atlanta. ' 


No. 3304. St. Petersburg Times 

Market Guide. 

This binder contains separate) 
pages highlighting market facts) 
for the St. Petersburg area. Each 
page is updated as new facts and 
figures become available. Pub- 
lished by the St. Petersburg Times. 


No. 3303. Story of a Great City 
and a Great Market. . . Jack- 


sonville Plus! 

Statistical review of the Jack- 
sonville, Fla., market giving popu- 
lation characteristics, product 


|manufacture, growth indices, and 


other data. Published by the 
Florida Times Union. 


No. 3305. Daytona Beach. 

Issued by the News-Journal, 
Daytona Beach, this eight-page 
brochure summarizes data for the 
resort city’s “year ’round market.” 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


presen | WEST COAST 
No. 3018. This Is Channel 4, Co- ’ 
vat elage = PUBLISHERS’ REP. 


| This folder presents market data 
| for the WRBL-TV, Columbus, Ga.., 
coverage area, including popula- 
_ tion, families, retail sales and ef- 
| fective buying income individually | 


Coastwide organization with 
advertising 


References, full details. 

WILLIAM A. AYRES CO. 

233 Senseme $t., Sen Francisce 
YUkon 6-2981 


a 


— ———— 


| ABE 


Hardcastle Motor Company of Goodlettsville, 
Tenn., decided recently to take an experimental 
flyer on Channel 4 daytime advertising—“‘just to 
see what would happen.” Purchased: the 12:15 
p.m. news program with Ralph Christian, one 


day a week. 


So what did happen? 


Here’s what Owner- 


Manager Dock Hardcastle reports: 


“After just our first and second broadcasts we 


received calls, letters and showroom visits from 
people all over Middle Tennessee and Southern 
Kentucky. After the second broadcast alone, our 
salespeople were answering telephone calls for 
more than thirty minutes. One customer pur- 
chasing a car on an outright sale said he didn’t 
know we existed before he saw our program on 
television. Weare amazed at the action we have 
obtained with this limited schedule on a daytime 
TV news presentation, and as a result we have 
extended our contract indefinitely.” 


For further proof of the daytime selling power of Channel 4, 
contact WSM-TV’s Irving Waugh or any Petry man. 


cuanne. 4 WSM-TV 


Clearly Nashville’s #1 TV Station! 
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Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


portrayed for each county. Also, 


ket in northern Illinois. A map of 


presented is an area map for the the market is included, together 
total coverage area of WRBL-TV,| with a listing of important indus- 
comprising 48counties, with simi-|trial facilities, population, retail 
lar market data for each area. sales, and transportation. Prepared 
No. 3288. What Makes an Area Sta- by West-Holliday Co. for Copley 


tion in Television? 
Atlanta market data for 1950 is 
compared with 1954 in this booklet 


by WSB-TV. Population, families, | 


retail sales, food, drug and auto- 
motive sales are compared to show 
how the area has grown in four 
years. 


No. 3289. Atlanta Product Study— 
Report 1. 

This report shows brand rank- 
ings of instant and regular coffee, 
headache remedies, milk, soft 
drinks and bread in the Atlanta 
area. The report is based on 526 
telephone interviews by the Cros- 
ley Broadcasting Corp. 


Northern Illinois Newspapers— 
(Aurora Beacon-News, Elgin Cou- 
rier-News, Joliet Herald-News). 


No. 3021. Coverage Map and Mar- 
ket Data. 

This coverage map and market 
data, issued by WMAY, Spring- 
field, contains data on population, 
households, radio homes, retail 
outlets, farm market, retail sales, 
food sales, auto sales, drug sales, 
buying income, etc., for the sta- 
tion’s coverage area. 


No. 3022. The Decatur, Ill. Story. 

This is a study of Decatur’s in- 
dustrial expansion and its effect 
on retail business. Included are a 


eS RR < PR 
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map of the new official Decatur'No. 1 Sunday market outside of | No. 3307. Peoriarea . . . $630,000,- 


10-county trading’ area, compara- 
tive study of retail] sales in leading 
Illinois markets, tabulation of pop- 
ulation, retail sales by classifica- 
tions, and newspaper circulation 
in the trading area for the Decatur 
Herald and Review, which issued 
the study. 


No. 3024. Standard Market Data— 
Decatur, Ill. 
Conforming with the standard 


market data forms of the Ameri-| ots « 
can Assn. of Advertising Agencies, | Springfield, prepared by 
Holliday Co. Includes data on re- N 


this folder includes a map of the 
Decatur trading area, data on re- 
tail, wholesale and service trades, 


Chicago” by this brochure. It is 
issued by Illinois Color Comic) 


000 Market. 
Published in January by the 


Group, made up of three Lindsay- Peoria Journal Star, this folder 
Schaub newspapers—the Decatur contains county-by-county sum- 
Herald and Review, Champaign- maries of essential data on the 


Urbana Courier and East St. Louis | 


Journal. Includes cost per thou- 


sand comparisons. 


No. 3025. Springfield, Ill—Capital 
City. 


Peoria market. 
No. 


3308. Bloomington-Normal, 
Ill., Standard Market Data. 
This file folder includes basic 


market and media data on the 


This is a coverage map for the Bloomington area of north central 


tail sales for Springfield and sur- 
rounding counties, number of 


retail outlets, real estate, public dwellings, with circulation com- 
utilities, banks, plus a list of man-| parisons. 


ufacturers. Issued by the Decatur 
Herald and Review. 


No. 3023. The Illinois Color Comic 
Group. 

This folder includes population, 
sales and circulation data on the 
Decatur-Champaign-Urbana-East 
St. Louis market, called “Illinois’ 


No. 3306. Remarkable Rockford. 
This 12-page brochure gives 

complete market statistics on 

Rockford and its 13-county trad-| 


| Illinois State Journal and Register, | Illinois. Issued by the Daily Pan- 
West tagraph, Bloomington. 


0. 3310. Concentrate in Cook! 
This four-page brochure ex- 


presses as percentages Cook Coun- 
ty’s share of the five-county Chi- 
cago metropolitan market with re- 
gard to population, 
‘various sales categories. Published 


income and 


in March by the Chicago Sun- 
Times. 


ing area in northern Illinois and|No. 3309. Chicago Defender Sec- 


southern Wisconsin. Issued by the 
Morning Star and Register-Repub- 
lic, Rockford. 


ond Consumer Market Survey. 
Published in April by the Chi- 
cago Defender, this brochure gives 


No. 3290. Atlanta Product Study— 
Report 2. 

This report shows brand rank- 
ings of frozen vegetables, frozen 
juices, household cleansers, toilet 
soaps, soaps and detergents and 
beer in the Atlanta area. It is based 
on 358 telephone interviews by the 
Crosley Broadcasting Corp. 


They thought the Parson 


No. 3291. Atlanta .. Now a City of 
808,853 People. 

Data for 1950 and 1954 are com- 
pared to show the growth of met- 
ropolitan Atlanta. Figures for pop- 
ulation, number of families, ef- 
fective buying income, per capita 
income and retail sales are in- 
cluded. The folder is issued by the 
Atlanta Journal. 


ILLINOIS 


No. 3019. Rockford, Ill. 

This is a 20-page illustrated 
booklet describing the Rockford 
market and its state and national 
status. Data includes income, home 
‘| ownership, retail sales, plus a cov- 


A typical example of the warm, 
friendly personal salesmanship — which 
Better Homes and Gardens has succeeded in 


recreating in a modern 4,000,000 


circulation magazine 


"SS 2 aS as ee 


WHEN that most famous of all early American book 
sellers— Parson Mason L. Weems—took his seat by the 


hearts and minds even though we’ve boomed to 4,000,000 
circulation, ABC. 


erage map for WROK, Rockford, 
which issued the booklet. 


No. 3020. The First Market in IIli- 
nois. 
This brochure describes, in 
words, figures and pictures the 
Aurora-Elgin-Joliet “3-in-1” mar- 


family fire, it was far more than a sales call. It was a 
hugely welcome event. 


For the good Parson not only had fascinating goods to sell 
— including his own “Life Of George Washington’ — but he 
himself was a fascinating character with a fund of entertain- 


Because, people read Better Homes and Gardens not 
for mere entertainment, but for the sound, practical 
purpose of finding how to lead richer, fuller family lives. 


They get exactly what they’re looking for, as page after 
page shows them what to do, how to do it, and what to 


) ing and illuminating information on a whole raft of subjects. 


AVAILABLE NOW 


buy to do it with. The natural result is that they explore 
advertising pages to know whose to buy, under the warm 
atmosphere of this Friend of the Family. 


Easy to understand, then, why the folks along the highways 
and byways of our newly united states gave him such a 
warm welcome. And why, through making himself so im- 
portant to them, he was able to make his merchandise so 
important to them and to their neighbors. 


It is also a natural result that they lend copies to relatives 
and friends, so that millions of copies do double and 
triple duty in neighborhoods throughout the land. 


NEw 1955 


. iquor 
Bm) study 


All of which helps explain why our advertisers keep re- 
porting sensational pull, immediate and long-term. 


* * * 


Orthana, you might regretfully think that those days 


That’s why so many advertisers, facing the challenge of 
are gone forever. You might venture to say that the good, 


rougher competition, insist on giving Better Homes and 


old-fashioned salesmanship— which enhanced your prod- Gardens a prominent piace in their plans. They’re all in 
uct’s virtues with an atmosphere of friendship and warmth favor of a homebody magazine that pleasantly passes 
@First published data | and trust—has been completely replaced by mass dis- hour after hour with their customers, and sells their 
showing year - to - year tribution and impersonal mass selling. ‘ 
&g brond performance in ) d impersona g products in such a trusted background. 
mae Sonos Ou Chie’ But not in our book. Yes, they’re happy to know that Better Homes and 
=" For we still keep wending our way into our readers’ Gardens is one of the family in 4,000,000 homes. 
ix ® Both retail and whole- 


ait Mk with heank. MEREDITH PUBLISHING COMPANY, Des Moines. lowa 
‘ 

downs for fifths arid 

pints, are shown for 


1953 and 1954 


@Source of all figures 
contained in the report 
is Ohio Department of 
Liquor Control 


one of the family 
4,000,000 
copies strong 


® For your copy contact your 
Scripps-Howard Representative or: 


the Cincinnati | 
Pp ost | 


"| ROBERT K. CHANDLER 
WM Manager, General Advertising 
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and brand preferences of Chicago’s 
600,000-plus Negro market, with 
annual income of nearly $1 bil- 
lion. 


No. 3501. WICS Market Analysis. 

This is a county-by-county 
analysis of the area serviced by 
WICS, Springfield. It includes pop- 
ulation, percent of coverage, num- 
ber of families both urban and 
farm, spendable income, retail’ 
sales of the counties included in 
WICS coverage. 


No. 3502. Coverage Map. 

This coverage map for WICS, 
Springfield, carries data on homes, 
population covered and annual re- 
tail sales. 


covering data on trucks, autos, 
population, radio homes, effective 
buying income, retail sales, food 
sale and drug sales in a county 


data on the buying-living habits! breakdown for the 285 counties in 


the WLS, Chicago, area. 


No. 3504. Quad-Cities . . . One of 
the First 100 Markets. 
This is an eight-page folder in 
‘two colors showing an airview of 
the Quad-Cities (Rock Island-Mo- 
line, East Moline, Ill., and Daven- 
port, Ia.). It indicates ranking 
position of the Quad-Cities in pop- 
ulation and six retail sales classi- 
fications among the 165 U.S. stand- 
ard metropolitan county areas. It 
outlines retail and wholesale gro- 
cery business for the area and cir- 
culation coverage of the Rock Is- 
land Argus and Moline Dispatch. 


No. 3505. 1954 Illinois Consumer 
Analysis. 
This is a consumer study of 


cery classifications, toiletries, gas- 
oline, electrical appliances, radio 
and television. It is a part of a 
research study made by nearly 


20 dailies in Illinois. Issued by the | Aiveiigble Market Data—Local 


Rock Island Argus and Moline Dis- 
patch, 


To secure copies of data listed, use the handy coupons 


4 . Standard Market Dat ; ; ate 
sa a> calle, Iu. _ with basic sales data. It is issued 


This includes a map of the by the Springfield Illinois State 
trading area, facts of Galesburg, | °U7"4! & Register. 
economic conditions, industries, re- 
tail outlets, retail and wholesale 
sales. It is issued by the Galesburg 
Daily Register-Mail. 


No. 3509. Basic Market Data on 
WREK-TV Primary Coverage. 
These mimeographed sheets give 
county-by-county breakdown on 


No. 3507. The Highest Spendable population, households, consumer 


; . . |spendable income, income per 
as, Any IUimols household, total retail sales, total 


This four-color map _ shows sales per household, food, drug, 


: ‘ farm population, etc., in the cover- 
Wheaton with trading area, retail 
sales, retail sales per household, age area of WREX-TV, Rockford. 
and income. It is issued by Inland INDIANA 
Newspaper Representatives Inc.,| 
Chicago, for the Wheaton Daily No. 3026. Industrial Survey of 


No. 3503. The WLS Major Coverage | brand preferences and buying hab-| journal. | Peru, Ind. 
Area Market. its of local residents. Brand pref- : This study includes a descrip- 
This study is issued continuously, |erence study includes special gro-|No. 3508. _ Springfield—Illinois’ tion of population, labor force, 


Capital City. ‘government, finances, utilities, 

This is an illustrated brochure and transportation facilities for 
giving data on the _ 11-county| Peru, Ind. It is issued by the Peru 
Springfield market area, together Daily Tribune. 
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No. 3027. Principal Industries of 
Peru, Ind. 

This is a listing of industries in 
Peru: what is produced and how 
many are employed in each indus- 
try. It is prepared by the Peru 
Daily Tribune. 
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representing Media, 
serving Advertising 
Agencies & Adver- 
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New York — 
Chicago 
Detroit 
Dallas 
Atlanta 
Charlotte 
St. Louis 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3028. Coverage Map. 


Information given in this map | 
is for seven counties in northwest- | 


ern Indiana and four counties in| WFBM-TV, Indianapolis, are data No. 3033. Michigan Cityland. 


northeastern Illinois. Data _ in- 
cludes population, autos regis- 
tered, total income, retail sales in 
15 categories, farm population, 
number of farms, value of farm 
products sold. All figures are ex- 
clusive of Chicago. It is issued by 
Radio Station WWCA, Gary, Ind. 


No. 3029. Lafayette Is Here. 


This brochure is a complete re-| 
port of the nine-county primary | 
market and of the Lafayette Jour- | 
nal and Courier, plus a circulation 
breakdown for each county. Data 
for each of the nine counties is on 


population, families, effective buy-_ 


ing income, retail sales, food sales, | 
general merchandise sales, furni- 
ture-house-radio sales, automo- 
tive and drug sales. 


‘No. 3030. The WFBM-TV Service. 
Area. 


Along with coverage map for 


‘on population, households, total | 
retail sales, food store sales, auto- 
motive sales and drug store sales 
plus tv set sales by counties. 


No. 3031. The South Bend Tribune N°. 3034. WOWO Manual. 
Bulletin—Current Market Con- ' 
ditions, South Bend, Ind. | 


This is a monthly report on em-| 
ployment, industrial power, post 
‘office receipts, transportation and 
per cent of change from previous 
month. Includes news paragraphs 
describing economic conditions in 
the area. Issued by the South Bend | 
Tribune. 


No. 3032. WSBT—The Voice of | 
Test Town, U.S.A. 
This is a market book with fig- 


ures on population of WSBT’s| 


| the country. 


Data are kept up to date. 


plus sales figures for food, furni- 


building and general merchandise. | 


It shows comparative rank of the | 


| WSBT primary listening area with | © 


A special folder of market data, 
which the News, Michigan City, 
Ind., makes up on each request. 


Data for a 13-county area on 
population, radio homes, estimated 
sets, automobile registrations, in- 
come and retail sales are presented 
along with coverage maps, mail 
studies, success stories. Prepared 
by WOWO, Fort Wayne. 


No. 3975. Golden Zone Book. 

This contains information help- 
ful to advertisers and agencies in 
‘evaluating the Fort Wayne, Ind., 
market from the viewpoint of ad- 
vertising and merchandising plan- 
ning. It is published annually in 
June by the Fort Wayne News- 


How Would You Feel IF 
Your Product Was 


BANNED IN BOSTON? 


Yes, suppose you were not allowed to 
advertise and promote your product in 
any way in the City of Boston! 


Actually you are imposing upon yourself 
a restriction 5 times that great if you are 


iPS x. 
2 Ste | EES f 
2, 


\radio coverage area by counties, | Sentinel and Journal-Gazette. 


ture, drugs, gasoline, autometive, | No. 


3976. Maps and Brochure. 
These maps and brochures, to be 
| published by WFAM Inc., Lafay-| 


aes Rane ole er a 8S OSE OEE OS RS EE 


| 
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principal grocery classifications in 


|35 stores in Fort Wayne and Allen 


ette, Ind., on June 1 for WFAM- TV | 


and WASK, will carry data on re- 
tail sales, income, population, pros- 
perity indices and coverage data. 


No. 3311. Terrific Sellers... 

An eight-page file-size brochure 
containing map and market data 
on the Terre Haute market. Pub- 
lished by the Terre Haute Trib- 
une-Star. 


No. 3510. Coverage Map and Mar- 
ket Data. 

This study includes the num- 
ber of u.h.f. tv families in the 
Notre Dame area covered by 
WNDU-TV. Other data covers 
total families, total population, ef- 
fective buying income per family 
and per capita, retail sales, etc. 


No. 3511. Little Red Barn. 

WOWO, Fort Wayne, prepared 
this booklet giving market data on 
farms in its coverage area, in- 
cluding number of rural farms 
and non farms, rado sets in homes, 
car radios, gross farm income with 
per farm average, autos owned, 
etc. 


not using The WORKBASKET as an advertising medium. Yes, according to the 1950 
census the Boston population was 801,444, yet the population in The WORKBASKET 
subscriber households alone is 4,050,000, or more than 5 times that of Boston. Don't keep 
banning your product from this terrific market of proven all-women buyers! Get all the 
facts today from your nearest Workbasket representative or direct. 


The WORKBASKET 


A MOOD ER N 


SA RSS OR eee. Fs 


543 Westport Road 
Kansas City 11, Missouri 


PS a a -2 


a Ve ae 


‘igan market covered by 
Fort Wayne, with coverage maps, | 
‘mail maps, competitive informa-| 
tion and comparisons and success | 


No. 3512. WOWO Market Statis- 
tics. 
This is a brochure on the 82- 
county Indiana, Ohio and Mich- 


stories. 


No. 3513. Weekly Food Bulletin. 
| This is a newsletter issued each 


County, together with the sale of 
principal drug items in these 35 
stores. It is issued by Fort Wayne 
Newspapers for the News-Senti- 
nel and Journal-Gazette. 


No. 3515. The Balanced Market Is 

Crawfordsville. 

This is a three-color map show- 
ing Crawfordsville, with trading 
area; consumer spendable income, 
retail sales, retail stores, balance 
of industry and agriculture in 
Crawfordsville, typical industries 
and annual payroll. Issued by In- 
land Newspaper Representatives 
Inc., Chicago, for the Crawfords- 
ville Journal & Review. 


No. 3516. Standard Market Data 
for Bedford, Ind. 

This is a four-page file folder 
of market data covering popula- 
tion, family statistics, labor condi- 
tions, retail and wholesale trade 
and other data. Issued by the Bed- 
ford Daily Times-Mail. 


No. 3517. Coverage Map. 

This is a data sheet, issued by 
WWCA, Gary, giving data on its 
radio audience, auto registrations, 
income, all retail sales and on the 
farm market in its coverage area. 


No. 3518. Standard Market Data 
for Logansport, Ind. 
This is a four-page file folder 


of data on population, families, 


wowo, ‘retail and wholesale trade, labor 


| conditions, etc., 
| Logansport 
Press. 


prepared by the 
Pharos-Tribune & 


|No. 3519. Indiana’s Second Lar- 
gest City Corporate Area. 
This booklet oe the fact 


of interest to the food trade, 


in-|corporate area is Indiana’s sec- 


‘cluding general business- political | ond largest in income, population 


“news, together with a listing of) and sales. 


Issued by the South 


‘products currently advertised in Bend Tribune. 


the Fort Wayne News -Sentinel | 
‘and Journal-Gazette, which issue 
the letter. 


No. 3520. Current Market Data... 
the South Bend, Ind., Market. 
This is a 53-page booklet con- 


No. 3514. Monthly Grocery & Drug taining complete detailed informa- 


Inventory. 


ition on the South Bend-Mishawa- 


| “This is an inventory, issued ev-|ka corporate city area. It describes 


ery 26 days, 


oa 


WIN WITH THE WINNEF 


“BEST PREMIUM” AWARD T0 POPPER ! 


The Premium Industry Club a awarded Wm. C. Popper & Co. ‘top honors 
as producers of ‘The Best Premium of The Year’ at the Premium Exposition - 
Chicago, April 20, 1955! We are 

_ justifiably proud to have conceived, — 
developed and printed the winner, | 
which is a series of 4-color educa- — 


SERIES AVAILABLE on 


pa eel wea 
offer you the Scnculedort? “Best P . 
lee torcdic oer woraeres 


AWARD-WINNING “OLD GLOR) 


franchise basis to a limited number of 
users. They are Proven successes, deliv- 


an exclusive 


see us in 


BOOTH 51 


NATIONAL 


Litany 


EXPOSITION, 
CHICAGO 


on movement of industrial 


= 


diversity, population, 
income and buying power, retail 
‘sales, newspaper and magazine 
‘circulation, employment, distribu- 
tion. and marketing cooperation. 
Prepared by the South Bend Trib- 
une. 


No. 3521. Sunday Magazine Read- 
ership Study. 


This is a report on a continuing 
readership study of a complete is- 
/sue of South Bend Tribune’s Sun- 
fe Magazine, including advertis- 
ing 


No. 3522. Current Market Condi- 
tions—South Bend. 

This report is issued monthly by 
the South Bend Tribune and in- 
cludes local business indices and 
data, compared with the same 
month in the previous year. Also 
reports events which have bearing 
on the city’s economy. 


No. 3523. Indianapolis Trading 

Area Market Data Book. 

This book contains consumer 
data, income projections, retail 
Sales data, shopping center infor- 
‘mation and circulation figures of 
the Indianapolis Star and News in 


‘wi \the 45-county Indianapolis trad- 


‘ing area. 


No. 3524. The 1955 Indianapolis 
Consumer Analysis. 
Ths is an analytical study of 
buying habits, brand preferences, 


2 dealer distribution and ownership 
|in the Indianapolis market. It is 


issued by the Indianapolis Star 
and News. 


IOWA 


No. 3035. Standard Market Data 
for Keokuk, la. 

This folder gives all facts geo- 
graphically and otherwise of Keo- 
kuk’s retail trading zone; indus- 
tries located in Keokuk with num- 
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' Television Co., 


Advertising Age, May 16, 1955 


ber employed; major towns in re- 
tail trading zone; complete family 
Statistics, with newspaper homes; 
labor conditions; bank data, ete. 
All issued by the Keokuk Gate 
City. 


No. 3036. KWPC Coverage Map 
and Market-Farm Data. 


Data for the top ten mail coun- 
ties in the coverage area of KWPC, 
Muscatine, including households, 
radio sets, auto registrations, in- 
come, payrolls, food stores, restau- 
rants, hotels, general merchandise, 
home furnishings, drug store and 
other retail sales, plus figures on 
farm are included with this cover- 
age map. 


No. 3038. Heartbeat of the Corn 
Country. 


Retail sales data and population 
for four states are given in this 
folder by Station KMA, Shenan- 
doah. Iowa, Nebraska, Missouri 
and Kansas are covered. 


No. 3039. Coverage Map. 

Market data, with emphasis on 
farm information, for Cedar Rap- 
ids plus the area covered by Sta- 
tion KCRG is given here. Sales of 
foods, drugs and a variety of gen- 
eral merchandise are contained 
here. 


No. 3040. KCRG-TV Coverage Map. 


Two coverage areas of KCRG- 
TV, Cedar Rapids, are described 
here. Retail sales for several cate- 
gories with special emphasis on the 
farm market are given. 


No. 3041. KCRG-TV’s New Cover- 
age of the Important Eastern 
Iowa Market. 

This booklet, by Cedar Rapids 
is a complete com- 
pilation of market statistics for 
Cedar Rapids, Waterloo, Dubuque 
and Davenport. Population, effec- 
tive buying income, retail sales and 
gross farm income are included. 


No. 3042. Facts and Figures About 
Cedar Rapids. 

The leading manufacturers and 
the number of people employed 
in Cedar Rapids are listed in this 
booklet by the Cedar Rapids Tele- 
vision Co. Also included are fig- 
ures on population, home build- 
ing, employment and labor and an 
analysis of retail sales. 


No. 3043. 1955 Market Facts of 
Eastern lowa. 

Figures for food sales, buying 
income and population are given 
in this booklet by the Cedar Rap- 
ids Gazette. The material given 
here covers Cedar Rapids plus 16 
Iowa counties. 


No. 3044 Des Moines Brand In- 
ventory. 

This booklet reports the stand- 
ing brand names of about 150 prod- 
ucts including food and groceries, 
household items, tobacco, drugs 
and toiletries, appliances, automo- 
tive products and farm products. 
Sheets on individual products or 
categories of products are avail- 
able from the publisher, Des 
Moines Register and Tribune. 


No. 3045. Iowa ... 2,600,000 People. 

This booklet gives a county-by- 
county breakdown of number of 
dwelling units, effective buying 
income, sales in a variety of cate- 
gories, number of farms and farm 
income in Iowa. It is issued by the 
Des Moines Register and Tribune. 


No. 3312. Clinton Standard Mar- 
ket Data. 

This standard file folder sum- 
marizes complete market data on 
the Clinton area of eastern Iowa 
and western Illinois. Includes map. 
Issued by the Clinton Herald. 


No. 3525. Selling Is Local in lowa. 

This folder contains a market- 
ing map of Iowa plus data on 
population, household, department 
and general store, food, drug, fur- 
niture and household, automotive 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


and total retail sales. It is pre- 
pared by the Iowa Daily Press 
Assn., Des Moines. 


No. 3526. So You’re Going to Be on 
WOI-TV. 
This is primarily a guide for 
performers, but contains policy, 
coverage, set count, mail response 


figures, facts about WOI-TV,}| 
Ames. 
No. 3527. WMT Radio—Ready 


Reference Summary. 


This is an.analysis of WMT’s 


daytime-nighttime coverage area 


Iowa), with market figures, cov- 


Rapids-Waterloo-eastern | 


erage maps, and facts about the) 
station’s services. 


No. 3528. 987 Miles West of Mad- | 
ison Ave. 
This folder contains such mar-| 
ket facts as population, house-| 
holds, total retails sales, food,) 
ldrug and automotive sales in the. 
‘coverage area of WMT-TV, Ced- 


‘ar Rapids. 
No. 3529. Ready Reference Sum- 
mary. 

Coverage map of KVTV, Sioux | 
City, synopsis of population and! 
sales figures for the coverage area; | 
-county-by-county breakdown of | 
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Over 60,000 Daily and 
Sunday Circulation 


im the 16 eastern Iowa 
counties that comprise the 
CEDAR RAPIDS MARKET 


Color Impact in Cedar 
Rapids — IOWA'S Top 
Quality Market! 


ROP COLOR is ane available in 
Rapids, with best possible color 
reproduction assured by recent installa- 
tien of a new Goss Headliner oress with 
ful! coler unit 

Celeor impact—the 


Full 
Cedar 


Eastern lowa market that” ra me th 
the country in per household income. 1th 
in wer household retail sales. 


Consumer Markets 1954) 


- Che. - 
Cedar Rapids 


(Source: 


~ Ongette— 


— CEDAR bok! IOWA - 


California’s Billion Dollar Valley lies inland — isolated from 
distant Coast cities by mountains. This independent, self- 
contained area is twice as big as Indiana, has more popula- 


tion than Oregon. 


Valley families have nearly $3% billion in buying power 
(more than San Francisco and Oakland combined), spend 
more money at retail than people in Kentucky.* You’re not 
selling California unless you’re selling this prosperous Val- 
ley. And to cover it in depth, you need the three Bee news- 
papers, each the strong local favorite in its part of the Valley. 


* Sales Management’s 1954 Copyrighted Survey 


M*Clatchy Newspapers 


NATIONAL REPRESENTATIVES . 


Billion Doetlar Vattey } 


4 NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS 


O'MARA & ORMSBEE 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


market facts; cities covered, ex- 
planation of type and scope of 
market, station facilities, etc. are 
contained in this folder. 


KANSAS 


No. 3293. Buy KEDD in Wichita to 
Increase Your Sales in Amer- 
ica’s 15th Richest Market. 


A breakdown of sales and pop- 
ulation of Wichita is provided in 
this booklet by station KEDD. 


No. 3292. KEDO Data Sheet. 


This fact sheet by KEDO con- 
tains information on population, 
families, retail sales, food and drug 
sales and comparative rank of 
Wichita. 


KENTUCKY 


No. 3313. Lexington Market Data. 


This ready reference folder 
summarizes basic data on the Lex- 
ington market area of central Ken- 
tucky. Includes map. Issued by the 
Katz Agency for the Lexington 
Herald-Leader. 


LOUISIANA 


No. 3046. YOU Can’t Lose in Baton 
Rouge. 

This folder gives 1953 retail sales 
figures, a business statement, and 
a breakdown of family income and 
buying power in Baton Rouge and 
surrounding area. It is issued by 
the Baton Rouge Chamber of Com- 
merce. 


No. 3047. Market-Newspaper In- 
formation. 


A list of retail and wholesale 
outlets for a variety of consumer 
goods in Baton Rouge is available 
from the State-Times & Morning 
Advocate. This publisher will also 
supply the folder, ““You Can’t Lose 
in Baton Rouge,” which is pub- 
lished by the Chamber of Com- 
merce. 


No. 3048. KPLC-TV, Lake Charles, 

La., The Louisiana Purchase. 

A complete description of the 
city of Lake Charles is available 
in this booklet. Population, retail 
sales, industrial payroll, bank de- 
posits, wholesale sales, port ton- 
nage, building permits and com- 
parative effective buying power 
are given. The booklet is issued 
by KPLC-TV. 


No. 3314. Lake Charles (KPLC- 
TV) Coverage Map. 


A capsule rundown of market 
data, together with a map of the 
Lake Charles area of coastal Lou- 
isiana, is printed on this sheet is- 
sued by KPLC-TV, Lake Charles. 


No. 3530. WSMB Serving the $5 
Billion New Orleans Market. 
In addition to a map showing 

the coverage of Radio Station 
WSMB, New Orleans, data is 
included on total population, num- 
ber of families, estimated radio 
homes, consumer spendable in- 
come, food, drug, general mer- 
chandise, automotive, etc. and 
total retail and wholesale sales, as 
well as farm data. 


No. 3531. KVOL Coverage Map 
and Data. 

Data include population, homes, 
radio homes, tv homes, farm popu- 
lation, and other farm data, plus 
data on French-speaking homes in 
the KVOL, Lafayette, coverage 
area. 


No. 3532. Shreveport Spendable 
Income Information. 

This is a reprint of a news ar- 
ticle covering spendable income, 
retail sales and population for 
Shreveport. It shows national 
ranking and comparison to the na- 
tion’s average. Issued by Newspa- 


per Production Co. for the Shreve- 
port Times and Journal. 


No. 3533. Announcement of New 
Metropolitan Area as Desig- 
nated by Census Bureau. 


This is an announcement and 
definition of the newly estab- 
lished metropolitan area for 
Shreveport by the U. S. Census 
Bureau, and includes metropoli- 
tan retail sales and spendable in- 
come. Prepared by Newspaper 
Production Co. for the Shreveport 
Times and Journal. 


MAINE 


No. 3315. Maine Liquor Sales. 


This annual report prepared by 
the Bangor News lists all brands 
of liquor sold in Maine for the fis- 
cal year ending June 30, 1954, ana 
in what size bottle. Also gives to- 
tal dollar volume for each state 
store. . 


No. 3316. The Northeastern Maine 
Story. 


This eight-page brochure in- 
cludes a map and essential mar- 
ket data for the seven-county area 
covered by the Bangor News. 


No. 3534. 1955 Consumer Andalysis 


This is a brand preference study 
from the consumer point of view 
on _food products, beverages, 
soaps and allied products, home 
appliances and automotive, cos- 
metics, toiletries, etc. in the metro- 
politan Portland, Me., market. 
Issued by Guy P. Gannett Pub- 
lishing Co. 


No. 3535. Tale of Two Cities. 


Market information including 
payrolls, retail sales, income, pop- 
ulation, industries, radio families 
and operation of WLAM, Lewis- 
ton-Auburn, are included in this 
folder. 


No. 3536. Northeastern Maine is 
on the March! 


This is a resume of business 
outlook in Bangor, with a list of 
industrial and commercial con- 
struction projects ($150,000,000 
under way). Also sales and market 
potentials, etc., and circulation of 
the Bangor News. 


MARYLAND 


No. 3294. WBAL-TV Data Sheet. 

This fact sheet by WBAL-TV 
presents population, families, re- 
tail sales, food and drug sales in 
Baltimore. 


No. 3537. Cumberland Market 
Data Folder. 


This is a compilation of statis- 
tics showing the population, num- 
ber of families and the total buy- 
ing power in the Cumberland 
market area. It gives a compara- 
tive study of the coverage of the 
Cumberland market by the 
Times and News and other adver- 
tising media—national magazines, 
newspapers, radio, tv. Issued by 
the Times & Alleganian Co. and 
Story, Brooks & Finley. 


No. 3538. Circulation Breakdown 
Folder. 


This folder lists the principal 
communities in the Cumberland 
market area with the approximate 
number of homes and the circula- 
tion of the Cumberland Times and 
News in each. It is issued by the 
Times & Alleganian Co. and Story, 
Brooks & Finley. 


MASSACHUSETTS 


No. 3100. WMGT-TV Coverage 
Map. 

Published by Greylock Broad- 
casting Co., Pittsfield, Mass., this 
map shows coverage and summary 
market data for the area of west- 
ern New England reached by 


WMGT-TV, Channel 19, Pittsfield. 


Advertising Age, May 16, 1955 


No. 3101. Springfield, Mass., Liq-|partment of WBZ and WBZA,!No. 3114. WKNX-TV: First in 


uor Survey. 

Published in March, this bro- 
chure lists sales standing and dis- 
tribution of various liquors—by 
categories—in the Springfield 
market. Published by the Spring- 
field News, Union and Sunday 
Republican. 


No. 3295. Worcester Drug Folder. 


This folder by the Worcester 
Telegram-Gazette analyzes the re- 
tail outlets in Worcester as mar- 
kets for drug store products. 


No. 3296. The Worcester Market. 


An analysis of population, sales 
volume and sales position in the 
nation of Worcester is presented in 
this folder by the Worcester Tele- 
gram-Gazette. 


No. 3548. The Boston Market—40 
Cities and Towns Within 15 
Mile Radius of City Hall in 
Boston. 


Households, per capita wealth 
and distribution of newpaper cir- 
culation in 40 towns comprising 
the Boston city zone are shown in 
this sheet. Prepared by George A. 
McDevitt Co., New York, for the 
Boston Herald-Traveler. 


No. 3549. WBZ-TV Market Ad. 


This is a reproduction of an ad 
for WBZ-TV, Boston, showing 
statistics on population, tv homes, 
consumer spendable income, total 
retail sales, passenger cars, food 
sales, drug sales and automotive 
sales. 


No. 3539. WAAB Market Data and 
Rate Card. 


This rate card includes a cov- 
erage map for WAAB, Worcester, 
plus data on retail and food sales 
and income for the area. 


No. 3540. Worcester Market Drug 
Brochure. 


This is a brief description in 
words and photos of the retail and 
wholesale drug picture in the 
Worcester market. It indicates re- 
tail drug sales and other data. Is- 
sued by the Worcester Telegram- 
Gazette. 


No. 3541. The Fall River, Mass., 
Market 1954. 


This booklet contains all per- 
tinent market data on population, 
income, sales, automobiles, etc. 
Prepared by Standard Market 
Surveys, Springfield, Pa., for the 
Fall River Herald News. 


No. 3542. 1954 Retail Distribution 
of Automotive Products. 


The purpose of this study 1s to 
provide national and _ regional 
manufacturers and agencies with 
facts relating to retail distribution 
in Holyoke of automotive acces- 
sories. Issued by the Holyoke 
Daily Transcript. 


No. 3543. 1954 Survey—Retail Dis- 
tribution of Grocery Store 
Products. . 

This study gives facts relating 
to retail distribution in Holyoke 
of 548 brands of grocery store 
products. Issued by the Holyoke 
Daily Transcript. 


No. 3544. 1954 Retail Distribution 
of Beer and Wine. 


This survey gives facts relating 
to distribution of beer and wine in 
Holyoke. Issued by the Holyoke 
Daily Transcript. 


No. 3545. 1955 Retail Distribution 
of Hardware Store Products. 
Retail distribution of hardware 
and housewares products is cov- 
ered in this study by the Holyoke 
Daily Transcript. 


No. 3546. Summer Living—New 
England Style. 

This is a study of the New Eng- 
land summer market, its impor- 
tance to advertisers and the im- 
portance of radio in influencing 
and selling the summer audience. 
It is issued by the promotion de- 


| 


Boston. 


No. 3547. Distribution of Boston 
Sunday Papers in 40 Towns 
Comprising Metropolitan Bos- 
ton. 

In addition to circulation fig- 
ures in 40 towns of Sunday Bos- 
ton papers, data on per capita 
wealth and households are given. 
Issued by George A. McDevitt Co. 
New York, for the Boston Herald- 
Traveler. 


MICHIGAN 


No. 3102. Northeastern Michigan— 
Billion Dollar Income Market. 


Data on industry, farms, tour- 
ists in Saginaw, Bay City, Flint, 
Midland and all of northeastern 
Michigan is contained in this fold- 
er issued by WNEM-TYV, Bay City. 


No. 3103. Michigan’s Leading Out- 
state Market. 


This folder contains a large body 
of market data on the Lansing 
market area of central Michigan. 
Issued by the Lansing State Jour- 
nal. 


No. 3104. The Kalamazoo Market. 


Revised to include 1954 data, 
this folder contains general infor- 
mation as well as market and me- 
dia data pertaining to the Kalama- 
zoo market. Published by the Kal- 
amazoo Gazette. 


No. 3105. Basic Kalamazoo Mar- 
ket Data. 

Also published by the Kalama- 
zoo Gazette, this single sheet sum- 
marizes essential market informa- 
tion in capsule form. Includes area 
maps and 1954 statistics. 


No. 3106. Billion Dollar Western 
Michigan Market. 


Published in December, this 24- 
page brochure shows population 
figures, retail sales, circulation 
and other data by counties in a 25- 
county western Michigan area. Is- 
sued by the Grand Rapids Press. 


No. 3107. Washtenaw County Liq- 
uor Sales. 


This booklet published by the 
Ann Arbor News contains a cumu- 
lative annual report for 1954 on 
monthly liquor, cordial and wine 
sales by bottles in Washtenaw 
County, Mich. 


No. 3108. The Ann Arbor Market. 


Revised as of May 1, this folder 
covers basic market information 
for the Ann Arbor News circula- 
tion area, Washtenaw County, 
Mich. 


No. 3109. WJMS Coverage Map. 


Basic market data on the Iron- 
wood area of Upper Michigan and 
Wisconsin is given in the radio 
coverage map issued by WJMS, 
Ironwood, Mich. 


No. 3110. WWJ-TV Coverage Map. 


This coverage map published by 
the Detroit News includes detailed 
market data for counties in south- 
eastern Michigan and parts of 
Ohio and Ontario. 


No. 3111. WWJ-TV, Channel 4. 


Published by the Detroit News 
in January, this 28-page color bro- 
chure contains, besides material on 
WWJ-TYV facilities, complete mar- 
ket information on the station’s 
coverage area, including 22 coun- 
ties in Michigan, four in Ohio and 
five in Ontario. 


No. 3112. WILS, Lansing, Cover- 
age Data. 


This folder, published by WILS, 
Lansing, includes data on popula- 
tion, income, radio homes and oth- 
er data for an 18-county market 
area. 


No. 3113. WKMI Coverage Map. 
Published by Steere Broadcast- 
ing Co., Kalamazoo, this map in- 
cludes essential market data on the 
Kalamzoo-Battle Creek market 


Every Respect. 


This file folder includes a 
round-up of market data on the 
Saginaw area of northeastern 
Michigan. Published by Lake Hur- 
on Broadcasting Corp. 


No. 3115. Pontiac Market Data. 


Issued by the Pontiac Press, this 
folder includes a map showing the 
Pontiac trading zone, together 
with a number of charts compar- 
ing Pontiac with other Michigan 
cities as to population, payrolls, 
retail sales and consumer expendi- 
tures. 


No. 3116. The Solid Gold Chevro- 
let. 


This brochure, issued by the 
Katz Agency for WFDF, Flint, 
contains market data, coverage in- 
formation and market history on 
“Michigan’s 3rd Market.” 


No. 3117. WJBK-TV Fact File. 
Population, retail, drug and food 
sales, spendable income and num- 
ber of tv families are included in 
this folder along with coverage 
map and sales success stories. It is 
issued by WJBK-TYV, Detroit. 


No. 3297. Buy WJIM-TV in Lan- 
sing for Coverage That Counts 
in America’s 36th Market. 


A comparison of retail sales in 
the WJIM-TV coverage area with 
other markets is given in this 
booklet. Population breakdowns 
and analysis of retail sales for 
Lansing and surrounding area are 
included. 


No. 3298. WJIM-TV Data Sheet. 


This fact sheet by WJIM-TV 
contains statistical information on 
population, families, retail sales, 
food and drug sales in Lansing. 


No. 3299. Cadillac, Mich., File 
Folder. 


This folder by Weed Television 
contains complete market informa- 
tion for each of its coverage areas 
in and around Cadillac. House- 
holds, retail sales, food and drug 
sales, general merchandise sales, 
farm population and gross farm in- 
come are included in the folder. ~ 


No. 3550. WWJ-TV (Channel 4). 


Characteristics of the viewing 
area of WWJ-TV, the Detroit News 
station, including data on popula- 
tion, families, buying power, tv 
sets, retail sales, etc., are shown in 
this booklet. 


No. 3551. Numbers That Count in 
Western Michigan. 


Issued by Katz Agency for 
WOOD-TV, Grand Rapids, this 
pamphlet includes data on popula- 
tion, households, food, drug, auto- 
motive and total retail sales. 


No. 3552, Television Coverage Map. 

This is a map of Michigan, with 
coverage contours for WOOD-TV, 
Grand Rapids. All cities are 
marked to match a population key. 
Also gives population, families, re- 
tail food, drug and auto sales. 


No. 3553. Radio Coverage Map. 

This radio coverage map for 
WOOD, Grand Rapids, specifies 
counties covered and all cities are 
marked to match a population key. 
Includes market data on popula- 
tion, families, food, drug and auto 
sales, for both contours. 


No. 3554. Retail Sales in Wayne 
County. 


This is a quarterly report on 
retail sales in Wayne County by 
classification. It is issued by the 
promotion and research depart- 
ment of the Detroit News. 


No. 3555. The News of Detroit. 


This is a monthly report on 
business activities in the Detroit 
area issued by the Detroit News. 


No. 3556. Picture of the Detroit 
Market. 


This is a comprehensive 35-page 
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market data book. It contains in- 


formation of population and mar-.| 
ket characteristics, newspaper cir- | 


culation and advertising in the 
Detroit market. Issued by the 
Detroit News. 


No, 3557. WWJ-TV Data Book. 


Issued by WWJ-TV, the Detroit 
News station, this is a 27-page 
market data book, giving a detailed 
description of WWJ-TV facilities; 
population, economic and market 
characteristics of the coverage 
area. Also contains information on 
coverage of educational leveis, 
occupation and income groups. 


No. 3558. Population, Housing and 
Economic Characteristics— 
1954. 


Population, housing and econom- 
ic cnaracteristics for the Detroit 
standard metropolitan area are 
usied in this booklet. Data are 
given tor cities, villages, townships 
and Detroit retail trade areas, It is 
a supplement to the data book, 
“Picture of the Detroit Market,” 
and is issued by the Detroit News. 


No. 3559. Major Wholesale Ap- 
pliances, 

This is a list of wholesale dis- 
tributors of home appliances in 
the Detroit area. It is free to ad- 
vertisers and agencies, $1 to others. 
Issued by the Detroit News. 


No, 3560. Shopping Centers. 


This book shows the shopping 
centers, census tracts, city zone 
boundaries and municipal bound- 
aries for Detroit. It is free to ad- 
vertisers and agencies, $1 to others. 
Issued by the Detroit News. 


No, 3561. WJLB’s Foreign Lan- 
guage and Negro Market Cov- 
erage in Detroit. 


This study covers population, 
economy and other market data on 
Polish, ltalian, German, Greek and 
Negro groups in Detroit and sur- 
rounding area, plus coverage by 
WJLB, Detroit. 


No. 3562, Coverage Map. 

This coverage map for Radio 
Station WKBZ, Muskegon, includes 
data on population, number of 
families, radio homes, consumer 
spendable income; food, drug, ap- 
parel, automotive and total retail 
sales and total stores. 


No. 3969. WKZO Radio Coverage 

Map. 

Market data for the WKZO, 
Kalamazoo, coverage area includes 
population, families, radio fam- 
ilies, buying income, retail sales, 
food, etc. 


No. 3970. Farm Coverage in West- 
ern Michigan. 

This is a map showing percent- 
age of farms in Michigan served by 
WKZO, Kalamazoo. According to 
the map, 45% of all the farms in 
Michigan are in this station’s pri- 
mary area, 


MINNESOTA 


No, 3118. KATE Coverage Map and 
Market Data. 
Radio Station KATE, Albert Lea 
and Austin, has issued this cover- 
age map which also covers such 


PATERSON 


NEW JERSEY 
8rd City in New Jersey Covered With 
THE PATERSON CALL 


In 1953 the Paterson Call carried 
32% MORE 
Department Store advertising than 

the other Paterson paper. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH co. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


data as population, houses, auto- 
mobiles, income, number of differ- 
ent retail establishments, restaur- 
ants, hotels, automotive sales and 
data on farms. 


No. 3119. 1955 Consumer Analysis 
of the Duluth-Superior Market. 


This booklet is a statistical an- 
alysis of the buying preferences of 
the Duluth-Superior market, in- 
cluding grocery, drug, sundry, 
automotive, appliance, apparel, 
beverage, home furnishings and 
buying habit categories. Issued by 
the Duluth Herald and News-Trib- 
une. 


No. 3120. 1955 KGDE Coverage 
Map and Market Data. 

This coverage map for KGDE, 
Fergus Falls, shows official FCC 
coverage contours for the station, 
with separate market data for both 
contours. Data includes house- 
holds, radio homes, auto registra- 
tions, income, food store sales, and 
number of drug, food, general 
merchandise and other retail out- 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


lets and similar data on the farm 
, market. 


No. 3121. 1955 Consumer Analysis 
of the St. Paul Market. 

This is a 194-page brand pref- 
erence and shopping habit study of 
the St. Paul market, with more 
than 175 product classifications 
based on 3,000 interviews. It is 
published by the St. Paul Dis- 
patch-Pioneer Press. 


No. 3122. WLOL Coverage Map 
and Market Data. 


This folder includes 1954 and 
1953 figures on population, radio 
homes and retail sales for 14 Min- 
nesota counties and two Wisconsin 
counties included in the coverage 
area of WLOL, St. Paul. 


No. 3123. The Winona Daily News 
in “70% Country.” 
This folder contains general in- 


formation about retail sales in 
“70% country,” which is defined 
as that area in the Upper Midwest 
outside of St. Paul and Minneapo- 


tion is given about sales in the 
| area, with emphasis on retail food 
sales. It is issued by the Winona 
Daily News. 


No. 3563. 1955 Consumer Analysis 
of the St. Paul Market. 


Compiled and published by the 


and brand preferences of the con- 
sumers in St. Paul. 


No. 3125. Standard Market Data. 


Prepared by the New Ulm Daily 
Journal, this folder includes a 


lis in which over 70% of the retail | 
sales are made. Specific informa- | 


St. Paul Dispatch-Pioneer Press, pyceeds . 
this is an analysis of buying habits 


trade area map plus data on pop-— 
ulation, major towns, homes, la-- 
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in PEORIA It's the 
JOURNAL STAR 


Earl H. Maloney 
| Adv. Director says: 


® TEST and SELL 
this $630 Million 
Market at ONE 
LOW COST! 
| ® POPULATION 
| Trade Area 550,000 
Metropolitan 265,- 


800 
® Daily Net Paid 


100,000 cant nm. MALONEY 
* Ratio-to- Homes 
in Metropolitan Peoria........ 


WRITE FOR 1955 PEORIAREA FACT FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


ag 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


dough” 


p DISPATCH 


Robin Hood Flour 


IS RISING FAST 
WITH THIS TWIN! 


Waste 
a 


UP more than 5% in the past 
7 P 


Flour Brand Preference 


Robin Hood Flour knows the recipe, for fast-rising sales in 
St, Paul! A good product, a terrific market and a generous 
measure of consistent, energetic advertising in the Dispatch- 
Pioneer Press are all the ingredients it takes! Robin Hood 
Flour is following that recipe to the letter in the St. Paul “half” 
of the Twin Cities market, and its preference rating is rising 
fast... 
the 1955 St. Paul Consumer Analysis Survey! 


year ... according to 


in St. Paul 


BRAND 1955 1954 
Es Fey cbepe nb pe thane 45.7% 49.8% 
Mt Ss’. s+ « decent ep welts ow 34.5 34.8 
rer errr tT 13.4 8.0 


The 427,800 people in the St. Paul market are 
. and spend it to the merry tune of $554 million 
a year. You can learn whether or not you're getting your share 
of those dollars by checking your preference rating in the 1955 
St. Paul Consumer Analysis Survey, a razor-sharp study of the 
brand preferences and buying habits of the people who make 
the Dispatch-Pioneer Press their buying guide. 
copy, contact your Ridder-Johns representative or write. using 
your company letterhead, to Consumer Analysis, Dept. B. 


RiDdBODeER NEW SPA P 


“in the 


For your 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 
SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


bor, education, parks, 
churches, shopping, theaters, retail 
trade, wholesale trade, service 
trades, manufacturing and indus- 
try, transportation, public utilities 
and banking institutions. 


Business Is Better Than Ever . . . in 


ROCKY MOUN 


clubs,|No, 3564. Why You Need the 


! 


Winona Daily News to Help 


| You Sell the Great Upper Mid- 


west Market. 
_ This brochure contains market 
data for both the _ individual 
/Winona market and over-all Upper 
Midwest market. Although slanted 
to the food classification this data 
| would be of value to all business. 
Issued by the Northwest Daily 


Minnesota Living. 

This is a continuing series based 
on home-interview studies of 
brand preferences and purchasing 
habits of Minnesota families con- 
ducted from time to time by the 
Minneapolis Star & Tribune re- 


search department. Subjects in-| 


clude washing machines, lawn 
care, lubrication of autos, electric 
mixers, hand irons, handy men in 
Minnesota households, home heat- 
ing fuels, home canning and pre- 
serving, food freezers, white bread 
and home ‘baking, etc. Specify 


| press Assn., Minneapolis, for ee of interest, if requesting. 


\of food and drug products, appli- 
ances and home-need items on 
hand in Minnesota homes as of 
November, 1954, with comparison 
on many items covered in survey 
|No. 2. Special emphasis on Hen- 
nepin County, in which Minneapo- 
lis is located. Issued by the Min- 
| neapolis Star & Tribune. 

‘No. 3569. Minnesota Homemaker 
Survey No. 3. 

| A home-interview study on food 
and drug products, appliances and 
home-need items on hand and in 
use in Minnesota homes as of May, 
1954, with comparisons on many 


' 


NORTH CAROLINA Winona Daily News. 


Per capita food salee—€316.09, more than | wi, 3565. Factual Data on the Cov- 
Per Capita Drug sales—$46.14, more than erage Area of KROC-TV, 
Rochester. Encompassing 26 


Counties. 


Data includes population, num- 
ber of families, spendable income, 
‘retail sales, number of farm 
households, breakdown of farm in- 

come and all general farm data. 


One 
Sell in this rich market through 
in one medium offering complete coverage. 
THE TELEGRAM 
Evening and Sunday 
Write for new market date folder now available 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co mointains offices 
centers 


IP CRA NE EI A |'No. 3566. Continuing Survey of 


|No. 3567. Minneapolis Area Shop-|items covered in survey No. l. 


ping Centers. 

Map locations and summary de- 
scription of prewar and postwar 
shopping districts in Minneapolis 
and in suburban areas. Principal 
emphasis is on postwar suburban 
shopping centers. Issued by the 
Minneapolis Star & Tribune. 


No. 3568. Minnesota Homemaker 
Survey No. 4. 


This is a home-interview study | 


| Special emphasis on Hennepin 
County, in which Minneapolis is 
located. Issued by the Minneapolis 
Star & Tribune. 


No. 3570. 1955 Consumer Analysis 

of the Duluth-Superior Market. 

This is a brand preference sur- 
vey covering more than 150 major 
product classifications, including 
foods, soaps, toiletries, beverages, 
appliances and other general shop- 


i@nthous 


Things happened and fast . . . when 

PARADE broke an exclusive story on 
“Operation Cleansweep,” the government's 
sale of surplus property. 

Ten million people read the story, and 
more than 30,000 grabbed their pens to 
write for more information. Of these, some 
3,000 sent in orders for regular bulletins 
on surplus sales—at $7.00 per subscription. 
Making people stop, read and act is 
something PARADE does so well 

that independent surveys show it is 
America’s best read magazine. This 

pays off for advertisers, giving them 

twice as many readers per dollar 

as the big weekday magazines. 

No doubt about it: To get results and get 
them quick, PARADE has what it takes. 


PARADE... The Sunday 
magazine section of 47 fine 
newspapers in 47 major 
markets ... with more than 
14 million readers every week. 
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ping data. Issued by the Duluth 
Herald and News-Tribune. 


MISSISSIPPI 


No. 3126. Hour of Mystery. 


This folder, which describes 
“Hour of Mystery,” a nightly radio 
program over WSLI, Jackson, in- 
cludes market data on population, 
radio homes, effective buying in- 
come, sales in the retail, general 
merchandise, food, house furaisa- 
ings, automotive and drug mar- 
kets. 


No. 3571. Chain Food Stores and 
Leading Supermarkets in Jack- 
son, 


Total number of stores in each 
chain food store operation in Jack- 
son are carried in this folder. It 
classifies chains by volume of food 
business each chain does, gives 
number of “A,” “B,” “C” and “D” 
food stores in Jackson, also leading 
supermarkets in volume of month- 
ly business. Issued by the Clarion- 
Ledger and Jackson Daily News. 


No. 3572. They’ve Taken the “Ole” 
out of “Ole Miss.” 


This folder carries population 
distribution, agricultural diversifi- 
cation, petroleum and timber re- 
sources, industrial development 
and manufacturing and transpor- 
tation and communication facili- 
ties information. Issued by the 
Clarion-Ledger and Jackson Daily 
News. 


No. 3573. Ready Reference Sum- 
mary. 


This is a folder with coverage 
map for WJTV, Jackson, and in- 
cludes data on population, families, 
food, automotive, drug and total 
retail sales both for Jackson and in 
a county-by-county breakdown in 
the coverage area. 


MISSOURI 


No. 3127. New Look for Joplin, Mo. 

This is the story of Joplin’s 
change from a mining economy to 
an expanded three-way economy: 
mining, industry and agriculture. 
Data is broken down by counties 
in the four states in this coverage 
area—Arkansas, Kansas, Missouri 
nd Oklahoma—and includes pop- 
ulation, families and food, drug 
-and automotive sales. The folder 
is issued by the Joplin Globe and 
News Herald. 


No. 3128. 1954 Liquor Linage. 


| This is a sheet presenting a 
-monthly breakdown of liquor lin- 
age by brands for 1954 in the Jop- 
lin Globe and News Herald. It is 
/prepared for the newspapers by 
Katz Agency. 


No. 3129. What Time Does St. Lou- 
| is Arise? 

| This is a market study on con- 
‘sumer rising habits determined 
from use of public utilities serv- 
ices. This includes times at which 
‘people start using gas for heat- 
ing, electricity for lights and cook- 
_ing, water from bathroom and kit- 
'chen use and public transporta- 
| tion. It is issued by Radio Station 
-KMOX, St. Louis. 


No. 3130. KFEQ-TV, St. Joseph, 
Mo., Brochure. 


This brochure includes a cover- 
age map plus population figures, 
television set count, retail outlet 
information and farm income data 


SALISBURY 


NORTH CAROLINA 


Let us 


PROVE IT 


Your test advertising will prove its - 
tiveness in the O MAHKET in North 
Carolina APER. 


served by ONE NEWSP. 
WARD-GRIFFITH CO. 


“£6: 
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in all principal advertising centers 
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for the St. Joseph area. A mail 
response resume is also given. 


No. 3131. Bulls-Eye to Better Busi- 
ness. 


In addition to a coverage map 
for Radio Station KWTC, Spring- 
field, this booklet carries area 
data on population, households, 
retail sales, number of retail out- 
lets and wholesale sales for the 
metropolitan area of Springfield 
and also for the station’s % mv 
coverage area. 


No. 3132. Coverage Map and Rate 
Card. 


Issued by Radio Station KXOK, 
St. Louis, this map includes such 
market data as population, fami- 
lies, radio homes, farm population, 
farm homes, farm radio homes, re- 
tail, food and drug sales for the 
station’s coverage area. 


No. 3574. New City, Channel 8 

Missouri. 

This six-page brochure gives 
information on population, fami- 
lies, buying income, retail sales, 
plus coverage map and rate card 
for KOMU-TV, Columbia. 


No. 3575. KOMU-TV Market Sta- 
tistics. 

This is a sheet giving population, 
families, retail sales and farm data 
in a county-by-county breakdown 
for the B contour of KOMU-TYV, 
Columbia. 


No. 3576. Columbia Trade Area 
Market Facts. 


This three-page brochure gives 
population statistics and cost per 
thousand for the trade area in a 
25-mile radius of Columbia, served 
by KOMU-TV. 


No. 3577. Do Your Farm Advertis- 
ing Dollars Carry Excess Bag- 
gage? 

This six-page brochure gives a 
breakdown of farm families, num- 
ber of farms and farm income in 
three television areas including 
that served by KOMU-TV, Colum- 
bia. 


No. 3578. Retail Distribution Sur- 
vey. 

A rundown of sales and purchase 
of products, television and non- 
television-advertised, by retail 
outlets in central Missouri, is given 
in this brochure issued by KOMU- 
TV, Columbia. 


No. 3579. The Story of Mexico, Mo. 
—The All America City. 


This tells the combined pictorial 
story of civic progress winning the 
National Municipal League Award 
in 1955, and gives brief factual 
information on high per capita and 
per family income of the area. 
Issued by the Mexico, Mo., Cham- 
ber of Commerce. 


No. 3580. Down on the Farm With 
the KFEQ AM and TV Farm 
Department. 


The various activities of the 
KFEQ farm service department at 
St. Joseph, Mo., are outlined in 
this brochure. Program content 
and formats of farm programs are 
given in detail along with a list 
of current advertisers and a de- 


TORONTO, CANADA 


Capital City of Ontario—Canada’s Richest 

Province—Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 

— 400,000 circulation (largest in 
Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principe! advertising centers 


scription of the market served by 
the radio and tv stations. 


MONTANA 


No. 3133. You Get Two for the 
Money. 


Prepared by the Butte Daily 
Post and Montana Standard, this | 
folder includes market data on'| 
population, wages, food, liquor | 
sales, income, basic indices such as 
telephone and postal receipts, plus 
business outlook, in the Butte- 
Anaconda area. 


No. 3134. Marketeers! Manufac- 
turers! Distributors! Stake Your 
Claim in Butte. 


This folder outlines the growing 


importance of Butte as a distribu-| § 


tion center, pointing out its ad- 


vantages as a centrally located|@ 


market with good transportation | 


and facilities for servicing distrib- | 


utors. It is issued by the Butte 
Daily Post and Montana Standard. 


sae Pay OS Bes 1% a me 


NEBRASKA 


No. 3135. Market Area Served by 
KHOL-TV. 

This is a sheet giving data on 
population, families, effective buy- 
ing income and retail sales in the 
coverage area of KHOL-TV, Hold- 
redge, with figures broken down 
for the 27 Nebraska and eight 
Kansas counties served. 


Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


No. 3136. The WOW-TV Billion tive, drugs, in the 51-county serv- 

Dollar Market. ice area of WOW-TV, Omaha. 

This data sheet covers popula- 
tion, urbanized population, fami- | 
lies, effective buying income, re-| 
tail sales, including food, getieral | 
merchandise, furniture, automo-| 


_ 


No. 3137. The WOW-TV “Mazi- 
mum Power” Coverage Area. 
This is a coverage map of the 

WOW-TYV service area. 


THIS IS ‘JIM’ HANSEN—(Another W-G Salesman) 


James Elwood ‘Jim’ Hansen majored in Marketing at Monmouth College and Loyola 
University. ‘Jim’, a Korean War Veteran, served three years in the Army as a member 
of the Counter-Intelligence Corps. He gained practical selling experience as a sales- 
man for the Remington Rand Company. ‘Jim’ Hansen joined our company in 1954. He 
is a likeable, well-trained, highly energetic salesman. ‘Jim’, like any Ward-Griffith 
salesman, will be happy to concentrate his attention on your sales problem. News- 
paper advertising gets results! Buy newspaper advertising! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Buildin: NEW YORK 
SB WEIR PREP pee BES CHICAGO 
General Motors Building 

Statler Office Building 

22 Marietta Street 

318 Addison Building . 

Russ Building 


Here 


are the answers to 


hundreds of questions on 


WHAT — WHERE— WHEN 


they buy in Columbus 


FACTS 
ON THE 
“CITY OF THE FUTURE” 
COLUMBUS, OHIO 
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Nationally represented by O'Mara & Ormsbee, Inc. 
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Available Market Data—Locai 
To secure copies of data listed, use the handy coupons 


DAYTONA BEACH 


FLORIDA 

Po tion: (U. S. Post Office 
mate) City Zone, now.......... 63,096 

Florida’s Year "Round Resort Covered By 
DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist a. 

2. Over $115, 000 effective buying in- 
come. 

3. Over $92,938,000 retail sales. 

4,A ~~ market index of 123. 

5. 1954 total advertising 15,487,024 lines. 


No. 3317. Lincoln Market Data 
Highlights. 


Data sheets giving county by 
county market facts for the 20- 
county Lincoln area of central Ne- 
braska. Published by the Lincoln 
Journal & Star. 


No. 3700. KMTV Data Sheet. 


Population, sales by various cat- 
egories and city and farm income 
in the KMTV, Omaha, reception 
area are listed in this sheet dis- 
tributed by Edward Petry & Co., 
station representative. 


SEND, FOR OUR MARKET DATA FOLDER ue|No. 3701. Omaha World-Herald 
Nationally Represented by 103 Plan. 


WARD-GRIFFITH CO, 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


This 28-page booklet contains 
marketing, transportation, income 
and other information of the 103 
county area of Nebraska and 
Western Iowa covered by the 


Omaha World-Herald, which is- 
sues the brochure. 


No. 3702, Your Farm Market. 

Issued by KOLN-TV, Lincoln, 
this folder shows farm market 
data, including numbers of various 
kinds of farm implements owned, 
and types of farming by acreage, 
in the station’s reception area. 


No. 3703. KOLN-TV Coverage 
Map. 

' Market data for the Nebraska 

area reached by KOLN-TV, Lin- 

coln, is included in this geographic 

coverage map published by the 

station. 


No. 3704. KFOR Coverage Map. 

Population, income, radio homes 
and retail sales in the half-milli- 
volt contour of KFOR, Lincoln, are 
included in this map issued by the 
radio station. 


No. 3705. Bonus Buy. 

Published by the Hastings Daily 
Tribune, this folder lists popula- 
tion, sales and income of the Hast- 
ings, Neb., area. 


~ NOW-HOLD SIMULTANEOUS SALES 
MEETINGS COAST TO COAST 


Sheraton Hotels Closed Circuit TV Network 


Now — management can talk ‘ 


the entire sales force . . 


‘face to face’’ with 


. introduce a new product 
simultaneously to dealers in all territories . . . ge 
reactions and answer questions from plant personnel 


ct 


scattered all over the country. What’s more — all 


this can be done without pulling a single key man 
from his district and without paying costly travel 


expenses! 


These are a few of the advantages you gain by 


using the new Sheraton Closed 


Network with a two-way audio pick-up 


Sheraton Hotel in cities from 


California (or independent hotels in non-Sheraton 


cities). 


An experienced staff handles production details, 


Circuit Television 
-in any 
Massachusetts to 


AKRON 
ALBANY 
BALTIMORE 
BOSTON 


BROOKLINE, Mass. 


BUFFALO 


assists in all planning, including budgeting and 


analysis. 


LEARN More about this newest and most modern 
way to communicate “in person’”’ 


at less cost. Write 


to SHERATON CLOSED Crrcuir tv, 470 Atlantic 


Ave., Boston 10, Massachusetts. 


HERATON 


The Proudest Name in 


©) HOTELS 


IN THE U. S. A. 
CHICAGO PROVIDENCE 
CINCINNATI! ROCHESTER 
DETROIT ST. LOUIS 
INDIANAPOLIS SAN FRANCISCO 
LOS ANGELES SPRINGFIELD, Mass. 
NEW YORK WASHINGTON 
PASADENA 
IN CANADA 


MONTREAL—Sheraton-Mt. Royal—The Laurentien 
TORONTO—King Edward Sheraton « NIAGARA FALLS—Sheraton-Brock 
HAMILTON—Royal Connaught 


(Non-Sheraton cities may also be included 
in the Sheraton TV Network.) 


No. 3706. KOLN-TV Market Data. 

KOLN-TV, Lincoln, has issued 
this folder containing a contour 
map, population, number of homes, 
income, retail sales and a tv set 
count. 


No. 3707. 1955 Consumer Analysis. 

This booklet, published by the 
Omaha World-Herald, contains re- 
sults of the newspaper’s llth an- 
nual survey of Omaha and Council 
Bluffs families’ brand preferences 
for 175 food, tobacco, automotive 
and household items. 


No. 3708. Omaha Home Appliances 
and Equipment Directory. 
Thirty distributors of nationally 
advertised appliances in 73 prod- 
uct classifications are listed in this 
booklet prepared by the Omaha 
World-Herald. 


NEVADA 


No. 3138. Channel 2 for You in Las 
Vegas Valley. 

Issued by KLRJ-TV, Las Vegas, 
this folder includes data on popu- 
lation, industries, tourist spending, 
buying power plus a coverage map 
for the station. 


No. 3139. The Fourth ‘Spendingest’ 

Families in All TV Markets. 

This brochure, issued by KZTB, 
Reno, includes data on all retail 
sales, including grocery, drug, 
food, general merchandise, appar- 
el, home furnishings, automobiles, 
etc., plus gross income per family 
and per family retail sales, with 
data comparative with the U. S. 
average. 


NEW HAMPSHIRE 


No. 3318. A Lush New England 
Market. 

Issued by WWNH, Portsmouth 
and Rochester, this folder contains 
coverage map and capsule market 
figures. 


NEW JERSEY 


No. 3141. 
Record. 
This is a four-page folder con- 
taining data to show the size of 
the market, effective buying in- 
come, population, retail sales, cir- 
culation of the Evening Record 
compared with other newspapers 
in the area and descriptions of the 
nine features of the newspaper. 
Prepared by Ward-Griffith Co. 


The Bergen Evening 


No. 3142. First Consumer Analy- 
sis. 

This is the first consumer analy- 
sis issued by the Newark News 
as the newest member of the Mil- 
waukee Journal consumer analysis 
‘group covering 20 markets. It in- 
cludes brand preferences and oth- 
er data. 


No. 3143. Newark Downtown. 

This brochure contains the latest 
available data on population, sales, 
income, etc., for northern New Jer- 
sey and the Newark market. Issued 
by the Newark News. 


No. 3319. Bayonne Standard Mar- 
ket Data. 

A complete market data break- 
down on the Bayonne area is con- 
tained in this folder published in 
May by the Bayonne Times. 


No. 3320. Asbury Park Market 
Data. 


market statistics for Asbury Park 
and Monmouth County. Published 
in February by the Asbury Park 
Press- 


No. 3710. A Keg of Sudsy Statis- 
tics. 

This folder describes beer and 
ale consumption in Hudson Coun- 
ty, N. J., includes volume and li- 
cense statistics and is published by 
the Jersey Journal, Jersey City. 


| 
No. 3711. Industrial and Commer- 
cial “Life in Eastern Union 
County. 
Information on industry, com- 


Data sheets giving farm and | 


ail amie 


Advertising Age, May 16, 1955 


merce and population of the Eliz- 
abeth area is contained in this 
booklet issued by the Elizabeth 
Daily Journal. 


No. 3712. Elizabeth, N. J., and 
Eastern Hudson County. 
Population, retail sales and in- 

come data are compiled in this 

report issued by the Elizabeth 

Daily Journal and its ad repre- 

sentative, Ward-Griffith Co. 


No. 3713. New Jersey for Industry. 

This booklet, prepared by the 
New Jersey Department of Con- 
servation and Economic Develop- 
ment, contains an analysis of pop- 
ulation, number of workers and 
type of industry in each county. 
It is distributed by George A. Mc- 
Devitt Co. 


No. 3715. Map of the New Camden 
ABC City Zone. 

This map, issued by the Cam- 
den Courier-Post, compares old 
and new boundaries of the Camden 
city zone and includes population 
and household figures. 


No. 3716. Bayonne, N. J., Market 
Data. 

This report published by the 
Bayonne Times contains statistical 
data on population, homes, auto- 
mobile ownership, labor force, 
food and other retail sales and in- 
dustrial output of Bayonne. 


No. 3717. Better Part of a Good 

Market. 

Retail sales figures for several 
product categories and a map of 
the ABC city zone of Union City 
and Hudson County, N. J., in- 
cluded in this booklet issued by 
the Hudson Dispatch. 


No. 3718. Industrial List. 

Industries in the Camden area 
are listed in this sheet compiled by 
the Camden Courier-Post. 


NEW MEXICO 


No. 3140. Albuquerque Market 
Data. 

This folder, prepared by the AI- 
buquerque Journal & Tribune, car- 
ries data on population, telephones, 
postal receipts plus sales, by coun- 
ty, for retail, food, general mer- 
chandise, furniture, radio, auto- 
motive and drug, and effective 
buying income, also by county. 


NEW YORK 


No. 3144. New York—America’s 

Biggest Industrial Market. 

This is a handbook of informa- 
tion for industrial advertisers 
about the New York industrial 
market. Data covers census of 
manufactures, wholesale trade, re- 
tail trade service industries, plus 
information on railroads, bus lines, 
steamship lines, airlines, utilities, 
communication, newspapers and 
syndicates, etc. Issued by the New 
York Times. 


No. 3146. New York’s 19 Billion 
Dollars...Who Spends It and 
How. 

This is an analysis of how New 
York families spend their income 
on food, clothing, housing, trans- 
portation, medical care, home 
furnishings, auto and travel, recre- 
| ation and education, personal care 
and alcoholic beverages. Prepared 
_by the New York Times. 


i 


PUT COLOR 


In Your 


| ELIZABETH (N. J.) MARKET 
| ADVERTISING 


|One color and black, two colors 
and black and full R O P color 
Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write for details or contact 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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No. 3145. Survey Among Women 
Shoppers at Nine Manhattan 
Department Stores. 


This is a survey on newspapers 
read by women shoppers. It was 
made in nine Manhattan depart- 
ment stores. Some 6,600 interviews 
were conducted. 


No. 3147. Automobile Listening 
Habits of Rochester’s Working 
Public. 

This is a breakdown of the to 
and from work automobile listen- 
ing habits of the 235,000 people 
who work in Rochester and Mon- 
roe County as prepared for WHEC, 
Rochester, by the industrial man- 
agement council of the Rochester 
Chamber of Commerce. 


No. 3148. Buffalo Eight-County 
Market Map. 


This is a large map showing all 
important zones in the Buffalo 
eight-county market area, togeth- 
er with detailed figures on popu- 
lation. Issued by the Buffalo Cour- 
ier-Express. 


No. 3149. Buffalo Market Data. 


This is a reference book of the 
Buffalo market area which de- 
fines the market, shows the com- 
ponent parts, illustrates growth 
and gives detailed statistics on 
population characteristics and liv- 
ing standards, retail trade, buying 
power and other data pertinent to 
marketing in this area. Issued by 
the Buffalo Courier-Express. Free 
to advertisers and agencies, $10 to 
all others. 


No. 3150. The Syracuse Market. 
This is a study of population, 
sales and newspaper circulation 
and features figures on industry 
and employment and retail sales, 
including grocery, drug, furniture, 
household, radio, general mer- 
chandise and automotive. It con- 
tains a map of the 15-county Syra- 
cuse market, newspaper coverage 
by counties and cities and test 
market information. It is prepared 
by the Syracuse Herald-Journal. 


No. 3151. Test Market No. 1. 


This folder contains per family 
expenditures for 1950, 1951, and 
1952 for foods, drug store prod- 
ucts, furniture, household and 
general merchandise. Figures com- 
pare Syracuse sales with U. S. and 
New York State averages. It also 
features detail test-market infor- 
mation and newspaper coverage. It 
is issued by the Syracuse Herald- 
Journal. 


No. 3152. The Inside Story. 

This folder contains data on 
population, labor force, automo- 
biles, principal employers, month- 
ly sales comparisons of beer, soft 
drinks, and gasoline, also charts 
showing hours of work, sales esti- 
mates, telephones, Hooperatings 
in homes, autos and stores, four- 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 
of the GAZETTE 
ives you these facts: 
Retail Sales— 
$51,250,000 a new 


bi 
2—Food Sales— 
$16, 947,000 a new 


high. , | 
-Weiathes Sema 
making center. 


4—Western Electric Co. Mfg. Center. 
A trading zone Da woyend of 
110,488 reached by th 


HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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year and eight-year audience 
trends, four-year comparison of 
radio listening by half hours. Pre- 
pared by Radio Station WOLF, 
Syracuse. 


No. 3153. WQXR Surveys. 

This is a brochure containing 
results of surveys taken by WQXR, 
New York Times station, compar- 
ing cigaret brands smoked by 
WQXR listeners compared to non- 
WQXR listeners; vacations; bread 
inventory. Another comparative 
survey on banking and investment 
habits of WQXR listeners and 
non-listeners is now in process. 


No. 3154. New York Market Gro- 
cery Inventory. 

This is a report, put out about 
the 15th of each month, providing 
data to food manufacturers on the 
distribution and sales of their 
brands in New York grocery 
stores. The inventory is taken by 
field men in a panel of stores sci- 
entifically designed to represent 
the 14-county New York and sub- 


urban grocery market. It is pre- 
pared by the New York World- 
Telegram & Sun. 


No. 3155. WNBF-TV Market In- 
formation. 

This brochure carries data on 
population, families, tv sets, retail 
sales, effective buying income— 
per capita and per family—cover- 
age map, farm market data (pop- 
ulation, households, total farms, 
gross farm income, gross income 
per farm). It is publsihed by 
WNBF-TYV, Binghamton. 


No. 3156. WNBF Market Informa- 
tion. 

Data covered by this brochure 
includes population, radio homes, 
retail sales, effective buying in- 
come, auto radios, farms, plus a 
coverage map. Issued by WNBF, 
Binghamton. 


No. 3720. WSYR and WSYR-TV 
Fact Book. 


Population, employment, income 
and other market information con- 


Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


cerning Onondaga County and 
central New York is included in 
this report issued by WSYR and 
WSYR-TV, Syracuse. 


No. 3721. Basic Facts about the 
Troy, N.Y., City Zone. 

Data on population, income, 
sales, retail outlets and other infor- 
mation of the Troy area are com- 
piled in this presentation by the 
Troy Record and Times Record. 


No. 3722. City with a Future. 
Market information on popula- 
tion, income, households, employ- 
ment and retail sales by catego- 
ries are listed in this brochure 
issued by the Corning Leader. 


No. 3723. TV Coverage Map. 

This map of the coverage area 
of WRGB-TV, Schenectady, in- 
cludes data on population, retail 
sales, effective buying income 
itemized by counties. 


No. 3724. 235,000 People. 

This report, issued by WHEC 
Inc., Rochester, is based on a sur- 
vey of the working routine of 51 of 
the city’s industrial plants conduc- 
ted by the local Chamber of 
Commerce. 


In CANADA 
39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


to sell anything in Memphis and the Mid-South 


Cowmenciat Appear — Press-Scimirar 


*‘Kducation 


putitin 


Should 


be 


As Broad 
As Man’”’ 


Ralph Waldo Emerson 


Most certainly the educational facilities that exist within a city are an 
important factor in selecting a given locality for industrial expansion. 
Memphis schools, colleges and universities help greatly in making Mem- 
phis a better place in which to live—and that’s another reason that 
underlies the spectacular growth of Memphis. 


University of Tennessee at Memphis includes Colleges of Dentistry, 
Pharmacy and Nursing, and the College of Medicine has the largest 
undergraduate enrollment of any medical college in the United States. 


Memphis State College and Southwestern at Memphis are colleges of 
national stature. 


There are 29 parochial schools as well as Christian Brothers Junior 
College, 32 business, trade and technical schools, and 52 public elemen- 


tary schools, 13 senior and 7 junior high schools with an enrollment of 
74,972 pupils. 


In Memphis education is as broad as man. 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE Cn Borsa: se” MEMPHIS PRESS Nouns ff 


SCRIPPS- HOWARD NEWSPAPERS 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3725. WHOM and the Spanish- 
Speaking Market of New York. 
Information on the increase of 
the Spanish-speaking population 
of New York, its income, retail | 


family composition is compiled in 
this brochure by the Atlantic 
Broadcasting Co., New York. 


No. 3725. Staten Island and Long 


outlets, population distribution and| _/sland Map. 


Newhouse Newspapers has pre- 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virgin Key 


Reached 
THE LYNCHBURG NEWS & ADVANCE 


1. Effective buying income 
$71,157,000. 

2. ity of market index 109. 

8. City zone population 53,880. 


4. Fp vote? cannot be sold from 
t poote? A 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in oll principal advertising centers 


pared this map of Staten Island 
and western Long Island that in- 
cludes income and retail sales 
figures. 


No. 3726. Long Island Star-Journal 

Sells More Merchandise. 

This brochure, also prepared by 
the Newhouse Newspapers, con- 
tains population, income, and 
housing statistics covering Long 
Island. 


No. 3727. New York State’s Third 
Largest Market. 

| Data on population, number of 

\families, retail sales by categories 

|and other information for the ten 


counties of the Rochester area are 
compiled in this brochure issued 
by WHEC-TV and WVET-TV, 
Rochester. 


NORTH CAROLINA 


No. 3156. Time Buyer’s Market and 
Coverage Data. 

Data is covered by counties for 
the area served by WGTM, Wil- 
son, and includes population, ra- 
dio homes, effective buying in- 
come, gross farm income, food, 
general merchandise, drug, furni- 
ture and home radios and automo- 
tive sales. 


No. 3157. WDNC, Durham, N. C., 
Coverage and Market Data. 
This folder gives WDNC cover- 
age by counties, and market data, 
including food, drug and total re- 
tail sales by counties plus total 
population. 


No. 3158. High Point, N. C. Market 
Data. 

This folder, issued by the High- 

point Enterprise, includes data on 


MNLY A CANDY PUBLICATION*, 


written exclusively for and about candy manufacturers, takes 


your message direct to all of them in the billion-dollar candy 


industry with industry-wide coverage. 


*or bottling, baking, ice cream, meat packing,etc. 


Use a VERTICAL PUBLICATION — the 
leader, the best buy in its field 


| Canoy_Ixousrey (a) | 
i ak YEA A Va 


PS 


DON GUSSOW PUBLICATIONS, INC. 


18 East 49th Street, New York 17, N. Y. 


CHICAGO 


SAN FRANCISCO” - 


LOS ANGELES 


CATALOG 


and 
FORMULA BOGK 


Information headquarters for the billion-dollar industries they serve 


« Candy Industry 


Oo 


¢ Bottling Industry 


« Candy Industry Catalog and Formula Book 


| 


population, effective buying in- 
come, retail sales, transportation, 
banks, auto registrations, and a 
grocery route list. 


No. 3159. WPAQ Coverage Map. 

This coverage map _ includes 
data on households, autos regis- 
tered, retail sales, wholesale sales 
and farm data. It is published by 
Station WPAQ, Mt. Airy. 


No. 3160. North Carolina’s Golden 
Triangle. 

A summary of population, retail 
sales and buying income in the 
Winston-Salem, High Point and 
Greensboro area is the subject of 
this report by Triangle Broadcast- 
ing Corp., Winston-Salem. 


No. 3277. Know Our Market. 

This brochure contains informa- 
tion on the population, building, 
tobacco production, number of 
families, retail sales and automo- 
bile registrations in Winston-Sal- 
em. It is issued by the Journal and 
Sentinel. 


No. 3278. Where Did They Come 
. From? 


This brochure, by the Winston- 
Salem Journal and Sentinel, re- 
ports a survey on the number and 
origin of automobiles found in the 
city during the shopping day. 


No. 3279. Winston-Salem Monthly 
Grocery Inventory. 


This is a monthly sheet reporting 
on brand preferences for 29 classi- 
fications of grocery products. The 
report includes (1) average num- 
ber of units sold per store, (2) to- 
tal units sold, (3) per cent distri- 
bution and (4) total units in stock. 
The reports are issued by the Win- 
son-Salem Journal and Sentinel. 


No. 3321. Let’s Investigate Greens- 
boro. 


Market statistics on the area 
covered by WFMY-TYV, including 
retail sales and farm market in- 
formation. 


No. 3322. WDNC Coverage and 

Market Data. 

This folder includes coverage 
map for WDNC and county by 
county market summaries for nine 
counties around Durham. Issued 
by WDNC. 


No. 3323. The Golden Belt of the 
South. 

Published in January by the 
Raleigh News & Observer, this six- 
page file-size folder gives sum- 
mary market data for counties and 
cities in a 33-county sector of east- 
ern North Carolina. 


No. 3324. 1954 Brand Preference 
Survey. 

Conducted by students of Salis- 
bury public schools, this report 
shows brand name products in use 
in homes of school parents. Pub- 
lished by the Salisbury Post. 

No. 3325. 
Map. 


WFMY-TV Coverage 


ed in this coverage map of the area 
served by WFMY-TV, Greensboro. 


No. 3326. WFMY-TV Set Count 

Breakdown. 

Published monthly by WFMY- 
TV, Greensboro, this is a break- 
down of population, tv sets and 
saturation for 46 counties of North 
Carolina. 


No. 3400. Data on WF MY-TV. 

A three-page story of the new 
station, WFMY-TV, Greensboro, 
N. C. now that it is located in a 
new million dollar building on 
higher 100,000 watt power. The 
story includes all information on 
the market covered by the station, 
including pictures of top industries 
reached. Reprinted from Southern 
Advertising & Publishing. 


No. 3403. TV in Tobaccoland. 
This fact sheet by WNCT-TV, 


Greenville, lists figures on popu- 


Summary market data is includ-| 


Advertising Age, May 16, 1955 


lation, number of tv sets, total 
sales, and other market data in 
the area covered by the station. 


No. 3405. WBT Market Data and 
Map. 

This four-page brochure shows 
15 categories of market informa- 
tion for the WBT radio area plus 
a two-color, 11%x1l%” map 
showing all cities in the Charlotte 
area with 1,000 population or 
more. Prepared by WBT. 


No. 3406. 1955 Charlotte Home In- 
ventory. 

This study contains brand pref- 
erence rankings in more than 80 
categories for Mecklenburg coun- 
ty. The articles include major ap- 
pliances, automobiles and automo- 
tive products, foods, medicines, 
cleaning materials and soaps, cos- 
metics and toilet articles. Issued 
by WBT-WBTV. 


No. 3407. Dominance Doubled in 
the Carolinas. 

This 12-page booklet presents a 
pictorial and statistical summary 
of important Carolina markets. 
One of several charts shows Char- 
lotte’s lead in the South in popu- 
lation within a 75-mile radius. The 
text points out how industry has 
mushroomed in recent years. Is- 
sued by WBTV. 

No. 3408. Elizabeth City—More 
Than $2,000,000 a Month in Re- 
tail Sales. 

A single-sheet flyer listing mar- 
ket facts for Elizabeth City. Is- 
sued by Inland Newspaper Repre- 
sentatives Inc. Data covers the 
number of retail stores, consumer 
spendable income, total retail 
sales, and population. 


No. 3409. Frozen Food-Juices Sur- 
vey. 

Ditribution analysis of frozen 
foods and frozen juices in the For- 
syth County market. It gives the 
percentage of grocery stores stock- 
ing both classifications and break- 
down as to independent-chain, in- 
dependent or supermarket chain. 
Compiled by Winston-Salem Jour- 
nal and Sentinel. 


No. 3410. WGIV—The 
Cyclotron. 

Included in this folder is a cov- 
erage map, market data, program- 
ming policy, program schedule, 
with descriptions and pictures of 
personalities, audience survey in- 
formation, merchandising aids and 
other data. Issued by WGIV. 


Charlotte 


No. 3411. Charlotte Observerland 
(Second Edition). 

This report contains complete 
details of population, circulation, 
and sales and deals with 164 cit- 
ies and towns throughout 36 North 
and South Carolina counties. Pub- 
lished by the Charlotte Observer. 


No. 3412. Data on Greensboro Met- 
ropolitan County Market. 

This brochure shows the com- 
plete ranking of 233 metropolitan 
county areas in 13 sales classifica- 
tions by dollar volume in descend- 
ing order. It also shows the rank- 
ing of families and population in 
the area. Issued by the Greensboro 
Daily News and Greensboro Rec- 
ord. 


No. 3413. WPTF Market Data. 
Complete market data and oth- 


NORTH CAROLINA 


1. Buying Center of Craven County 
2. Quality of Market—105. 

8. Effective Buying Income 
$20,979,000. 


THE RICH NEW MARKET IS 

SERVED EXCLUSIVELY BY 

THE EVENING SUN JOURNAL 

REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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er information on the Raleigh- | 
Durham area is contained in this 
card issued by WPTF. 


NORTH DAKOTA | 


No. 3165. Fargo Market Data. 

Population, city zone sales, trad- 
ing zone sales, retail outlets, 
wholesale outlets, consumer in- 
come and other facts are listed in 
this study of the Fargo area pre- 
pared by the Fargo Forum. 


No. 3327. The Great North TV 

Twins. 

This eight-page brochure on 
KXJB-TV, Valley City-Fargo, and 
KCJB-TV, Minot, includes map 
and detailed market data on the 
stations’ coverage area. Issued by 
North Dakota Broadcasting Co. 


No. 3328. TV Markets in North 

Dakota, 

Issued by North Dakota Broad- 
casting Co., this folder gives a 
market breakdown on the Red 
River valley and Minot areas of 
North Dakota. 


No. 3414. Fastest Growing Market 
in North Dakota. 

Information on population, re- 
tail sales, industry and farming 
in the Bismarck-Mandan area is 
found in this folder issued by the 
Bismarck Tribune. 


OHIO 


No. 3170. Canton Sales Coverage. | 

Major market characteristics of | 
the Canton Repository circulation | 
area are listed in this report. Pop- | 
ulation, circulation, retail sales | 
and other figures for various clas-* 
sifications are included. 


No. 3171. Market Facts about Met- 

ropolitan Canton. 

Buying income, sales in various 
categories, farm data and other 
market data about its coverage 
area are given in this report by 
radio station WHBC, Canton. 


No. 3172. Ohio Liquor Sales. 

A market study of liquor sales 
in Dayton, Cincinnati, Columbus 
and several other Ohio markets is 
the subject of this report issued by 
the Dayton Daily News and Jour- 
nal Herald. 


No. 3173. Retail Sales Planning | 

Calendar. 

This publication containing sales | 
indices for Cincinnati department | 
stores, Neustadt advertising figures | 
for 10 cities and information on 
weather, conventions and other 
factors affecting sales is issued 
monthly by the Cincinnati En- 
quirer. 


No. 3174. First in Youngstown. 
Tabulation of television set own- 
ership and program rankings in) 
the Youngstown area is included 
in this report prepared by WKBN 
Broadcasting Corp., Youngstown. 


No. 3175. Market Data Book. 

This coverage map showing cir- | 
culation in the 12-county Colum- | 
bus trading area, buying income, | 
census population figures and es- | 
timated retail sales is issued by the 
Columbus Dispatch. 


No. 3176. No. 1 Test Market. 

The Columbus Dispatch lists in 
this report reasons for its assertion 
that Columbus is “first choice 
among big cities in the Midwest” 
as a test market. 


No. 3177. 1955 Consumer Analysis. 

Brand preferences for drugs, 
foods, soap, beverages, automotive 
and other goods are listed in this 
ninth annual survey report of the 
Columbus Dispatch. 


No. 3178. Columbus Economic and 


areas also are indicated. The map 
is published by the Columbus Dis- 
patch. 


No. 3179. Ohio’s 9th Largest Mar- 
ket. 


This four-page folder contains a 
map and a description of the 
Zanesville area. It is issued by the 
Zanesville Times Recorder & Sig- 
nal. 


No. 3180. Motor Vehicle Registra- 
tions. 


Registrations of motor vehicles, 
gasoline consumption, number of 
families and related information 
are tabulated for counties in eight 
Ohio retail trading zones in this 
report issued by the Toledo Biade 
& Times. 


No. 3181. Toledo Market Map. 


Included with this map of the 
Toledo retail trading zone are cur- 
rent estimates of population, fam- 
ilies, retail sales and comparisons 
with other Ohio trading zones. The 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


ee 


i 


| 


ee 


This coupon not valid after August 8, 1955. 


Marketing Map. 

This map of Columbus lists ma- 
jor shopping centers and includes 
a description of outlets in each 
center. Population figures, rental 
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1,350,000 Detroit Times “people” 


residing in the heart of 


the Michigan Market 


are going to buy and consume 
going y 


an awtul lot of 


catsup—coffee —cheese— 


—steaks—roasts —sausage— 


—bread—biscuits—pies—cakes— 


—potatoes—beans—peas— 


—juices—jellies—jams— 


—candy— 


—cigarettes— 
—cigars and 


what have you 


in this line— 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


We papa 


IN THE HEART OF 
THE MICHIGAN MARKET 
(Detroit Retail Trading Area) 


Detroit Times Readers Spend 
$500,000,000.00 Annually In 


Detroit Market Area 
Stores. 


Food 
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Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


report is published by the Toledo 
Blade & Times. 


No. 3182. Central Ohio Market 

Data. 

Population, number of stores, 
store sales by county and total 
sales for 33 central Ohio counties 
in WTVN-radio’s two millivolt 
contour area are listed in this 
study issued by the Columbus sta- 
tion. 


No. 3183. Beer and Ale Distribu- 
tion Survey. 


Distribution of beer and ale by 
brands and sales by brands are the 
subject of this report, based on a 
survey of Sidney, O., outlets. The 
report is issued by the Sidney 
Daily News. 


No. 3329. Basic Market Profile— 

Marion. 

This booklet issued by the Mar- 
ion Star contains detailed market 
data including breakdowns by city 
and county for the Marion trading 
area of central Ohio. 


No. 3330. Stark County Coverage 
Map. 

A mailing piece issued by the 
Canton Economist and Stark Coun- 
ty Times, this coverage map in- 
cludes summary market informa- 
tion for the Canton trading area. 


No. 3331. 1954 Sales of Major Ap- 
pliances in the Cleveland Mar- 
ket. 


This 32-page booklet gives sales 
volume by types of appliances in 
each of 30 counties of the ‘Cleve- 
land market, Published in May by 
the Cleveland Plain Dealer. 


No. 3332. 1954 Food Facts on the 
Cleveland Market. 


Issued by the Cleveland Plain 
Dealer, this 32-page brochure de- 
tails the distributing system of 
food store products in 30 counties 
of the Cleveland market. 


No. 3333. New Car Sales in Cuya- 
hoga County, 1954. 


This 64-page booklet covers pur- 
chases of new passenger cars by 
makes and series numbers, and by 
census tracts and economic areas 
of Cuyahoga County. Issued by the 
Cleveland Plain Dealer. 


No. 3334. Sales, Sales Sources, 
Sales Coverage in the Compact 
Cleveland Market. 


Analysis of family distribution 
and retail purchasing by economic 
areas of Cuyahoga County. Also, 
a summary of total sales activity 
in 29 neighboring counties. Issued 
by the Cleveland Plain Dealer. 


No. 3415. Toledo Census Tract 
Map. 

A 44x30” four-color map of cor- 
porate Toledo and Toledo ABC city 
zone, giving population, dwelling 
unit, and median family income 
data by economic group, by cen- 
sus tracts. Also gives data on prin- 
cipal shopping areas. Published by 
Toledo Blade and Times. 


No. 3416. The 1954 Toledo Market 
Map. 

An eight-page market map giv- 
ing comprehensive data on the To- 
ledo market. Issued by Toledo 
Blade and Times. 


No. 3417. Ohio Beer Market Anal- 
ysis. 

This booklet, compiled by To- 
ledo Blade and Times, contains an 
analysis of the sales of out of state 
beer and ale in Ohio’s eight major 
markets. 


No. 3418. The Home City Market 
Is Galion, Ohio. 


A single sheet, three-color flyer 
with map of Galion on the front 


and market data of the area on 
the back. The map is printed on a 
reproduction of the Galion Inquir- 
er. Issued by Inland Newspaper 
Representatives Inc. 


No. 3419. How To Get Your Share 
of Ohio’s Rich District ‘A’ Li- 
quor Sales. 

Comparison of Ohio Liquor Con- 
trol Department sales districts and 
liquor sales represented by lead- 
ing newspaper audiences. Details 
of liquor sales and consumption of 
types in district “A” plus per cap- 
ita liquor sales for all Ohio coun- 
ties are contained in this study by 
the Dayton Daily News and Jour- 
nal Herald. 


No. 3420. Employment Trend and 

Pattern for Akron. 

This brochure, issued by the Ak- 
ron Chamber of Commerce, con- 
tains statistics on the employment 
trend and pattern by type of busi- 
ness for selected months in the 
Akron metropolitan area. 


No. 3421. Lorain Is Tops. 

Analysis of net spendable in- 
come, retail sales and circulations 
in Lorain County, Lorain, and El- 
yria, O., and the influence on con- 
sumer buying habits. Issued by 
Lorain Journal. 


No. 3422. Market Data For Sum- 
mit County. 

Contains data concerning popu- 
lation, housing, consumer income, 
retail sales, comparison of popula- 
tion to sales by year, farm data, 
industry, employment, income for 
selected industries, the radio-ad- 
vertising industry, number of ra- 
dio homes and comparison of size 
of Summit county market with 29 
states. Published by WCUE. 


No. 3423. Ninth New Car Sales 
Analysis. 

This study represents a detailed 
analysis of new passenger car 
sales in Cuyahoga County, aug- 
mented with some related national 
and state sales figures. New com- 
mercial vehicle sales also are re- 
ported. Issued by the Cleveland 
Press. 


No. 3424. 14th Cleveland Home In- 
ventory. 

Conducted by the Parent-Teach- 
er Assns. of Cuyahoga County, this 
report measures family buying 
habits of groceries, toiletries, ap- 
pliances and wearing apparel. 
Published by the Cleveland Press. 


No. 3425. Seventh Report of Cleve- 
land Consumer Panel. 

A daily record of purchases by 
500 typical families of 43 grocery 
commodities and 24 apparel items, 
conducted by the bureau of busi- 
ness research of Western Reserve 
University. Issued by the Cleve- 
land Press. 


No. 3426. Beer and Ale Study. 

A complete record of all brands 
of beer and ale stocked in draught, 
regular bottle, no-return bottle 
and can. Also the three largest 
selling brands of local bottled beer, 
local canned beer, bottled and 
camned beer other than local 
brands. Published by the Cleve- 
land Press. A new report will be 
issued in August. 


No. 3427. 20th Annual Analysis of 
Ohio Liquor Sales. 
This study by the Cleveland 
Press lists dollar sales by county, 
district and state, total dollar sales 
by types, district and state and 
gallon sales of individual brands 
(wholesale-retail total). 


No. 3428. Distribution of Grocery 

Products. 

Lists percentage of distribution 
of grocery products in greater 
Cleveland, also comparisons with 
two previous years. A new study 
will be published in August by 


the Cleveland Press. 


No. 3429. How to Sell America’s 
7th Largest Market. 


This is a detailed market study 
of greater Cleveland (Cuyahoga 
County) and the state of Ohio, 
published by the Cleveland Press. 


No. 3430. Dayton, Ohio and Cam- 
erica. 


Market data on the population, 
retail sales, effective buying in- 
come in the Dayton area is con- 
tained in this study by the Dayton 
Daily News. 


OKLAHOMA 


No. 3190. KTUL Market Story. 


This is a folder of complete mar- 
ket information in story form about 
the northeastern Oklahoma market 
with Tulsa, “the oil capital of the 
world,” spotlighted. It is issued by 
KTUL, Tulsa. 


No. 3191. 6,050 Women Can’t Be 
Wrong. 


This is a complete study of the 
buying and shopping habits and 
brand preferences of the Tulsa con- 
sumer panel composed of 6,050 
women in the metropolitan area. 
Issued by Tulsa Broadcasting Co. 
(KTUL and KTVX-TV). 


No. 3192. What’s Going On in Ok- 
lahoma City. 

This is a presentation showing 
the rapid growth of Oklahoma City 
since 1950 in population, industry 
and construction resulting in rec- 
ord retail sales gains. It is pub- 
lished by the Daily Oklahoman and 
Oklahoma City Times. 


No. 3431. KOTV Market Data. 


This data sheet, published by 
KOTYV, Tulsa, has information on 
the Tulsa market and general in- 
formation about Tulsa. 


No. 3432. Tulsa, Trade Center of 
the Magic Empire. 

A four-page market data folder 
giving a breakdown of circulation 
by towns and counties. Map shows 
the boundaries of counties in trade 
territory with family population 
and circulation. Other data gives 
retail sales and effective buying 
income. Issued by the Tulsa Trib- 
une and World. 


OREGON 


No. 3193. Payday Sales Opportuni- 
ties. 


This is a card issued quarterly 
by the Oregonian Publishing Co., 
Portland, reporting from payroll 
records of Portland industries, re- 
tailers and service organizations. 
Calendar percentages indicate what 
share of total employed persons 
are paid on each date. Reporting 
firms employ 24.2% of total em- 
ployed persons in Multnomah 
County. 


No. 3194. The Bigger Oregon Mar- 
ket by Counties. 


This is a breakdown of the 44 
Oregon counties, six Columbia Riv- 
er counties in Washington and the 
Portland city zone by population, 
number of families, retail, food and 
drug sales, automobile registra- 
tions, with circulation and percent- 
age of family coverage by the Daily 
and Sunday Oregonian. Includes 
table and map. Issued by the Ore- 
gonian Publishing Co., Portland. 


No. 3195. ‘Top Ten Brands in Port- 
land, Ore. 


This is the second annual con- 
sumer inventory and store audit 
conducted by Dan E. Clark II for 
the Oregonian showing the census 
characteristics of the market, the 
Oregonian’s penetration of the 
market, the customer’s usage and 
10 leading brands for each of 125 
different food, drug, household 
goods, appliance, beverage, to- 
bacco and automotive categories 
and a store availability check for 
most of these products. 


No. 3196. Market Facts. 


This is a report of Oregon’s sec- 
ond largest market, the center of 
which is the Eugene-Springfield 
metropolitan area. The report in- 
cludes population figures for the 
trading area, family statistics, re- 
tail trade figures, retail outlets in 
the area, wholesale trade data, 
service trades, manufacturing, 
farm, labor, banking, post utilities, 
climate, real estate, building, trav- 
el, education and recreational in- 
formation. It is put out by the Eu- 
gene Chamber of Commerce. 


No. 3335. This Picture Was Never 
Brighter. 


Issued by KLOR, Portland, this 
folder contains market statistics 
and tv coverage map of the Port- 
land area. 


No. 3336. Market Facts on Eugene- 

Springfield and Lane County. 

An eight-page booklet in this 
folder provides detailed market 
descriptions and sales data on the 
Eugene section of west central 
Oregon. Includes map. Prepared 
by Market & Media Research Bu- 
reau of Eugene. 


No. 3433. WBC Market. 


A coverage map of each West- 
inghouse Broadcasting Co. radio 
and tv station. It gives the popu- 
lation, radio and tv homes, in- 
come, retail sales, and other data 
about station KEX, Portland, Ore. 


No. 3434. Portland Top Ten Brands. 

A consumer inventory and store 
audit showing position of top 10 
brands of grocery, drug and auto- 
motive items. Published by Port- 
land Oregonian. 


No. 3435. The Oregon Market. 


An eight-page study of the Ore- 
gon state market containing fig- 
ures on retail sales, population 
and other information. Issued by 
Portland Oregonian. 


No. 3436. Salem, Oregon Market 
Growth. 

Market data information in the 
Salem area is found in this study 
issued by the Salem Statesman- 
Journal. The data cover popula- 
tion, farm income, occupations and 
industries, and other general in- 
formation. 


No. 3437. KOIN-TV Coverage Map 
& Market Facts. 

A summary of facts on the Ore- 
gon and southern Washington 
market is found in this study by 
KOIN-TV, Portland. 


PENNSYLVANIA 


No, 3197. Metropolitan Reading, Pa. 

This folder contains stch basic 
market information as population, 
households, spendable income, in- 
come per household, retail sales 
and sales by class of store. It is is- 
sued by the Reading Times-Eagle. 


No. 3198. There’s Only One Way to 
Get Big Game. 

This booklet carries general mar- 
ket information on the Reading 
area and coverage comparisons of 
other media in the market: mag- 
azines, radio, television and news- 
papers with the Reading Eagle- 
Times. 


No. 3199. The WFMZ-TV Story. 


This is a standard description of 
the market, coverage facilities, 
availabilities covering WFMZ-TV 
and the Allentown-Bethlehem- 
Easton trading areas. 


No. 3500. Scranton Today. 


This is a factual representation of 
Scranton’s position as a revitalized 
market and its industrial expan- 
sion. It contains market character- 
istics, grocery data, etc. Issued by 
the Scranton Times. 


No. 3200. Bradford, Pa. 
A four-page brochure by Brad- 


ford Publications Inc. gives popu- 
lation, number of families and. 


a. 
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total buying power of Bradford 
and the market area surrounding 
it. Total retail sales, food sales and 
sales of four other specific cate- 
gories are also included with a 
map of the city and surrounding 
area. 


No. 3337. Oil City Brand Prefer- 
ence Survey. 

This 16-page booklet reviews a 
brand preferences and distribution 
survey covering 15 food classifica- 
tions and 11.5% of the housewives 
in the Oil City city zone. Published 
in January by the Oil City Derrick 
& Blizzard. 


No. 3338. Bradford, Pa. 

This four-page pamphlet con- 
tains coverage map and capsule 
market data on the Bradford mar- 
ket area of McKean County. Issued 
in February by the Bradford Era. 


No. 3339. Harrisburg Market Data. 

Issued by WTPA, this brochure 
contains coverage map and detailed 
market data on Harrisburg and a 
12-county region of south central 
Pennsylvania. 


No. 3340. WAZL Rate Card. 

A coverage map and summary 
market information are provided 
on this rate card issued by Hazle- 
ton Broadcasting Co. 


No. 3900. The Pittsburgh Market. 
This is an eight-page study of 
Pittsburgh’s population, sales and 
newspaper circulation. Prepared 
by the Pittsburgh Post-Gazette. 


No. 3901. The Harrisburg Market 
Has Everything. 

A comprehensive analysis of 
Harrisburg and its relation to other 
Pennsylvania markets in terms of 
population and families is con- 
tained in this 30-page market book 
issued by the Harrisburg Patriot- 
News. 


No. 3902. The Harrisburg Market. 

Population, sales and newspaper 
circulation in Harrisburg are con- 
tained in this eight-page study 
published by the Harrisburg Pa- 
triot-News. 


No. 3903. Philadelphia and the Tri- 
Cities. 

A study of the relationship be- 
tween Philadelphia, Camden and 
Trenton, N. J., and Wilmington, 
Del., this booklet contains house- 
holds, wealth, food sales and news- 
paper circulation data. Prepared 
by the Camden Courier-Post and 
Trenton Times. 


No. 3904. Distribution of Scranton 
Newspaper Circulation in 13 
Towns. 

This is a study of the distribu- 
tion of Scranton daily newspapers 
in 13 towns in the Scranton mar- 
ket arranged in order of wealth. 
Prepared by George A. McDevitt 
Co., New York, for the Scranton 
Times. 


No. 3905. Scranton Today. 

This is a booklet prepared by 
the Scranton Times dealing with 
the characteristics of the Scranton 
market, its growth, standing and 
the performance of newspapers 
servicing it. 


No. 3906. WICU Data Sheets. 

This is a sheet containing mar- 
ket information on population, 
families, retail sales, food sales, 
drug sales, etc., for Erie. Issued by 
WICU, Erie. 


No. 3907. WENS Data Sheet. 


Market information on popula- 
tion, families, retail, food, and 
drug sales as well as other data 
are contained in this sheet pub- 
lished by WENS, Pittsburgh. 


No. 3908. Standard Market Data 
for Johnstown, Pa., Retail 
Trading Zone. 

This is an eight-page folder con- 
taining a collection of facts per- 
taining to population, retail and 
wholesale business, financial in- 
stitutions, industry, etc. Issued by 
the Johnstown Tribune-Democrat. 
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No. 3909. Tv Coverage of Pennsyl- 
vania’s Third Market. 
This brochure on Erie contains 
population and retail sales data 
plus information on WSEE. 


No. 3910. Circulation Analysis— 
1955. 

Alphabetical listing by counties 
and towns in Pennsylvania, New 
Jersey, Delaware and Maryland. 
Maps and tables cover population, 
households and sales data by coun- 
ties and principal communities in 
the Delaware Valley and total 
Third Federal Reserve District. 
Issued by the Philadelphia Inquir- 
er. 


No. 3911. Liquor Facts—10th of a 
series—1954. 

Sales of 45 leading brands of 
whiskies in Pennsylvania, individ- 
ual brand totals for the state’s four 
divisions and state totals for 1954 
and 1953 are contained in this 
Study issued by the Philadelphia 
Inquirer. 


No. 3912. Map of Delaware Valley, 
U.S.A. 

The Philadelphia port and retail 
trading area with principal town- 
ship lines, incorporated and unin- 
corporated communities, railroads 
and highways in 14 counties, plus 
1950 population and families and 
current estimates for 48 communi- 
ties are carried in this booklet. Is- 
sued by the Philadelphia Inquirer. 


No. 3913. Five-Year Report on Au- 
tomotive Market in Delaware 
Valley. 


Individual totals for Philadelphia 
and 12 suburban counties covering 
new passenger car sales from 1950 
to 1954 and total passenger car and 
commercial vehicle registration in 
1954 are summed up in this book- 
let. Also, year totals and share of 
market by makes for the 13-county 
area. Prepared by the Philadelphia 
Inquirer. 


No. 3914. Automotive Facts—1954 
This is a listing of new passenger 
car sales in Philadelphia and 12 
suburban counties by makes for 
1954 and 1953. Published by the 
Philadelphia Inquirer. 


No. 3915. Beer and Ale Survey. 

Distribution and leading brands 
observed in a survey of 20% of re- 
tail licensees and 50% of distribu- 
tors in Philadelphia are listed in 
this study by the Philadelphia In- 
quirer. 


No. 3916. Appliance Sales in Phil- 
adelphia—1954-1953. 

Total sales of air conditioners, 
clothes dryers, dishwashers, home 
freezers, ranges, refrigerators, tele- 
vision sets and water heaters, by 
months, 1954 and 1953, in Philadel- 
phia and Pennsylvania suburbs 
are listed in this booklet. No 
breakdown by makes. Data is from 
the Electrical Assn. of Philadel- 
phia, compiled by the Philadelphia 
Inquirer. 


No. 3965. The WFMZ-TV Story. 

This is a standard description of 
the Allentown-Bethlehem-Easton 
trading area, with market data, 
coverage, station facilities, etc., 
listed. Issued by WFMZ-TV, Al- 
lentown. 


Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


SOUTH CAROLINA 


No. 3612. WCSC Television. 


TV set distribution in South 
Carolina is given, by counties, 
along with population, number of 
families, 1954 effective buying in- 
come and retail sales. The booklet 
is issued by WCSC-TV. 


No. 3613. WIS-TV Columbia Mar- 
ket Handbook. 

A comparison of population in 
1950 and 1954 in Columbia is given 
here with the number of families 
and retail sales. Figures are given 
county by county. Complete infor- 
mation on the station is also given 
in this booklet by WIS-TV. 


| SOUTH DAKOTA 


No. 3342. Sioux Empire. | 

Set saturation and other market 
information on the Sioux Falls area 
of South Dakota. Issued by KELO-| 
TV, Sioux Falls. 


No. 3343. 1955 Rapid City Business | 

Survey and Market Guide. 

A 24-page annual tabulation of| 

statistics on industries and markets | 

in Rapid City and the Black Hills | 
region. 


No. 3344. There’s a Rich Future in 
Aberdeen. 

This folder includes market data | 
on a 15-county area of northern) 
South Dakota. Issued by the Aber- 
deen American-News. 
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Spring, 1955 


that ringing cash register, start 
with Channel 8 in Dallas. 


Soles Management estimates 


Now in the sixth year of helping 


g up new sdles records, 


nkets this rich 29-county 


Dallas-Fort Worth supermarket. And 


here are packed over 


2,000,000 people, nearly one- 

families of Texas. They spend 
two-and-one-third billion dollars 
accounting for 26% of all retail sales in 


the state. To move your products|by 


RHODE ISLAND 


No. 3341. WNET Fact Sheets. 

Sheets in this packet include, be- 
sides program information, sum- 
mary market data, plus a tv 
coverage map of southeastern New 
England. Issued by WNET, Provi- 
dence. 
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No. 3917. Pawtucket-Central Falls ) en . 2 d 
Market. FS = uy A i _ 
This is a pictorial and compre- E < a ‘ 

hensive brochure presenting sales, 

distribution information, Pawtuck- 

et Times circulation coverage of 

Pawtucket-Central Falls and ter- 

ritory. Issued by the Pawtucket 


rh) « S, 
Station Manager 
EDWARD PETRY &O., 


National Representati 
Television Service of 


#74000 watts Video 
337200. watt ¥ 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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No. 3614. Coverage Map and Mar- 
ket Data. 

Information about Sioux Falls, 
and surrounding area are given in 
this map by KISD. Population, 
radio homes, total retail sales, food 
and drug sales, farm income and 
farm radio homes are included. 


No. 3615. Dakota Dailies Market 
Data Brochure. 

Retail sales by classifications in 
North and South Dakota are given 
in. this brochure. Also included are 
total buying power, major sources 
of income, number of families, in- 
come level and a resume of all 
phases of business activities in 
the two states. It is issued by the 
Dakota Dailies. 


No. 3616. Industrial Guide—Rapid 

City. 

This booklet gives a complete 
description of Rapid City, S. D. 
Industrial development, labor sup- 
ply, retail sales, power facilities, 
home building and fuel supplies 
are included in the booklet by the 
Black Hills Broadcast Co. 


No. 3617. 1955 Business Survey and 
Market Guide. 

Newspaper format is used in this 
booklet by Black Hills Broadcast 
Co. to give complete market facts 
mining, housing and population are 
on Rapid City. Retail and whole- 
sale sales, industrial production, 
covered. 


No. 3618. This Is KELO-TV. 

This is a file folder containing a 
brief description of the KELO-TV 
facilities, a coverage map and a 
county-by-county breakdown of 
statistical data for 17 market fac- 
tors in 16 counties in the Sioux 
Falls area. Population, households, 
retail sales, farm population, farm 
households, gross farm income and 
number of farms are included. 


No. 3619. Dakota’s New Crop. 
Data for the urban and farm 
markets in 37 counties of North 
and South Dakota are given here. 
Retail and wholesale sales, popu- 
lation, households, number of 
farms, farm income and estimated 
tv sets are included in this data 
sheet by Meyer Broadcasting Co. 


No. 3968. Why You Need the Rapid 
City Journal. 

Individual data on Rapid City 
and also on the over-all Upper 
Midwest market. Published by the 
Rapid City Journal. 


No. 3604. The WDIA Story. 

This pamphlet tells the story of 
WDIA which broadcasts exclusive- 
ly to the Negro audience of the 
Memphis area. It includes the 
number of radio homes, popula- 
tion and family income of the 
Memphis area Negro population. 


No. 3201. Facts and Figures. 

This is a brochure giving de- 
scriptive details of Knoxville, Tenn. 
Resources, transportation and 
number of industrial plants are in- 
cluded. It is issued by the Knox- 
ville Chamber of Commerce. 


No. 3202. Industrial and Commer- 
cial Survey. 

Knoxville, Tenn., is completely 
described in this 63-page book by 
the Knoxville Chamber of Com- 
merce. It provides statistical data 
on retail trade area, consumer pur- 
chasing power, major institutions, 
radio and tv stations, fuel re- 
sources, agriculture and resources 
among others. 


No. 3203. Grocery Distribution in 
Knoxville. 

This is a listing of percentages 
of national brand grocery items 
bought in 10% of the approxi- 
mately 500 grocery stores in 
Knoxville. The list also tells how 
many stores among the 500 carry 
the brands listed. Included in the 
survey are food products, baking 
products, condiments, beverages, 
soaps, baby cereals and baby foods, 
baked beans, breads and cold ce- 
reals. The report is published by 
the Knoxville News-Sentinel. 


No. 3204. Memphis Market Map. 

A map of Arkansas, Mississippi 
and Tennessee plus population 
figures, county-by-county, is on 
one side of this folder. On the 
other side is a chart giving retail 
sales in a variety of businesses, 
effective buying power and pop- 
ulation of major cities in the three 
states. The folder is available from 
the Memphis Publishing Co., pub- 
lisher of the Commercial Appeal 
and the Memphis Press-Scimitar. 


No. 3205. Memphis Consumer 
Panel Study 19. 

Two booklets by the Memphis 
Publishing Co. give the results of 
studies conducted among 300 rep- 
resentative Memphis families. Per- 
centages of total sales by brands 
in the first six months of 1954 are 
given for drugs and groceries. All 
major brands are listed with total 
families buying per month and to- 
tal number of units purchased. 


No. 3206. The Mystery Market. 

This booklet reports a study of 
consumer spendable income in the 
“rich, but little-known” central 
South market. It gives comparisons 
with other markets and compara- 
tive costs of advertising coverage 
in Nashville for radio, newspapers 
and television. It is issued by Sta- 
tion WSM, Nashville. 


No. 3207. Memphis Market. 

This description of Memphis by 
WMCT-TV covers buying power, 
population, number and kind of 
manufacturers in the area, number 
of people employed by local manu- 
facturers and figures for retail] 


sales. The sales figures are given 


county by county and include the 
number of families in each county. 


No. 3345. Memphis Area Market 
Data. 

Although unpublished, county- 
by-county statistics and tv set 
count estimates for the area cov- 
ered by WHBQ-TV, Memphis, are 
provided on request. 


No. 3346. Nashville, Money Town 
of the South. 

An eight-page brochure giving 
county-by-county figures for the 
Nashville market, including market 
maps. Issued in May by Newspaper 
Printing Corp. for the Nashville 
Banner and Tennessean. 


No. 3960. WSM-TV Data Sheet. 

This data sheet carries market 
information on population, fam- 
ilies, retail sales, food sales, drug 
sales, effective buying income, etc. 
for the area covered by WSM-TV, 
Nashville. 


No. 3962. WSM-TV Data Sheet. 

This data sheet carries market 
information on population, fam- 
ilies, retail, food, and drug sales, 
effective buying income, etc., for 
the coverage area of WSM-TV, 
Nashville. 


TEXAS 


No. 3208. Corsicana Market Sur- 
vey. 

This brochure by the Corsicana 
Semi-Weekly Light and the Daily 
Sun presents the results of a sur- 
vey covering the buying power of 
Corsicana plus sales figures for 
food, automobiles, drugs and 
power. 


No. 3209. Texas’ New Major Mark- 
et. 

Figures for buying power and 
retail sales in Lubbock are avail- 
able in this market data sheet by 
KDUB-TV. Also included is a 
description of oil and cotton pro- 
duction in the Lubbock area. 


No. 3210. How to Get Your Share 
of the $68,450,000 Food Volume 
in the Valley City. 

This booklet by the Rio Grande 
Valley Group Newspapers tells 
the food-selling story in the four 
counties comprising Valley City. 
The number and kind of food 
stores and wholesalers are given. 
Merchandising helps available 
from the McAllen Evening Moni- 
tor, Harlingen Valley Morning Star 
and Brownsville Herald are also 
described. 


No. 3211. The Strangest Street in 
America. 

Complete market information on 
Main St. of “Valley City” is avail- 
able in this folder by the Rio 
Grande Valley Group Newspapers 
—Valley Morning Star, Valley 
Evening Monitor and Brownsville 
Herald. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


| No. 3212. Program Schedule and 
Coverage Map of KRBC. 


of farm households, farm popula- 
tion and farm radio homes in the 
area are given. 


No. 3213. More Fabulous than Ura- 
nium. 
This four-page folder gives cur- 


tail sales, oil production and cot- 
ton income for Lubbock and the 
surrounding area. It is issued by 
the Avalanche-Journal Publishing 
Co, 


No. 3214. It Grows and Grows and 

Grows. 

This 16-page booklet by the 
Avalanche-Journal Publishing Co. 
shows the growth of Lubbock since 
1910 with a pictorial review of the 
area, farm production figures and 
estimates of industrial production. 


No. 3215. It’s Not Dry in the Fab- 
ulous Southwest. 

This report of a liquor distribu- 
tion survey covers the E] Paso re- 
tail trading zone. Thirty retail 
stores in El Paso, 25 in West Texas 
and 45 in southern New Mexico 
were polled for percentage of brand 
distribution of beer, wine, gin, 
blended, straight, bonded and 
Scotch whiskies. Beer distribution 
in grocery stores in El Paso is also 
included. The report is issued by 
Newspaper Printing Corp. for the 
El Paso Times and the Fl Paso 
Herald-Post. 


No. 3216. 1954 Grocery Product 
' Distribution Survey. 

The percentage of stores han- 
dling major brands of grocery 
store items in 78 categories in 50 
groceries in El Paso is given here. 
The booklet is published by the 
Newspaper Printing Corp. for El 
Paso Times and El Paso Herald- 
Post. 


Data, June, 1954. 

A complete picture of El Paso is 
available in this booklet by News- 
paper Printing Corp., publisher’s 
agent for the El Paso Times and 
Herald-Post. Total comparative 
sales figures, a county by county 
breakdown of buying power and 
figures for the automotive indus- 
try are given. 


No. 3218. Special Census of Busi- 
ness. 

This chart shows the number of 
stores, 1953 retail sales and the 
increase over 1948 sales in the 
Dallas metropolitan market area. 
It is issued by the Dallas Morning 
News. 


No. 3347. Facts and Figures About 

Galveston. 

Compiled by the Galveston 
Chamber of Commerce, these fact 
sheets provide detailed market 
description of Galveston and Gal- 
veston County. 


No. 3348. Market Data for WFAA, 
Dallas. 

These two brochures, each with 
coverage map, provide detailed 
data for the areas covered by 
WFAA’s two frequencies and signal 
strengths. Issued in March. 


No. 3349. WFAA-TV Coverage 
Map. 

This folder contains map and 
summary market data for a 29- 
county “excellent reception” area 


of WFAA-TYV, Dallas. 


No. 3350. A Buy That Makes 
Sense—Negro Radio South. 
Issued in March, this brochure 

contains coverage maps and cap- 

sule market data on Negro markets 


KCOH, Houston; and KNOK, Dal- 
las-Fort Worth. 


Radio Station KRBC provides al 
program schedule with market data | 
for Abilene. Retail sales, number 


No. 3217. El Paso, Texas—Market |’ 


covered by WMRY, New Orleans;| 


No. 3351. Central 
Texas. 
Updated monthly, this folder is- 
sued by KCEN-TV, Temple, pro- 
vides market data on the Waco- 


Temple market. 


Serving All 


No. 3352. Corpus Christi Market 
Information. 
Issued in May by the Corpus 
Christi Caller and Times, this 


\folder contains 1954 market data 
rent population, bank deposits, re-| 


for the 1l-county Coastal Bend 
area of Texas. 


No. 3600. Analysis of Dallas’ Shop- 
ping Centers and Retail Trade 
Patterns. 

A brochure based on a special 
1953 Census of Business for metro- 
politan Dallas. It contains maps 
and tables illustrating the growth 
and location of retail outlets in 
Dallas County, Dallas and selécted 
cities in the county. Comparisons 
cover the years 1948 to 1953. Is- 
sued by the Dallas Times Herald. 


No. 3601. Golden Bonus Market. 

Buying income, population, ad- 
vertising linage and comparisons 
between Dallas and comparable 
metropolitan areas are given in 
this booklet by the Dallas Times 
Herald. 


No. 3602. KCUL Coverage Map. 

Included with a coverage map 
by KCUL is the radio population 
in the Fort Worth-Dallas area. 
Consumer spendable income is in- 
cluded. 


No. 3603. Grocery Store Distribu- 
tion Survey. 

Brand distribution in over 50 
categories of grocery store items is 
contained in this annual report of 
a survey made of shelf items in 
more than 12% of the grocery 
stores in Beaumont. The booklet 
is issued by the Beaumont Enter- 
prise and Beaumont Journal. 


No. 3605. Port of Play and Profit. 

Income, population, buying pow- 
er per family and a program 
schedule for KVDO-TV, Corpus 
Christi, are included in this folder. 


No. 3606. Extended Market Data. 

This group of data sheets gives 
population, effective buying power, 
per family income and retail sales 
for Lubbock. Data on cotton and 
oil production are also included in 
these sheets by KDUB-TV. 


No. 3607. KXYZ Market Brochure. 

Complete market data, by coun- 
ties, plus coverage information is 
given in this brochure by Sham- 
rock Broadcasting Co. for Station 
KX YZ, Houston. 


No. 3608. Now A Buy That Makes 
Sense. 

Population and buying power of 
the Negro population in three cov- 
erage areas in the South are in- 
cluded here. Radio stations KNOK, 
Fort Worth-Dallas; WMRY, New 
Orleans, and KCOH, Houston are 
included. 


No. 3609. KEPO Pattern Coverage 
and Market Data. 

Information on population, ra- 
dio homes and retail sales in the 
El Paso area are given in this 
folder by KEPO. 


No. 3610. Serving Central Texas. 

Retail sales and effective buying 
power per county and per family 
in central Texas are given in this 
folder by KCEN-TV. 


No. 3985. The Houston Market. 
A study of population, sales and 
newspaper circulations, prepared 
by the Houston Post. It includes 
county coverage maps, lists of 
principal wholesale grocery and 
drug firms, and latest available re- 
tail food, drug, automotive and 
general merchandise sales figures. 
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Del Monte 


the only catsup made with 


Pineapple titled Vinegar 


Reproduction of full-page ad which appeared 
in EMPIRE... the magazine of The Denver Post 


ADVERTISER: California Packing Corp. » CIRCULATION 

Evening, except Soturday..........-..-----243,296 
AGENCY McCann-trickson, 

} - | Saturday 199,228 

Sunday 350,168 

Empire Magazine and Comics..........379,167 

A.8.C. Publisher's Statement 
September 30, 1954 
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Advertising Age, May 16, 1955 


No. 3953. What This Country Needs 
Is More Markets Like Lubbock. 
This folder carries production 
figures, earnings, spending, build- 
ing, sales, banking and living con- 
ditions as well as a trade area map 
and population figures. Prepared 
by the Lubbock Avalanche-Jour- 
nal, 


No. 3954. KPRC-TV Data Sheet. 


Market facts on Houston include 


No. 3918. 1954 Salt Lake City Con- 
sumer Analysis. 


This is the sixth annual survey 
of buying habits and brand prefer- 
ences of consumers in the Greater 
Salt Lake City market. It covers 
grocery, drug, automotive products 
and wearing apparel. It also con- 
tains comprehensive data regard- 
ing the market. Issued by the Salt 
Lake Tribune, Deseret News and 
Salt Lake Telegram. 
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population, families, sales, effec- 
tive buying income, automotive 
sales, gross farm dollars, etc. Issued 
by KPRC-TV. 


No. 3955. WFAA-TV Data Sheet. 


Families, populaticn, effective 
buying income, retail sales, farm 
dollars, etc., are among the data 
listed in this data sheet published 
by WFAA-TV, Dallas. 


No. 3956. WOAI-TV Data Sheet. 


San Antonio market facts such 
as families, population, automo- 
tive sales, retail sales, effective 
buying income, etc. are published 
in this fact sheet from WOAI-TV, 
San Antonio. 


No. 3957. The San Antonio Market. 


In this booklet pointing out the 
growth of San Antonio, WOAI- 
TV, presents facts on population, 
retail sales, income, households, 
tv sets, etc. 


No. 3958. The Houston Market. 


The Houston Post has issued this 
eight-page study of population, 
sales and newspaper circulations. 


No. 3959. 1954 Buyer’s Guide. 


More than 362 manufacturing, 
service and wholesale companies 
are listed in the buyer’s guide for 
Wichita Falls. It is issued by the 
Wichita Falls Chamber of Com- 
merce and is available for $1 a 
copy. 


No. 3960. Retail Sales Analysis of 
Wichita Falls Retail Trade 
Zone. 


This information pamphlet shows 
total retail sales, including food, 
general merchandise, furniture, 
household, radio, auto, and drug 
sales in the Wichita County and 
the 13-county retail trade area. 
The total sales in each category, 
actual per cent of income, market 
potential per cent, difference in the 
per cent and net difference are 
shown. Issued by the Wichita Falls 
Chamber of Commerce. 


No. 3961. Market Analysis Statis- 
tical Folder. 


The folder reveals much valu- 
able information about Wichita 
Falls and the surrounding area. 
Complete figures on population, 
number of families, effective buy- 
ing income, cash farm income, em- 
ployment, retail sales and outlets 
and wholesale sales were published 
in the spring of 1954. More recent 
figures have been compiled and 
added to the folder as a supple- 
ment. Issued by the Wichita Falls 
Chamber of Commerce. 


UTAH 


No. 3353. Salt Lake Consumer An- 
alysis and Market Manual. 


A brand preference and distri- 
bution study combined with com- 
prehensive data on the Salt Lake 
Intermountain market. Issued by 
the Deseret News and Salt Lake 
Tribune and Telegram. 


No. 3354. 
KDYL. 


Relaxin’ Listenin’— 


Issued by Intermountain Broad-| 
casting & Television Corp., Salt! 
Lake City, this brochure includes 
comprehensive market data on 
Utah, including radio homes. 


No. 3481. KSL Radio Market and 
Coverage. 

To be published during the next 
three months, this folder will in- 
clude coverage map and statistics 
on Salt Lake City and the KSL 


coverage area. 


No. 3919. The Salt Lake Inter- 


mountain Market. 
This is an eight-page study of 


population, sales and newspaper 
circulations in Salt Lake City. Is- 


sued by the Salt Lake Tribune and 


Deseret News and Salt Lake Tele- 


gram. 


VIRGINIA 


No. 3219. Norfolk Market Informa- 
tion 


The Norfolk Virginian-Pilot and 


Norfolk Ledger-Dispatch have 


compiled a special envelope con- 
taining several pieces of literature 
on Norfolk, Portsmouth and New- 
port News. Included in the envel- 
ope are an ABC report, maps, a 
statistical digest telling the busi- 
ness story, a 1954 city report and 
chamber of commerce booklets. 


No. 3355. Thriving Triangle— 
Petersburg, Hopewell, Colonial 
Heights. 

An eight-page brochure devoted 
to data on a new market which is 
described as “Virginia’s 5th.” Is- 
sued by the Petersburg Progress 
Index and Hopewell News. 


No. 3920. WTAR-TV Data Sheet. 


Market information on popula- 
tion, families, retail, food and drug 
sales, etc., are included in this fact 
sheet issued by WTAR-TV, Nor- 
folk. 


No. 3921. The Virginia Tri-Cities 
Metropolitan Area. 


This is a complete description of 
Virginia’s newest metropolitan 
area, designated by the Census Bu- 
reau since the 1950 census. It of- 
fers comparison with other Virgin- 
ia metropolitan markets, with de- 
tailed statistics of industry, pay- 
rolls, population, sales, etc. Issued 
by the Newport News Daily Press 
and Times-Herald. 


No. 3922. Advertising Impact in 
the Richmond Market Area. 


This brochure presents the pop- 
ulation, families, individual in- 
come, retail sales of Virginia and 
Richmond market area; the various 
media serving the 42-county Rich- 
mond market area; circulation of 
all morning, evening, combined 
daily and Sunday newspapers. 
Prepared by Richmond Newspa- 
pers Inc. 


WASHINGTON 


No. 3220. The Seattle Times Con- 
sumer Analysis. 


A booklet by the Seattle Times 
gives an analysis of brand prefer- 
ences in a variety of categories 
such as groceries, drugs, soaps and 
cleansers, tobacco, wine and beer 
and automobiles. 


No. 3221. Brand Liquor Sales Re- 
port. 
Liquor sales by market areas for 
the state of Washington are pre- 
sented in this booklet by the Seat- 


tle Times. Total sales plus the 


per cent of sales are given for each 
area. In addition, the number of 
stores and agencies are given with 
an analysis of sales per capita. 


No. 3222. Sales Eye View of Wash- 
ington State. 


Population, income and sales in 
Washington are analyzed in this 
booklet by the Seattle Times. The 
four principal markets in Washing- 
ton—Seattle, Spokane, Tacoma and 
Southwest Washington are ana- 
lyzed individually. The report in- 
cludes sales specifics for groceries, 


furniture, drugs, and major appli- 
ances, automobiles and liquor. 


No. 3482. The Pacific Northwest 
and Washington State. 

The Tribune Publishing Co., Ta- 
coma, will have available in June 
a 20-page booklet describing the 
four major markets of Washing- 
ton with emphasis on Puget Sound 
and Tacoma. 


No. 3489. The Shape of Things... 
Map giving a three dimensional 
representation of population dis- 
tribution in the state of Washing- 
ton, showing the heaviest popula- 
tion overlapping the Tacoma mar- 
ket area served by the Tacoma 
News Tribune, publisher of the 
map. 


No. 3620. Newest Major Market. 


Market information for Yakima 
including families, population, 
estimated buying income, food, 
drug and automotive sales is given 
in this folder by KIMA-TV. 


No. 3931. What Are Test Markets 
Made Of? 

This is a concise summary of 
basic test market requirements, 
compared with the latest data on 
Spokane and the Spokane market. 
Facts are presented graphically, 
and indicate the reasons for Spo- 
kane’s reputation as a test market. 
Issued by the Spokesman-Review 
and Spokane Daily Chronicle. 


No. 3932. Head and Shoulders 
Above the Rest. 


Quick facts on the agricultural 
segment of the Spokane market. 
Comparative data reveal why Spo- 
kane market farmers have “more 
of everything—including the kitch- 
en sink.” Prepared by the Spokes- 
man-Review and Spokane Daily 
Chronicle. 


No. 3933. How’s Your Balance in 
the Pacific Northwest? 


This is a review of the Spokane 
market’s growth during recent 
years—its industrial expansion— 
major business indices—and why 
this “different” market makes a 
difference in Pacific Northwest 
sales volume. Issued by the Spokes- 
man-Review and Spokane Daily 
Chronicle. 


No. 3934. KREM-TV Data Sheets. 


This sheet carries data on popu- 
lation, families, retail, food and 
drug sales, etc. Prepared by 
KREM-TV, Spokane. 


No. 3935. The Puget Sound-Brit- 
ish Columbia Market. 


This contains complete popula- 
tion and retail sales figures plus a 
nutshell summary of basic indus- 
tries in each individual market of 
the area. Also contains KVOS-TV, 
Bellingham, coverage map and 
technical facilities. 


WEST VIRGINIA 


No. 3356. WKNA Market Folder. 


Complete station coverage mar- 
ket data for WKNA, Charleston, is 
provided in this file folder. 


No. 3357. WWVA Finger Tip Fact 
File. 


Coverage map and detailed mar- 
ket data on Wheeling and the tri- 
state area covered by WWVA. Is- 
sued by Storer Broadcasting Co. 


No. 3358. Food & Drug Facts and 
Figures—Charleston. 


This 12-page pamphlet contains 
wholesale and retail food and drug 
sales figures comparing Charleston 
with other leading West Virginia 
cities. Issued by the Charleston 
Daily Mail. 


No. 3490. Analysis: The Wheeling 
Retail Market. 


A study of retail business done 
in Wheeling by residents of the 10- 
county surrounding area, compiled 
from local credit bureaus and lo- 
cal retail accounts. In addition, 


distribution patterns of wholesal- 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


ers and jobbers serving the area 
are indicated. Obtainable from 
Station WWVA, Storer Broadcast- 
ing Co., Wheeling. 


No. 3359. West Virginia Liquor 
Sales. 


Issued in March by the Charles- 
ton Daily Mail, this folder contains 
a county-by-county report on li- 
quor sales. Also gives total state 
sales by liquor types and sizes. 


No. 3923. WTRF-TV Grade A Mar- 
ket Data. 


This is a listing and percentage 
of each county within the Grade A 
contour of WTRF-TV, Wheeling. 
Also listed are the population of 
each county, the number of fam- 
ilies and the number of television 
sets reported as of February, 1955. 


No. 3924. WMMN—1955 Coverage 
and Data Map. 


This is a new WMMN coverage 
map, which shows data on popula- 
tion, radio homes, food, drug, mer- 
chandise, stores and other market 
information, including data on the 
farm market. 


No. 3925. TV Cable Companies in 
WTRF-TV Area. 


This is a list of all television 
cable companies within the 
WTRF-TV area that pick up and 
transmit the WTRF-TV picture. 
Sheet also shows the distance of 
each company from Wheeling and 
the number of subscribers report- 
ed. 


No. 3926. West Virginia and Penn- 
sylvania Cities with 2,500 or 
More Population Served by 
WTRF-TV. 

This is a listing of cities in West 
Virginia and Pennsylvania with 
2,500 or more population that are 
within the area served by WTRF- 
TV, Wheeling. Sheet also shows the 
county in which each city is lo- 
cated, population of city and dis- 
tance from Wheeling. 


No. 3927. Newspaper and Market 

Data—West Virginia Market. 

This is a study of 11 secondary 
West Virginia markets including 
population, wealth, sales and per- 
formance of newspapers serving 
each market. Prepared by George 
A. McDevitt Co., New York. 


No. 3928. Wheeling—West Virgin- 
ia’s Largest and Richest Mar- 
ket. 

This is a ranking of the three 
West Virginia standard metropoli- 
tan areas, including population, 
wealth and various classifications 
of sales. Prepared by the Wheeling 
Intelligencer and News-Register. 


No. 3929. West Virginia Liquor 
Sales in Gallons. 


Eight classifications of liquor 
sales in gallons in the principal 
West Virginia markets for the first 
six months of 1954 are carried in 
this data sheet. Prepared by 
Wheeling Intelligencer and News- 
Register. 


No. 3930. Map of Wheeling City 

Zone. 

This map plots the location of 
Bridgeport, O., Liquor Store No. 
266 as an adjunct to liquor sales 
credited to the Wheeling market. 
Issued by the Wheeling Intelli- 
gencer and News-Register. 


WISCONSIN 
No. 3223. Press-Gazette Market 
Facts. 


This four-page brochure contains 
statistical data on retail-wholesale 


given in this booklet by the Green 
Bay Press-Gazette. 


No. 3224. Time Buyers Guide. 


A map showing Green Bay Pack- 
erland market area statistics is 
issued by the M&M Broadcasting 
Co. It also contains population 
and sales figures for the area. 


No. 3225. WIBA Coverage and 
Market. 


Radio station WIBA in Madison 
provides this four-page folder giv- 
ing population and retail sales for 
Madison. 


No. 3226. Facts About Farms and 
Farming in Southern Wiscon- 
sin. 


The number of farms, farm in- 
come data, value of grains and 
cash crops in Southern Wisconsin 
are listed in this booklet by radio 
station WIBA, Madison. Also in- 
cluded are cattle population and 
poultry and egg information. 


No. 3227. Serving the Badger State. 


This is a county-by-county pres- 
entation of market information for 
Wisconsin. Population, number of 
households, radio homes, retail 
sales per household, food store 
sales and retail outlets are given. 
The Wisconsin Network Inc. issues 
this folder. 


No. 3360. Waukesha Readership 
Survey. 


Conducted in 1953 by the 
Waukesha Daiy Fireman, this sur- 
vey reports on newspaper reading 
habits in the Waukesha market. 


No. 3361. Women at Work. 


This promotion piece tells how 
many married and single women 
are working in Dane County, by 
age groups, and compared with 
similar figures for other standard 
U.S. metropolitan areas. Issued in 
January by Madison Newspapers 
Inc. 


No. 3362. Madison Is Having Its 
Face Lifted. 


This report on retail develop- 
ments in the Madison area in the 
last 18 months gives 1954-55 sales 
and market data. Issued in Feb- 
ruary by Madison Newspapers Inc. 


No. 3363. Madison Children. 


This bulletin lists the number of 
children in each yearly age group, 
as reported in the annual City of 
Madison school census. Covers 1950 
to 1954. Issued by Madison News- 
papers Inc. 


No. 3491. New Billion Dollar Mar- 
ket. 


Gives figures on number of fam- 
ilies and retail sales in the Upper 
Michigan and Wisconsin areas 
served by WMBV-TV. Published 
by M&M Broadcasting, Marinette, 
Wis. 


No. 3936. Market Data. 


This is a coverage map for 
WMTV, Madison, with data on 
households, tv homes, auto regis- 
trations, income, payrolls, retail 
sales and wholesale sales and farm 
market data. 


No. 3937. Current Market Facts. 

These mailings are sent period- 
ically to advertisers and their 
agencies, or as new market facts 
develop. The mailings include cir- 
culation growth, density of cover- 
age, payroll expansion, etc. Pub- 
lished by the Janesville Daily 
Gazette. 


No. 3938. Market Facts. 


This Beloit market data booklet 
contains general information on 


sales in Green Bay. It also in- 
cludes a breakdown of sales and) 
the number of stores by groups. | 
Number of families, income levels 


plus a trading zone map are also) 


industry, employment, wages, 
housing and many other facts. It 
also contains sales figures related 
to food, automotive, drug and other 
classifications, plus facts about the 
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Available Market Data—Locai 


To secure copies of data listed, use the handy coupons 


|rural area served by the Beloit 
Daily News. 


FERMES 
FRANCAISES 


© 21% of all Canadian 


| No, 3939. The Milwaukee Market, 
1954. 


This is a four-page folder with 
a map of the Milwaukee retail 
zone and data for all Wisconsin 
counties on population, families, 


‘effective buying income, retail 
farms are French, _sales in five major store groups, 


(speak French, read consumer spending units and per 
French) _cent in each income group. Issued 
° by the Milwaukee Journal. 


* $500,000,000 


Cash Income sin Market Areas for 1955. 


This is a booklet with maps of 
the Milwaukee Journal marketing 
areas, the state of Wisconsin, Mil- 
waukee 100-mile zone, ABC retail 
zone for greater Milwaukee, plus 
data on population, households, re- 
tail sales and income for each area. 
Dwelling and population figures 
for 1955, 1950, 1940 by 12 eco- 
nomic areas for greater Milwaukee 
are included. 


© Largest & most thorough 
coverage available 
from— 


LE BULLETIN 
des Agriculteurs 


No. 3941. Where Greater Milwau- 
kee Families Shop. 

Data in this folder is based on 
information obtained by the 5,000- 
| family 1955 comsumer analysis 
'sample. Tabulations show where 


Market Booklet Free on Request 


@ Montreal—1117 St. Catherine W. 
@ Toronto—10 Terauley St. 


@ New York—Billingslea & Ficke 
420 Lexington Ave. 


ally, or not at all, for eight main 


Rematkabsle 
ROCKFORD 


At the Top in Illinois, Rock- 
ford continues to expand and 
row. Contracts have been let 
or two multi-million dollar 
factories. Construction will 
soon begin on a new shopping 
center including a 2 million 
dollar Goldblatt Bros. Depart- 
ment Store, a new name in 
Rockford. The American Chicle 
Company and The Goss Print- 
ing Press Company have both 
chosen Rockford for new man- 
ufacturing facilities. Housin 
construction continues to brea 
records. All of this added to an 
already prosperous city means 
a remarkable market for your 
roducts or services. The Rock- 
ord Morning Star and Rock- 
ford Register-Republic give 
superior coverage in Rockford 
and surrounding areas of 
Illinois and Wisconsin. Let us 
send you full information. 


BEST Fest 
CITY IN. THE 


*134,488 ABC CITY ZONE *441,222 ABC RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 


Rockford Register-Republic 


«REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 


No. 3940. Milwaukee and Wiscon-| 


families shop regularly, occasion-_| 


shopping areas of greater Milwau- 
kee. Published by the Milwaukee 
Journal. 


No. 3942. Consolidated Consumer 
Analysis. 

This is the 10th annual “Con- 
solidated Consumer Analysis,” and 
contains brand preference data on 
150 basic subjects in 20 markets 
from Maine to Honolulu. More 
than 1,500 brands are listed by the 
50,000-family sample. All informa- 
tion is based upon data from in- 
dividual newspapers’ consumer 
analysis books. All questions and 
methods, identical, give advertis- 
ers current comparable data. Is- 
sued by the Milwaukee Journal. 


No. 3943. Milwaukee Journal Con- 
sumer Analysis. 


This is the 32nd annual edition 
of the Milwaukee Journal’s con- 
sumer analysis. It contains brand 
preference data and shopping hab- 
its on 200 subjects, with four-year 
trend comparisons on many. Basic 
classifications include foods, soaps, 
toiletries, beverages, homes and 
appliances, automotive and miscel- 
laneous grouping. 


No. 3944. Analysis of Auto Regis- 
trations in Wisconsin. 


| This is a complete report on reg- 
|istrations throughout the state with 
|registration and sales trends for 
| the past several years. Issued by 


the Milwaukee Sentinel. 


No. 3945. Wisconsin Beer Outlet 
Report. 


This is a complete county-by- 
county report of the number and 
| type of beer licenses in Wisconsin. 
Published by the Milwaukee Senti- 
nel, 


| No. 3946. Wisconsin Liquor Outlet 
Report. 


This is a complete county-by- 
county report of the number and 
type of liquor licenses in Wiscon- 
sin. Issued by the Milwaukee Sen- 
tinel. 
| 


No. 3947. Milwaukee Food Brokers 
Assn. Directory of Members. 
This directory carries names, 

addresses and ’phone numbers of 

all members cf the Milwaukee 


‘with names of key personnel and 
principals are listed in this direc- 
tory issued by the Milwaukee Sen- 
tinel. 


No. 3950. 1955 Buyers Guide. 

This is an up-to-date listing of 
key grocery representatives and 
food brokers in the Milwaukee 
area. Issued by the Milwaukee 
Sentinel. 


No. 3951. Sheboygan, Wis. 

Issued by the city of Sheboygan 
and the Assn. of Commerce, data 
listed cover industries, population, 
retail sales, radio sets, tv homes, 
and other pertinent data on the 
city. 


No. 3952. Sheboygan Data. 

Population, sales, stores, list of 
industries and circulation figures 
are carried in this folder prepared 
by the Sheboygan Press. 


No. 3966. Why You Need the Chip- 
pewa Falls Herald-Telegram. 

This brochure contains market 
data for both the individual Chip- 
pewa Falls market and the over-all 
Upper Midwest market. Issued by 
the Chippewa Falls Herald-Tele- 
gram. 


No. 3967. Why You Need the Eau 
Clair Leader-Telegram. 
Market data on Eau Clair and on 
the over-all Upper Midwest mar- 
ket. Issued by the Eau Claire Lead- 
er-Telegram. 


SOON TO BE PUBLISHED 


No. 3453. Southern California Dis- 
tilled Spirits Market. 


A breakdown of state excise 
payments, by counties and distrib- 
utors, for Southern California will 
be available from the Los Angeles 
Herald-Express after June 30. 


No. 3454. New Car Sales. 


A breakdown of new car sales 
‘by trading areas within Los An- 
_geles County and 11 Southern Cal- 
ifornia counties and by number 
‘and makes, will be available from 
the Los Angeles Herald-Express 
sod June 30. Both passenger and 


commercial cars will be included. 


No. 3460. Top Ten Brands. 


Food Brokers Assn., and names of ; 
principals and sales staff. Pub-|. A ens Omer of purchases 
lished by the Milwaukee Sentinel. |'" 125 specific categories and 25 

\general categories in Denver will 
No. 3948. Quantitative Analysis— be published about Sept. 1 by the 
Wisconsin Television Market. |Denver Post. 


t Bn ory a a - <a No. 3454. New Haven Market Data. 
A *| WAVZ, New Haven, Conn., is 


by broadcast areas in Wisconsin | ; b 
is contained in this booklet. Each \ceveteping a market yh ook a 
county in a television reception | New Haven which will be avail- 
area is reported separately, with 2>l¢ in October. 
comparative data for Milwaukee | j 
newspapers presented. Prepared No. 3455. Brand Preferences in 
by the Milwaukee Sentinel. Wilmington, Del. 
Aug. 1 is the release date on an 
| No. 3949. Food Facts in Milwaukee analysis of brand preferences in 
and Wisconsin. Wilmington by the News-Journal. 
Names and addresses of all ma-|The top ten brands in 125 cate- 
jor food chains, buyers, jobbers, | gories of foods, drugs and appli- 
distributors, brokers in the area/ances will be featured. 


sT KNOXVILLE 


Newspaper 


The Knoxville News-Sentinel has 64% metro- 
pelitan area coverage, 92% city zone coverage 
and a 24,218 total circulation lead (110,979 
A.B.C.) Knoxville has the highest per cent of 
industrial employed in the state. Neighboring 
Oak Ridge and Alcoa, along with TVA (head- 
quarters in Knoxville) add to the diversified 
wealth of this area. 


First in all advertising 
First in circulation 


Lowest milline 


TENNESSEE 


Metropolitan Area 


52nd Largest Metropolitan Area In The Country! 


375,700 metropolitan population 
—Second only to Memphis—with 
$489,362,000 spendable income! 


The Knoxville News-Sentinel 


A Scripps-Howard Newspaper 
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No. 3456. Delaware Market Data. 


A booklet outlining current 
market data, circulation compari- 
sons, maps, retail and wholesale 
sales, wages and incomes in the 
Delaware market will be available 
from the Wilmington News-Jour- 
nal about July 1. 


No. 3972. Market Data on “Re- 
markable Rockford.” 

This contains factual material on 
population, sales, income, etc., for 
Rockford, Ill. Published by the 
Rockford Morning Star and Regis- 
ter-Republic. It is brought out an- 
nually in June. 


No. 3973. WICS Market Brochure. 
This is a four-page brochure 


highlighting the Illinois state capi-. 


tal market and its coverage by 
WICS. It gives data on major cities 
of the market, population, spend- 
able income, number of families 
(urban) and farm. It will be pub- 
lished some time this summer by 
WICS, Springfield, III. 


No. 3457. WSBT-TV Market In- 
formation. 


WSBT-TV, South Bend, is cur- 
rently preparing a book contain- 
ing county-by-county figures for 
buying power of general merchan- 
dise sold in the South Bend area. 
The book will also contain income 
levels, population by county, and 
farm income in all Indiana and 
Michigan counties where WSBT- 
TV is received. 


No. 3977. KVTV Fact File. 


In the process of compilation by 
Cowles Broadcasting Co., Sioux 
City, Ia., this will include coverage 
map, populaticn and market, sales, 
and other pertinent data. 


No. 3462. The WHAS-TV Market. 


A comprehensive study of the 
WHAS-TV market, including Lou- 
isville, Ky., and the surrounding 
farm market. Includes detailed 
examination of Louisville indus- 


try. Available after June 1, 
through Harrington, Righter & 
Parsons. 


No. 3981. The Story You Are About 
to See Is True. 


Station and market data, agri- 
cultural and industrial data, coun- 
ty-by-county breakdowns, etc. are 
to be included in this folder due in 
July from KNOE-TV, Monroe, La. 


No. 3982. Basic Market Folder. 


Folder will include Shreveport, 
La., data on population, farm in- 
come, buying income for city, etc. 
It will be published about July by 
the Shreveport Times and Journal. 


No. 3979. The Worcester Consumer. 


Current employment in Wor- 
cester, Mass., family income, sav- 
ings, gross retail sales, food sales, 
buying habits, trends, etc., will be 
listed in the study to be brought 
out about June 1 by WWOR-TV. 


|No. 3978. Salesmen’s Map. 


This will be out about July 1, 
and will show merchandising 
routes in Detroit, street numbering 
guides and relative income areas. 
It will be free to advertisers and 
agencies, $1 to others. Prepared by 
the Detroit News. 


No. 3971. Market Data on the 
World’s Richest Market. 


This will be published in June. 
It contains market data on popula- 
tion, income, family, retail sales 
and pertinent census and business 
data for the New York market, 
covered by WABD, New York Du- 
Mont station. Information is bro- 
ken down for the 35 counties cov- 
ered in New York, Connecticut, 


New Jersey and Pennsylvania, also 


set circulation and number of tv 


homes. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3458. Brand Preferences in 
Ohio. 

Crosley Broadcasting Corp. will 
release in July a series of brand 
standings of consumer products in 
the Cincinnati, Columbus and 
Dayton areas. The reports will be 
based on a study conducted among 
Crosley’s consumer panel in 
March. Rural-urban income and 
age groups will be indicated. In- 
formation will be available for the 
following categories: gasoline; cold 
cereals; cigarets for women and 
cigarets for men; prepared dog 
food; soaps and detergents for 
clothes, dishes; auto polish and 
wax, floor and furniture polish 
and wax; starch; bleaches; cleans- 
ers; home permanent kits; sham- 
poo; toothpaste; toilet soap; liquid 
tonics; shaving cream; headache 
remedies; instant and regular cof- 
fee; frozen foods; oleomargarine, 
prepared cake mix. 


No. 3459. Toledo Liquor Sales An- 
alysis by Economic Groups. 
The Toledo Blade and Times 
will publish beginning in June a 
quarterly report showing sales of 
liquor by brand, type and bottle 
size by economic groups within 
Toledo. All sales figures are to 
be compiled from weekly reports 
provided by the Ohio Department 


of Liquor Control. 


No. 3974. Standard Market Data. | 

This is a file-size folder contain- | 
ing description and facts on the 
Allentown, Pa., trading area. It 
will be available in July. It will be 


issued by the Allentown Call- 

Chronicle. 

No. 3461. Williamsport Market 
Data. 


WRAK is preparing a market 
data pamphlet on Lycoming Coun- 
ty, to be available this summer. 


No. 3466. Ranking of the First Six 
Metropolitan Markets. 

This booklet, to be published | 
soon, will be a comparison of the 
190 counties in WNAX’s (Yankton, 
S.D.) basic listening audience area 
with the five leading metropolitan 
markets. It will also include a 
county-by-county breakdown of 
retail sales, radio homes, and farm 
income in northern Nebraska, 
South Dakota, southern part. of 
North Dakota, western Minnesota 
and the 22 counties in northwest 
Iowa. 


No. 3463. General Data Booklet. 


The Knoxville News-Sentinel 
will release, June 1, a booklet of 
general market information on 
Knoxville containing population, 
number of families, retail sales, 
effective buying income—broken 
down by counties. 


| 
| 
No. 3464. The Knoxville Drug <ueh 

ket. | 

A booklet containing information 
on retail drug sales, number of 
drug outlets, per family drug sales, 
population, retail sales and effec- 
tive buying income by counties. 
The Knoxville News-Sentinel will 
have this booklet available on 
June 1. 


No. 3465. The Knoxville Grocery 
Market. 


A booklet containing complete 
information of grocery sales in 
Knoxville, Tenn. Number of out- 
lets, per family grocery sales, total 
retail sales and effective buying in- 
come by counties will be included. 
The Knoxville News-Sentinel will 
have this booklet available on 
June 1. 


No. 3467. Wichita Falls, Tex., 
Business Index. 
The Wichita Falls Chamber of 
Commerce will begin, about June 
1, to publish a monthly statistical 


| 


analysis sheet containing monthly 
business index figures, construction 
figures and other financial infor- 
mation. 


No. 3468. Housewives Brand Pref- 
erence Survey of Grocery and 
Household Items. 

The 1955 annual consumer pref- 
erence study by the Enterprise 
and Beaumont Journal, Beaumont, 
Tex., will be available June 1. It 
presents brand preferences cover- 
ing a six-year period. 


No. 3475. Corsicana—World’s Rich- 
est City. 

Scheduled to be published soon 
by the Sun, Corsicana, Tex., this 
booklet outlines market features in 
that market. 


No. 3476. KROD and Southwest 
Network Market Data. 
This folder includes data sheets 
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Texas Harte-Hanks Newspapers 
TOTAL CIRCULATION—DAILY 240,070—SUNDAY 200,447 
ABILENE REPORTER-NEWS THE DENISON HERALD THE PARIS NEWS 


THE BIG SPRING HERALD THE GREENVILLE BANNER SAN ANGELO STANDARD-TIMES 
CORPUS CHRISTI CALLER-TIMES MARSHALL NEWS MESSENGER THE SNYDER DAILY NEWS 


SALES TOTALS FOR PRIMARY MARKET AREAS OF OUR NINE PAPERS 
(Counties in Which Papers Have 25% or Better Family Coverage! NEW ABC 
’ yng feted CITY-ZONE 
vyin ~ 
(000s omitted) leaneue Soles, Pav Poo Drug: POPULATION 
Abilene Reporter-News ....... 283,991 208,996 45,343 57,327 6,878 
Big Spring Herald ........... 68,431 44,371 9,574 11,734 1,274 Abilene .... 58,398 
’ 
Corpus Christi Caller-Times .... 510,960 358,630 86,646 = 82,749 12,160 | Bin gn: 
The Denison Herald .......... 92,687 72,501 19,805 18,482 2,313 g Spring .. 28,572 
The Greenville Benner LPR A: 42,036 35,435 9,149 8,845 1,065 Corpus 
arshall News Messenger .... . 6,639 75,569 18,551 17,760 2,148 
The Paris News ............. 73,140 61,040 16,725 15,205 2,024 Christi . . .163,753 
San Angelo Standard-Times .... 241,855 169,607 37,381 40,655 5.438 | Marshall ... 27,233 
The Snyder Daily News ....... 54,622 31,732 4,649 6,321 703 Denison .. 25,150 
1,464,361 1,057,881 247,823 259,078 34,003 ee 
(From Sales Management's 1955 Survey of Buying Power) San Angelo . 60,765 


Texas Harte-Hanks Newspapers 


HEADQUARTERS—National City Bldg., Dallas 1, Texas 
Herbert Taylor, Vice President-General Manager 


CHICAGO——400 N. Michigan Avenue NEW YORK—52 Vanderbilt Avenue 


Symbolic of Syracuse’s superior transportation facilities is the $1 billion dollar New York State 
Thruway, longest expressway in America, and major link in the East-West highway network, 
At Syracuse, crossroads of the East, the Thruway meets U. S. Route 11, New Orleans to Canada. 


The HEARTLAND 
of 
NEW YORK STATE 


U. 25% SINCE 1940! . . . Metropolitan Syracuse alone has 370,700 
population — average family income of $5,697. Syracuse is the solid core 
of the 15-county Central New York market, where 1,354,200 people spend 


over $1.9 billion annually. 


There’s just one sure way fo sell this big, booming market — one of the 
greatest Test Markets of Americal The 223,103 daily circulation of the 
Syracuse Newspapers is the most powerful, most economical selling influence 


in this Heartland of New York State. 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS | 
+ 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 101,254 


HERALD-JOURNAL & HERAL 


Evening 


CIRCULATION: Combined Daily 223,103 Sunday Herald-American 221,954 


D-AMERICAN 
Sunday 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


on KROD’s El Paso market and 
the Southwest Network’s six-sta- 
tion market in New Mexico and 
Texas. Available in June. 


No. 3477. 1955 Market Data of El 
Paso. 

The El Paso Times and Herald- 
Post will issue this compilation of 
complete sales figures for 24 coun- 
ties of West Texas and New Mexi- 


co. Available in June. 


No. 3478. Liquor Distribution Sur- 
vey—El Paso Market. 
Scheduled for publication in 
September, this booklet is a dis- 
tribution check in 24 counties of 
West Texas and southern New 
Mexico on beers, wines, gins and 
whiskys. Also, a comparison with 


New Fort Wayne 


18,740 NEW PEOPLE 


—with high E.B.1. 


NOW 159,740* 


*March 31, 1955 ABC Publisher's Statement 


(ABC City Zone) 


Since 1950 Government Census 
Always a steadily growing market 


WRITE FOR GOLDEN ZONE MARKET BOOK 
FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel © THE JoURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


Population Figure 


FORT WAYNE 


1954 figures. Issued by the El Paso 
Times and Herald-Post. 


No. 3479. 1955 Grocery Product 
Distribution Survey. 

A survey of grocery stores in El 
Paso County, showing distribution 
figures of all brands in 78 classifi- 
cations. Available soon from the 
El Paso Times and Herald-Post. 


No. 3480. KSL-TV: Market and 
Coverage. 

Available from KSL-TV, Salt 
Lake City, in June, this will in- 
clude detailed market data, cover- 
age map and latest set count fig- 
ures. 


No. 3983. WTVW Data Sheet. 

Data on population, retail sales, 
income, etc., will be contained in 
this sheet which is being prepared 
by WTVW, Milwaukee. 


ROUTE LISTS 


NOTE: Most items are available 
without charge, but not all. Those 
requesting material which bears a 
price will be billed at the stated 
price by the publishers. 


No. 6000. Grocery and drug list 
for Phoenix and the state of Ari- 
zona. Published by the Phoenix 
Republic and Gazette. 


No. 6001. Grocery list, Hammond 


Mr. Sindlinger’s Smooth Curve 


FREQUENT MOVIEGOING RATIO RELATED TO TELEVISION SET OWNERSHIP; 31 U.S. CITIES; 


en 


major markets. 


. 6 
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PERCENT OF TELEVISION OWNERSHIP 


A smooth curve is a graphic mathematical average of a group of related points. An example of a 
smooth curve, and one we like particularly well, is shown above. 


During the latter part of 1953, before the sharp upturn in the quality of motion pictures, 
and before wide-spread use of the large-screen processes, Sindlinger & Company (Business 
Analysts) conducted a survey to determine the effect of television on theatre attendance in 31 
communities of varying location, population, and degree of television set ownership. 


As the curve shows, the studies provided concrete evidence that the number of frequent 
moviegoers (those who attend a movie at least two or three times a month) in the 31 cities 
grew smaller as television set ownership increased. This retreat from the movies, however, 
reached its ebb at a teleset saturation of between 65 and 70 per cent. At this point, the curve 
soared steadily upward at a faster rate than it fell. 


Although the quality of motion pictures, and the technological improvements are tre- 
mendously important factors in increased theatre attendance, the conclusion that this upward 
trend will persist is based on the solid fact that teleset saturation has passed 68 per cent in 
nearly all the important markets, and has jumped over the 75 to 80 per cent mark in most of the 


The entire a 


a fact-filled, 61 
plete report 


t of theatre attendance as 
affected by television set ownership is discussed 
as part of the Sindiinger Survey of Theatre 
Screen Advertising. This comprehensive study 
was undertaken for the Association of Theatre 
Screen Advertising Companies, of which Alex- 
ander Film Co. is a member. For a free copy of 
ge condensation of the com- 
write the Sales Promotion Dept., 
Alexander Film Co., Colorado Springs, Colo. 


LEXANDER 
Fim (Co. 


Colorado Springs, Colorado 
In Canada: Audio Pictures Lid. 
310 Lakeshore Road, Toronto 


area. Published by the Hammond 
Times. 

No. 6002. Drug list, Hammond and 
East Chicago, Ind., market area. 
Published by the Hammond Times. 


No. 6003. Grocery, drug, beer per- 
mit holder and department store 
list covering metropolitan Cedar 
Rapids and 16 eastern Iowa coun- 
ties. Published by the Cedar Ra- 
pids Gazette. 


No. 6004. Grocery and drug list 
covering 54 Kansas counties. Pub- 
lished by the Hutchinson News- 
Herald and Salina Journal. 


No. 6005. Grocery list, Flint, Mich., 
and its trading area. Published by 
the Flint Journal. 


No. 6006. Grocery list, Grand Ra- 
pids, Mich. Published by the Grand 
Rapids Herald. 


No. 6007. Grocery, meat market 
and drug list, Kalamazoo, Mich. 
Published by the Kalamazoo Ga- 
zette. 


No. 6008. Grocery and drug list, 
Lincoln, Neb. Published by the 
Lincoln Journal and Star. 


No. 6009. Grocery list, Monmouth 
and Ocean Counties, N. J. Pub- 
lished by the Asbury Park Press. 


No. 6010. Municipal liquor license 
list, Monmouth and Ocean Coun- 
ties, N. J. Published by the Asbury 
Park Press. 


No. 6011. Drug list, Monmouth and 
Ocean Counties, N. J. Published by 
the Asbury Park Press. 


No. 6012. Grocery list, Albuquer- 
que, N. M., and surrounding area. 
Published by the Albuquerque 
Journal and Tribune. 


No. 6013. Drug list, Albuquerque 
and surrounding area. Published 
by the Albuquerque Journal and 
Tribune. 


No. 6014. Grocery list, including 
allied outlets, Schenectady, N. Y., 
and vicinity. Published by the 
Schenectady Union-Star. 


No. 6015. Liquor, wine and beer 
outlet list, Schenectady, N. Y., 
trade area. Published by the Sche- 
nectady Union-Star. 


No. 6016. Grocery list, Toledo, O, 
and the Toledo retail trading zone. 
Published by the Toledo Blade 
and Times. 


No. 6017. Beer and liquor list, Day- 
ton, O. Published by the Dayton 
Daily News and Journal Herald. 


No. 6018. Drug list, Dayton, O. 
Published by the Dayton Daily 
News and Journal Herald. 


No. 6019. Grocery list, Dayton, O. 
Published by the Dayton Daily 
News and Journal Herald. 


No. 6020. Grocery list, Zanesville, 
O. Published by the Zanesville 
Times Recorder & Signal. 


No. 6021. Grocery and drug list, 
covering Eugene, Springfield, 
Junction City and Cottage Grove, 
Ore. Published by the Eugene 
Register-Guard. 


No. 6022. Grocery list, Portland. 
Ore. Published by the Portland 
Oregonian. 


No. 6023. Drug list, Portland, Ore. 
Published by the Portland Oregon- 
ian. 


No. 6024. Grocery list, Knoxville, 
Tenn. Published by the Knoxville 
News-Sentinel. 


No. 6025. Drug list, Knoxville, 
Tenn. Published by the Knoxville 
News-Sentinel. 


No. 6026. Drug list, Huntington, W. 
Va. Published by the Huntington 
Advertiser and Herald-Dispatch. 


| No. 6027. Drug list, Huntington, W. 
|\Va. Published by the Huntington 


Se bee Pe. ORE 


Advertising Age, May 16, 1955 


and East Chicago, Ind., marketA@vertiser and Herald-Dispatch. 


No. 6028. Grocery and drug list, 
Fond du Lac, Wis., and its trading 
area. Published by the Fond du 
Lac Commonwealth Reporter. 


No. 6029. Grocery and drug list, 
Modesto, Cal., city and trading 
area. Published by the Modesto 
Bee. 


No. 6030. Drug list, Rochester, N. 
Y. trading area. Published by the 
Rochester Times-Union and Dem- 
ocrat & Chronicle. 


No. 6031. Food store list, Rochester, 
N. Y., and eight-county trading 
area. Published by the Rochester 
Times-Union and Democrat & 
Chronicle. 


No. 6032. Drug list, Tucson, Ariz., 
and vicinity. Published by the 
Arizona Daily Star and Tucson 
Daily Citizen. 


No. 6033. Drug, grocery, paint 
store lists, and malt beverage 
licensees, Allentown, Pa. Published 
by the Call-Chronicle Newspapers. 


No. 6034. Grocery and drug list, 
Winona, Minn. Published by the 
Winona Daily News. 


No. 6035. Grocery list, Waukesha 
County, Wis. Published by the 
Waukesha Daily Freeman. 


No. 6036. Retail list—meat market, 
grocery, drug, liquor and package 
stores, Pittsfield and Berkshire 
County, Mass. Published by the 
Berkshire Eagle. 


No. 6037. Drug list, Cuyahoga 
County, O. Published by the Cleve- 
land Press. 


No. 6038. Grocery list—including 
all food outlets—Cuyahoga County, 
O. Published by the Cleveland 
Press. 


No. 6039. Liquor list—including 
all retail wine, liquor and beer 
permit holders in eight counties 
comprising the Cleveland liquor 
district. Published by the Cleve- 
land Press. 


No. 6040. Drug list, Nebraska and 
Western Iowa. Published by the 
Omaha World-Herald. 


No. 6041. Grocery list, Omaha- 
Council Bluffs. Published by the 
Omaha World-Herald. 


No. 6042. Liquor dealer list, Ne- 
braska. Published by the Omaha 
World-Herald. 


No. 6043. Liquor list, Orange 
County, Cal. Published by the 
Santa Ana Register. 


No. 6044. Grocery list, Orange 
County, Cal. Published by the 
Santa Ana Register. 


No. 6045. Grocery list, 103 coun- 
ties of Nebraska and Western 
Iowa, excluding Omaha and Coun- 
cil Bluffs. Published by the Omaha 
World-Herald. 


No. 6046. Grocery list, Beaumont, 
Tex., and grocery list for Port 
Arthur, Port Acres, Port Neches, 
Groves, Nederland and Orange, 
Tex. Published by the Beaumont 
Enterprise and Journal. 


No. 6047. Drug list, Beaumont and 
Port Arthur, Tex. Published by 
the Beaumont Enterprise and Jour- 
nal. 


No. 6048. Drug list, Dallas, Tex. 
Published by the Dallas Times 
Herald. 


No. 6049. Grocery list, Dallas and 
Dallas County, Tex. Published by 
the Dallas Times Herald. 


No. 6050. Grocery list, greater 
Louisville, Ky. Published by the 
Courier-Journal and Louisville 
Times. 


No. 6051. Drug list, Flint, Mich. 
Published by the Flint Journal. 


No. 6052. Grocery list, plus drugs, 
hotels, restaurants, confectioners, 
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brokers, wholesalers, Winston- 
Salem, N. C. Published by the 
Winston-Salem Journal and Sen- 
tinel. 


No. 6053. Grocery list, Forsyth 
County, N. C., published by the 
Winston-Salem Journal and Sen- 
tinel. 


No. 6054. Grocery list, 7 Counties 
of North Carolina. Published by 
the Winston-Salem Journal and 
Sentinel. 


No. 6055. Drug list, Winston-Salem, 
N. C., and outlying area. Published 
by the Winston-Salem Journal and 
Sentinel. 


No. 6056. Grocery list, Washington, 
D. C. Published by the Washington 
Post and Times Herald. 


No. 6057. Drug list, Washington, 
D. C. Published by the Washington 
Post and Times Herald. 


No. 6058. Drug list, Minnesota, 
with detailed information on Hen- 
nepin County (Minneapolis). Pub- 
lished by the Minneapolis Star 
and Tribune. 


No. 6059. Food store list, plus mar- 
ket data for Bloomington, Ind. Pub- 
lished by the Bloomington Daily 
Herald-Telephone. 


No. 6060. Grocery and drug list, 
South Bend, Ind., metropolitan 


area. Published by the South Bend 
Tribune. 


No. 6061. Drug and grocery list, 
Jackson, Miss. Published by the 
Clarion-Ledger and Jackson Daily 
News. — 


No. 6062..Major appliance and fur- 
niture outlet list, Detroit and 
suburbs. Published by the Detroit 
News. 


- ep ae 
oP 


No. 6063. List of specially de- 
signated distributors of liquor off 
the premises in Detroit ‘and sub- 
urbs. Published by the Detroit 
News. 


No. 6064. Beer outlet list, Detroit 
and suburbs. Published by the De- 
troit News. 


No. 6065. Liquor by glass outlet 
list, Detroit and suburbs. Published 
by the Detroit News. 


No. 6066. Large volume outlet list, 


Detroit and suburbs. Publishgd by 
the Detroit News. 
No. 6067. Specially designated dis- 


tributors and liquor by glass out- 
lets in Michigan—outside metro- 
politan Detroit. Published by the 
Detroit News. 


No. 6068. Brokers, wagon jobbers 
and food representatives list, met- 
ropolitan Detroit. Published by the 
Detroit News. 


No. 6069. Drug list, Detroit and 
suburbs. Published by the Detroit 
News. 


No. 6070. Hardware and paint out- 
let list, metropolitan Detroit. Pub- 
lished by the Detroit News. 


No. 6071. Grocery and meat dealer 
list, Detroit and suburbs. Published 
by the Detroit News. 


No. 6076. Liquor list for Burling- 


Ind. Published by the Fort Wayne 
News-Sentinel and Journal-Ga- 
zette. 


No. 6081. Grocery and drug list, 
Indianapolis. Published by the 
Indianapolis Star and News. 


No. 6082. Retail liquor, beer and 
wine list, Indianapolis. Published 
by the Indianapolis Star and News. 


No. 6083. Grocery, drug, depart- 
ment store and beer permit holder 
list, metropolitan Cedar Rapids 
and 16 Eastern Iowa counties. Pub- 
lished by the Cedar Rapids Ga- 
zette. 


No. 6084. Grocery list, Cumber- 
land, Md., trading area. Published 
by the Cumberland Times-News. 


No. 6085. Drug list, metropolitan 
Denver. Published by the Denver 
Post. 


No. 6086. Grocery list metropolitan 
Denver. Published by the Denver 
Post. 


No. 6087. Route List No. 1—gro- 
cery, meat, combination stores, 
(4,701) in Philadelphia. This costs 
$3 a copy, plus 3¢ sales tax. Pub- 
lished by the Philadelphia In- 
quirer. 


No. 6083. Grocery list, Houston, 
including maps of census tracts. 
Published by the Houston Post. 


No. 6088. Grocery list, Philadel- 
phia’s major business and econom- 
ic areas. Published by the Phila- 
delphia Inquirer. 


No. 6089. Liquor list, suburban 
Philadelphia. Published by the 
Philadelphia Inquirer. 


No. 6090. Grocery List No. 4— 
grocery, meat, combination stores 
in three New Jersey counties ad- 
joining Philadelphia. The price is 
$1.50 plus 2¢ tax. Published by 
the Philadelphia Inquirer. 


No. 6091. Hardware store list, Phil- 
adelphia. Published by the Phila- 
delphia Inquirer. 


Available Market Data—Local 
To secure copies of data listed, use the handy coupons 


No. 6092. Grocery list, greater Lit- 
tle Rock, Ark. Published by the 
Arkansas Democrat. 


SOON TO BE PUBLISHED 


No. 6072. Grocery list, Milwaukee 
area. To be published July 1 by 
the Milwaukee Sentinel. 


No. 6073. Drug list, Milwaukee 


area. To be published in July by 
the Milwaukee Sentinel. 


No. 6074. Liquor list, Cincinnati. 
To be published about June 15 by 
the Cincinnati Enquirer. 


No. 6075. Grocery list, plus data on 
food sales, Sidney, O. To be pub- 
lished this summer by the Sidney 
Daily News. 


T Toa las atice The FARM MAGAZINE for 


y TRACTORES 


@ THE FARM TRADE 


@ COVERS LARGE ACREAGE RANCHERS, 


@ GOVERNMENT AGRICULTURAL OFFICIALS 
@ OVER 20,000 AUDITED COVERAGE 
Write for Market & Media File 


IMPLEMENT & TRACTOR INTERNATIONAL CORP. 
OFFICES: NEW YORK + CHICAGO + CLEVELAND + KANSAS CITY * LOS ANGELES 


LATIN AMERICA! 


PLANTERS, COMMERCIAL FARMERS 


GRAPHIC ARTS BLDG. 
KANSAS CITY 5, MO. 


ton, Camden and Gloucester Coun- | 
ties, N. J. Published by Camden| 
Courier-Post. ’ 


No. 6077. Grocery list, Iowa, alpha- 
betized by towns. Published by the 
Des Moines Register and Tribune. 


No. 6078. Drug list, Iowa. Pub- 
lished by the Des Moines Register 
and Tribune. 


No. 6079. Grocery, drug and de-| 
partment store list, Moline, Rock | 
Island, East Moline, Davenport | 
and Illinois trading territory. Pub- | 
lished by the Rock Island Argus 
and Moline Dispatch. 


No. 6080. Grocery, drug and de- 
partment store list, Fort Wayne, 


If you’ve been drowsily scheduling 
Philadelphia newspapers by habit, 
friend, it’s maybe time to give 
brother Morpheus the brush. Look 
at all three in our booming town, 


and you'll find that the pAILy NEWs 
is the bright one, the one that’s 
keeping pace with today. You'll find, 
too, that customers see your ads in 


our sparkling tabloid pages — we 
couldn’t bury you if we tried. 


Discover DAILY NEWSLAND, buddies. 
It’s a Magic Market within-a-mar- 
ket, populated by some 185,000 
working families, blanketed by the 
DAILY NEWS. Peddle your’ wares in 


our uncluttered pages, and learn 
from results why wide-eyed space 
buyers are giving us such tremen- 
dous linage gains! 


For example, in the first 3 months 


of 1955, the DAILY NEWs gained more 
than a quarter million lines of Total 
Daily Advertising. And we’re con- 
tinuing this eye-popping growth. No 
secret why we hit new highs. We’re 
making new friends by selling 


Philadelphians! 


PHIA 


DAILYJ\NEWS 


Hitch your wagon to a rising star! 


NEW YORK: William A. Maher 
415 Lexington Ave., Murray Hill 2-9197 
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CHICAGO: J. J. Twomey 
333 N. Michigan Ave., Andover 3-5270 


: Me 

>» troney : 
ra i yO Cain, Ie 
Felt 
and he 


al. j 
ver weal " 
«Licker 1ne, 


wee & 
‘iM 


ted 


PHILADELPHIA.. 


‘ 1 a vteehiu 
"Ane asin = 
ae 

od he evacunim 
4, | onmarues, 4 PMG 
Dlis. Trakato, 
nel, wes amen 


ne 


eae nd ane sath a0 
ound & Ty 
eenne a ( 4A Usd} awa placed ' 
be Can Bt. | eerie ‘ 


Aum neg 
; Ih. 


, 
nie @ 


ou Cluel % 


DETROIT: Charles J. 
1061 Penobscot Bidg., Woodward 2-3080 
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This is San Francisco... 


where according to the new Pulse Cumulative Study 
KCBS reaches 83.4% of the radio families in a week... 
44.6% in a day. That’s more families per week or per 


day than any other San Francisco radio station! 


KCBS 


50,000 WATTS 


Represented by CBS Radio Spot Sales 


CANADIAN 
MARKETS 


NOTE: Most items listed here are’ 
available without charge, but not) 
all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 5000. Quebec Market Data 

Brochure. 

This brochure contains popula- 
tion and city and area facts, plus 
retail store and industrial infor- 
mation. Included are circulation 
breakdown with map, personnel, 
rates, etc., for the Quebec Chron- 
icle-Telegraph, which prepared 
the booklet. 


No. 5001. The Coverage Picture. 
This is a map of Canada, show- 
ing Weekend Magazine’s coverage 
by counties and the relationship of 
this coverage to retail sales. 


No. 5002. You Sell to Homes—Not 
to Vacant Lots. 

This is a distort map showing 

Canada’s retail sales by counties 

and Weekend Magazine’s coverage 

of these counties. 


No. 5004. CKDA Program Schedule. 
This program schedule for 
CKDA, Victoria, B. C., incorpo- 
rates population figures for the 
Victoria metropolitan area. 


No. 5005. Toronto Market and 
Distribution of Circulation. 


Population and household fig- 
ures plus breakdown of number of 
retail stores and total sales for 
1954 in Toronto and retail trading 


Mm izone are available from the 


Toronto Daily Star. Distribution of 
Star circulation in cities, towns 
and centers throughout Ontario 
are indicated, also. 


No. 5006. London with Southwest- 
ern Ontario, 


Prepared by the London Free 
Press, this booklet contains gen- 
eral data of the seven-county mar- 
ket covered by the Press; statisti- 
cal analysis of greater London and 
southwestern Ontario markets; to- 
tal circulation figures and services 
offered by the newspaper. 


No. 5007. Big Changes in a Big 
Market. 


This is a 35-page booklet which 
contains a synopsis of a survey 
by Canadian Facts Ltd., Toronto, 
for The Country Guide, Winnipeg, 
a monthly farm publication reach- 
ing farm families across Western 
Canada. The survey sample used 
is a representative cross-section 
of all farm and non-farm families 
in places up to 5,000 population 
in the so-called “prairie provinces” 
of Western Canada. The synopsis 
‘concentrates on ownership, pur- 
chasing, reading habits and major 
\changes taking place in this mar- 
| ket. 


'No. 5009. Owen Sound Market. 

A survey of the shopping and 
|distribution center of Owen Sound, 
the center of the counties of Grey 
and Bruce in the northwestern 
section of Western Ontario. The 
isurvey, prepared by the Owen 
Sound Sun-Times, covers indus- 
trial, agricultural and commercial 
aspects of the market. 


No. 5010. Record of Industrial De- 
velopment in Canada During 
1954. 

This is a reprint of tabulation of 
new manufacturing plants erected, 
present plants expanded and new 
production facilities announced 
during 1954. New industries and 
manufacturing companies formed 
in Canada during this period are 
also noted. Compilation is made 
from reports which appeared in 
Industrial Canada during the year. 
First copy free. Additional copies, 
10¢ each. 


No. 5011. Hamilton—A Brief Fac- 
tual Inventory. 
Designed to give in the most 


compact form possible an outline 


of Hamilton, Ont., and its market 


area, this brochure is a compila- 


business organizations interested 
in the Hamilton market. It is pre- 
pared by the Hamilton Spectator, 
which also will supply more de- 
tailed and specific information free 
on request. 


No. 5012. Quebec Farm Market 
__ Yearbook, 

This farm market book exam- 
ines the French Canadian farm 
market, covering farms by prov- 
ince, cash income, cars, trucks 
and farm equipment, grocery pur- 
chasing habits, etc., plus data on 
circulation of Le Bulletin des 
Agriculteurs, Montreal, which pre- 
pared the booklet. 


No. 5013. There’s a Place for Your 
Product in the Food Plant. 


This folder points out, generally, 
the market for machinery and 
equipment in the food industry of 
Canada. It gives figures on invest- 
ment expenditures in the past 
three years for capital, repair and 
maintenance. It is prepared by 
Food in Canada, Toronto. 


No. 5014. NIAA Publisher’s Sales 
Presentation for Food in 
Canada. 


This folder contains market data 
on the number of food plants in 
Canada, production volume, 
growth of the industry, how the 
industry buys, what it spends, list 
of machinery and equipment used. 
Prepared by Food in Canada, 
Toronto, 


No. 5015. The Retail Jewelry Mar- 
ket of Canada. 


This is a booklet of market data 
on the number of stores by pro- 
vinces and larger cities, of jewelry 
store and department store sales, 
sales volume by years and months 
and sales volume by product 
classification. It is put out by The 
Trader & Canadian Jeweller, 
Toronto. 


No. 5016. Motor Magazine and 
Canada’s Automotive Sales and 
Service Market. 


This NIAA publisher’s sales 
presentation offers market data on 
the number of automotive outlets 
by provinces, motor vehicle reg- 
istrations for a five-year period, 
motor vehicle sales, number of 
persons per motor vehicle, regis- 
trations by provinces and classifi- 
cations. It is published by Motor 
Magazine, Toronto. 


No. 5017. The CKTB Story. 


This booklet shows the expan- 
sion of the St. Catharines, Ont., 
market in the past ten years. It 
includes data on industrial and re- 
tail outlet expansion. Coverage 
map of the area, comparison maps 
for 1946-52 are included. Also, a 
directory of manufacturers, a com- 
plete set of vital statistics and na- 
tional and local accounts of CKTB, 
St. Catharines, which prepared the 
booklet. 


No. 5018. Canadian Mass Feeding 
and Housing Field. 


This report, produced by Cana- 
dian Hotel Review & Restaurant 
(Maclean-Hunter), Toronto, gives 
statistics on Canadian hotels, res- 
taurants and hospitals. Figures are 
broken into provincial statistics in 
some cases and are comparative 
over a two or three-year period 
where possible. 


No. 5019. Canada’s Packaging Ma- 
chinery Imports Reach $25,- 
000,000. 


This four-page report on the 
$25,000,000 packaging machinery 
import market has been produced 
by Canadian Packaging, Toronto. 
It briefly outlines the trend of 
these imports from the U. S., 
United Kingdom and Europe over 
the past few years. 
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No. 5020. Basic Marketing Data. 
This report by Canadian Ma- 
chinery & Manufacturing News, 


‘tion of those items of factual in- Toronto, gives facts and figures 
‘formation most often required by about the Canadian metalworking 


industry. Included are statistics on 
|\Canada’s imports of machine 
‘tools, value of materials produced 
‘by principal industries, manufac- 
turing establishments, employes’ 
salaries and the cost of materials 
used. 


No. 5021. Greater Victoria and 
Vancouver Island Market 
Guide, 

The report is a comprehensive 
breakdown of the market covered 
by the Victoria Times & Colonist. 
Included are facts pertaining to 
marketing, retail trade, manufac- 
turing, and sales figures plus 
transportation, population, and 
auto registrations. 


No. 5022. Canada’s Packaging Ma- 
chinery Imports. 

A study of packaging machinery 
imports into Canada, compiled by 
and reprinted from Canadian 
Packaging, Toronto. 


No. 5023. How Canadians Shop for 
Drug Store Items, 

A national survey conducted in 
two parts to show information re- 
garding the shopping habits of 
Canadian adults for drugs and 
other items commonly purchased 
in drug stores and to assess the 
influence of the modern shopping 
plaza on Canadian consumer pur- 
chases of drug store items. Com- 
piled and prepared by Maclean’s 
magazine, Toronto. 


No. 5024. Everybody’s 
About Canada. 

This study outlines the economic 
development of Canada from 1941 
showing data on population, im- 
migration, labor force, devclop- 
ment of industry and national re- 
sources, national income and char- 
acteristics of households. This 20- 
page folder also contains details 
on the editorial policy and au- 
dience characteristics of Maclean’s 
magazine, Toronto, which pre- 
pared it. 


No. 5025. CKX-TV, Brandon, Man., 
Market Data. 


The booklet includes such mar- 
ket data as population, households, 
persons per household, retail sales, 
per family income, per capita in- 
come, and ty sets, for Brandon, 
Man. Issued by All-Canada Tele- 
vision, Toronto. 


No. 5026. Mr. Advertiser! 

This booklet was prepared by 
the Free Press Weekly Prairie 
Farmer, Winnipeg, to emphasize 
the growth in the rural market in 
Western Canada during the past 
50 years. It contains some perti- 
nent market data showing the po- 
tential of the market. 


No. 5027. The Montreal Market. 

Data on languages spoken, rent- 
als, earnings, car ownership, loca- 
tion of stores, with accompanying 
maps are included in this study of 
the Montreal market by the Mont- 
real Gazette. Single copies only 
are available, as the supply is 
limited. 


No. 5028. Do You Sell to More 
Than One Industry? 


This study by Plant Administra- 
tion, Toronto, carries financial 
figures on major Canadian indus- 
tries, including gross value of 
products in 1952, and estimated 
capital, repair and maintenance 
expenditures for 1954. 


Talking 


No. 5029. The Mushrooming Home 
Market. 


This brochure is compiled from 
an address by Jean McKinley, 
Canadian Homes & Gardens editor, 
to the national furniture confer- 
ence (Canadian). The address 
points out the growth of the Cana- 
dian home-market and the great 
possibilities for expansion that 
exist in the Canadian furniture 
lindustry. 
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No. 5030. Canadian Automotive 
Trade Covers an Expanding 
Automotive Market. 

Canadian Automotive Trade, 
Toronto, sums up the automotive 
picture in Canada with data on 
vehicle registration for 1954, plus 
number of dealers, service and re- 
pair shops and population figures 
broken down by provinces. 


No. 5032. Hamilton—A Brief Fac- 
tual Inventory. 


Designed to be as compact a pic- 
ture as possible of Hamilton and 
surrounding market area consist- 
ent with completeness, this is a 
summary of information on popu- 
lation, homes, income, retail sales, 
etc. It is published by the Hamil- 
ton Spectator. 


No. 5033. Market Facts—Okanagan 
Valley. 


Such facts as population by age 
groups and racial origin, by oc- 
cupation, number of wage earners 
and income estimates, number of 
farms, cars, trucks, farm machin- 
ery, retail sales breakdown on the 
three principal areas in Okanagan 
Valley (Kelowna, Vernon, Pentic- 
ton) are included in this study. 
It is prepared by Radio Station 
CKOV, Kelowna, B. C. 


No. 5035. Canadian Retail Sales 
Map. 

The Canadian retail sales map, 
prepared by Weekend Magazine, 
Shows Canada scaled to sales 
rather than to miles. Each and 
every county and census division 
is shown in proportion to its dol- 
lar size in retail sales. 


No. 5036. Canadian County Cover- 
age Map. 

This county coverage map shows 
Weekend Magazine coverage by 
counties from coast to coast and 
the relationship of this coverage 
to retail sales. 


No. 5037. B.C. Business Is Boom- 
ing. 

This brochure covers the growth 
of British Columbia since 1944 and 
shows population studies, sales and 
industrial facts in relation to radio 
broadcasting in this area. It is pre- 
pared by CKNW, New Westmin- 
ister, B.C. 


No. 5038. Canada Lumberman— 
Market and Media File. 

This study gives lumber produc- 
tion figures, pertinent data on the 
market over the past years and is 
graphically illustrated. Import fig- 
ures for all types of machinery 
relative to lumber production are 
given with a comprehensive his- 
tory of the Canadian retail lumber 
situation. It is prepared by Canada 
Lumberman, Toronto. 


No. 5039. Engineering & Contract 

Record Market and Media File. 

This market study contains two 
market studies dealing with the 
nature of operation of, first, en- 
gineering contractors and, second, 
municipal and township engineers. 
This booklet also lists the major 
engineering projects currently un- 
der construction in Canada and 
those coming up, along with a 
graph indicating the geographical 
distribution of construction. Pre- 
pared by Engineering & Contract 
Record, Toronto. 


No. 5040. Market-Media Facts. 

This folder indicates capital in- 
vestment in the chemical proces- 
sing industries and provides perti- 
nent data on the annual produc- 
tion for the chemical and allied 
product and process industries. It 
specifically deals with industrial 
electronics and process instrumen- 
tation—a section recently intro- 
duced in Canadian Chemical Proc- 
essing, Toronto, which prepared 
this brochure, because of its im- 
portant market status. 


No. 5041. Hardware Stores Con- 
tinue Amazing Growth. 
This folder gives a description 
of hardware store sales in Canada 


by provinces and also by commod- 
ities. It is produced by Hardware 
& Metal & Electrical Dealer, To- 
ronto. 


No. 5042. Look at This Big Market 
—Quebec. 

This folder lists the number of 
outlets and sales for the French- 
language province of Quebec in 
the hardware, electrical appliance 
and country general store trades. 
Also, the population figures cover- 
ing the number of both French 
and English speaking people. It is 
issued by Le Prix Courant, Mon- 
treal. 


No. 5043. The Country General 
Store in Canada. 

A description of the market and 
commodity breakdown of mer- 
chandise handled in Canada’s 
country general stores is contained 
in this study by General Merchant 
of Canada, Toronto. It also carries 
complete sales breakdowns of such 
items as food, hardware, drygoods, 
drugs, etc., in Canada’s fifth lar- 
gest retail group. 


No. 5044. The Quebec Grocery 
Market. 

This brochure carries complete 
sales figures and population break- 
down in the French-speaking 
province of Quebec and the buying 
habits of the people of this prov- 
ince where business is largely 
transacted in the French language. 
Brochure is issued by L’Epicier, 
Montreal. 


No. 5045. The Paper & The Mar- 
ket. 


This 36-page booklet contains a 
complete breakdown of population, 
drug outlets and sales, city by city 
and province by province. It is put 
out by Drug Merchandising, To- 
ronto. | 


No. 5046. The Actual Facts About 
Grocery Store Sales. . 


This folder contains a break- 
down by groups of the stores ac- 
counting for approximately 75% of 
all grocery and combination store 
sales in Canada. It is issued by 
Canadian Grocer, Toronto. 
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No. 5047. Is This Your Market? 


Figures on Canadian paint pro- 
duction and who buys it are con- 
tained in this folder prepared by 
Painting & Decorating Contractor, 
Toronto. It also includes figures 
on the number of retail outlets 
selling paint and wallpaper. 


No. 5048. How to Increase Your 
Sales to the Paint Industry of 
Canada, 


This folder sums up the growth 
of the paint industry in Canada 
and the number of paint plants in 
the country with the estimated 
market for pigments, oils, chem- 
icals, etc. Prepared by Canadian 
Paint & Varnish, Toronto. 


No. 5049. Construction Trends of 
1955. 


Trends of types of construction 
and use of materials in the con- 


struction industry in Canada are 
discussed in this report published 
by Building Materials News. 


No. 5050. Lethbridge and District— 
1954. 

This booklet describes Leth- 
bridge, Alta., and its trading area 
as to production, agriculture, man- 
ufacturing, coal, gas and irriga- 
tion, and gives statistics on retail 
sales, telephones, population, pas- 
senger cars and other data. Avail- 
able from either the Lethbridge 
Herald or the Lethbridge Chamber 
of Commerce. 


No. 5051. Industry & Green Acres. 

Photographs, maps and charts 
illustrate this booklet, printed in 
four colors, which describes Leth- 
bridge, Alta., and its tributary 
southern Alberta trading area. A 
history of the area and market 


facts are presented. Available from 


Jo get the “Small Fry’ 
your “Selling Team” use 
SAM GOLD’S Fun and Game 


COMIC BOOKS! 


FOR MORE THAN 20 YEARS Sam Gold has been creat- 
ing and producing children's Fun and Game Books 
that appeal to America’s Small Fry. 


And these same Small Fry have proven time and again 
that they are Super Salesmen when it comes to selling 
their parents on switching brands or trying a new 


product. 


Offering these Small Fry (35 million in the USA) one 


of these Sam Gold Fun 


and Games Books can result 


in getting these kids to do a real selling job for you. 


Many of America's leading advertisers have used these 
Fun and Game Books as shown here and have found 
that such promotions actually increase sales and store 


traffic. 


They can be used as Package Inserts, Traffic Builders, 
Direct Mail, Self-Liquidators, etc. 


Let us plan and design a Fun and Game Book for you. 


Write for details, samples and prices. 


on 


¢ CcuTOoUTS 


STORIES 


2 


21 WEST ILLINOIS ST. 
MOHAWK 4 


16 10 48 PAGES! 


LOW COST... LIGHT WEIGHT... LONG LIFE 


LOTS OF PLAY VALUE! 


CONTENTS 
© COMICS © PUZZLES © REBUS GAMES 
* WORD GAMES * COLORING PAGES © QUIZZES * TOSS 
GAMES ® RIDDLES * DOT PICTURES © SPINNER GAMES 
* OPTICAL ILLUSIONS * MAGIC TRICKS © ADVENTURE 
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SAM GOLD & ASSOCIATES 


CHICAGO 10, ILLINOIS 
-6102 


se . i ie Seen . 4 5 eee E118 Sie St en. ON A Dans caer! camer Sita 8 Wealean 1 has PORES came, 2 Sar AS Teas 0S ae ce Bee ot Coane ren 
> tice ae ? : ~ J ree aces ; " ; ee ee ‘. par <p , ors nse ; 9 a Spee 5 “ 4 mee EfT ae : 4 Te 
oth yh ok 
toes = ok 
er Regis is 
E a ' = ; 
- a 
oar i "a LT #4 
cS ae | ee 
a 4G. ; 2 ies 7 
: 3 a) ae ‘ 
2. sae 
es ell 
| Po = 
: | Po 4 a 
* Ae “iy 
: of st 
te = 
vee J ' 
BF H a ‘- 
Ls s , ee 
eck os ) . es 
: 
hs 7 oa = aig . 
— Be. 7 
aaee : 
* : a , ‘ / 
bs ‘ 
ee { mi Fe 
nein : ae 
ae OS irene 
ae i eae 2 
} | Pe i - 
t | Po Wes She us 
i poe i De eae 
tog ee es 
\ ' ! 23 : Batt 
ee ges 
Sana Be 
} : 2 
a . } | re if 
7 | | | ee 
ee eae 
eg . ‘ betes de 7 
ot ? 
: : 
S ‘ 
fo ; . - a : 
ees a M ae 
oe \ | - 7 5 
Pe. is ‘ | i e ei . i : 
are ’ ae Me a 8 oO ; is 
oo ie Sa AT) ) / ae 
—_— tL ee Lil fe ji ye 
7 RACE A >> ~<a ae | a 
“a [a OD wPys a mer 
% , ro , ay fj “ EG f 1@ | // a 
Psi 4 i OD on ane. 
Rs f eT Se ; j i. 
ns * NY eT) : Baie 
a co - Wien q pps tionane S Kis | hel 2 
: ee T we \ ence i Raia 
: ee t Piss =f ——— : = 
* TTT Le _ es : 
‘ail | : WE te 
ae van oe: 
me | Lage cone APL Ge,> | 
Pree ee ae e : 
a | ~ VARSETY wai "Paar + : j 
ie = : . : Hoe he \ 5 \| ( TY. Fy , 
, | | is [tn | ‘s bs 4 vi ; 
Sage li 2 Beene ee tae 
a | a | ats” Bs fee he 
a. Hy = " - Fs ; 2 Rahs 
ie } ] Oh Be catemns a — a es fi se. 
fo ) | | 4+ SRyS> wae. 
mee | deeot et ty Sy Sf” sar mn ! , * 3 
obey ee w) toy ~ = ae ; ’ im as arg — i } 
ee ‘is 7a T Ey . rT yi ; jj OOP Mee a Demeeng Pane | weed Panty 9 
Ren. an am = @ Tee. wn _— 2 | 
SS ms — ff a fa sg) | = 
a i ] <2iny Py ‘ 3 eT 
‘i | petted FIT See || BP || = 
| ee tae : / Ii a 
. r eres =~ ee 
— - {TT a re! i = el | I eo 
‘fs ' | ; 7 ‘a r ! on & | ‘ z ees 
— | Mie rh eee ee. 
E | I aon ma a : 
a : ) | we i Bo os Zane ’ =a a ~ oe Paes 
a Tl of } fi yd Ses =| ; | Zz aS ! “3 ae % 
Desh = q } oa on Bats - i bl a fF | j / : re 
ain | a fi ) >) _ a 4 
—) mm = BOOK |! Oe ae we Bee 
ql LS Laps | | 
i » £ 20 », Po. g a) = = ~~, | 2 zr: " 
4 5 af, ae 19 prne vad % Sy ORs “4 ; = | — H 
oe . a “ESouer we 4 = es tH 
— > “~y ~~ $f: » 4 / SS —— 1 
a S Ae ; . a a | 
ie <— — be a ee 
i | S 7 in — ~<a j i 
q Sf pei F652, el 
ae i | om Til / i ; 3 . ij eS 
a Seu } Wad 1 “an Y | , 
a o> ’ : te 
“Moe ; A » tong ie : 
a Sy * = = oy, ; i 
ie iS > of & - ¢ ee , 
ip | . > —~ — 4s ~ * | rs 
ay ; a an _————— == hy y a 
ae. H | : + “yo 2 | 
See } , 2 y ceevre es fe f 
pO ah e 
- @ | PORE: | Gee, “aos | = 
ae | AA) KK ICS 1 NBA ae 
ee or a f | + ek 3 2 Aft i - 
q a ce Cate ' “« at: Pak ae” Cur Our > . i : 
cS ea Oe ante : | : 
i cae I TOYS  Capeee ‘ 
oe ° amen coma » te e : rs 
Bas f = Ae a" : — | 
eo =. > | 
St tes | <—, - et " adil ; i} at) Rs } ] 
ss aa iM = i A oe : * ? q Hi 
ro  Yaeeerae Se || 
See ——< 2 bf xe ‘ ; 
i . > {9.5 ee zy | ; 
2 ra | 
ete j » , f >. Peng | 
oe a S j 4 , ey 
be te ; 9q/i) eet 
ee OO EP een | » I ee a 
y ae ~ ‘ ° -_ , ‘. i H 
Bit i eee 
Beck ote ; - : ns a : e) Soe ee , , $ re ' ; Aes oF 
a OU NE EE SED CR RE ps er ONE INON G? OMe CSE ia aah RIS or oO MRL cael, Pd ee aan’ Nie ge em eee te ee NUNS os Rag tm te Se ene BS oe iy 
Oe Meare” ee Ge: go eereas, ne ane Bote Le | oe is get el pa a. GRR ep eer BE ho 6 fg SN a ae ee acct mae Sie EME os Sa oth: | ae he ee ge Ly Le bp PR eae her te aaa a a ee te Pete eR es “i ek wan cree Ne eras Oc ic by Bae oh Pepa oe ot oe ie Ae 
; Eee Pr eae ae, De leacy Mes ri Ng rae Te li bet Ne A eat JAS eek on f ‘Gusseee ae aaa At ee Sc fe mks a st ets ee Sis ia seertAs ao Pere se "oa CR eRe Fake vated a ne pls ae eit hs Hare PB sae Sebige > Se Ree peer 
Meee yp NRE Spe ne Pe EN Seige EO ee a ep" RE ee A ay fc cag te es Sj ea tant tid PE SIN TLS arian Ie ne chek MOL Oke Ds Sg: Maik ttlond Fg OP MB ee he EN a a A RO Ae Ra Tet Oy th | MS de cr mee Tg Ke ae Se ng te oe ae 
aur oe eng 4. = ae eet Solas a = Bre Pak poe Pe Lp Bert es iin ag Pl AU mal de aoe “sie first kien ok be os (eters Ste LO fa SS anche ie eae 8S Bs: Olli, hal aN Ll DORE Paros ve ROU Mae as sae 
Se fCR eae eg AEP cack OR wh Le ake eee bh) ROBT, Se LPS TE BE SP PE A TEN OS We EE APL UE wt Lae ee ay Ce a A ES Cpe he Are SNe liek Oy aT Et a ek ee ac, tai en gra ee ae a get Ca Lee Cate tena a ae Tae peal eee 
Sep S, Carp nece es Maas OZ oa ie a ale) eM icag tt Se ae net es cel Me oa Re SIR on I ey a Ip Me Cla a ad POT Laan tn de Roa 


m5 
SFG 
ao 


Ets EE POULEA © teas ee" AS SR 


108 


oA ~ 74. IM Se REF F- nak 


Available Market Data—Canadian 
To secure copies of data listed, use the handy coupons 


the Lethbridge Herald or the Leth- 
bridge Chamber of Commerce. 


No. 5052. Travel Data. 


The Financial Post, Toronto, has 
issued this booklet which outlines 
expenditures for travel by Canadi- 
ans, number of business trips taken 
by Post subscribers and data on 
vacations. 


No. 5053. Halifax, N. S., Market 
Data. 

This two-page report gives sta- 
tistics as to population, transporta- 
tion, industry, water, schools, 
stores, etc., about Halifax, N. S. 
Available from the Halifax Herald. 


No. 5054. First Report on a Con- 
tinuing Study in Suburbia. 
This report, the first of a series 
of six studies being conducted by 
Sanders Marketing Research for 
Chatelaine during 1955, shows the 


BY GOLLY, 
WE VE DONE IT! 


heat 


—_—. es, 


Te meme ee 
“For 34 now I’ve been eased out of a 
lot of offices of AE’s, SM’s, media directors 


space buyers, brokers end distributors with 
ine—'if you only a 50,000 city 

market’... Well, everything comes to him 

who waits. It’s taken a long time, but we fi- 

eae fat” big od 2 aL have eons 

t eduts new figure start 

those schedules over my transom.” 


* 
BLOOMINGTON- 
NORMAL 


ILLINOIS 4 CITY ZONE 


NOW 


91,025" 


@ Biggest population gains in history 


@ 600 new homes (Av. $15,000) 
in 10 subdivisions 


@ Over 100 industrial plants going full tilt 
Illinois’ Fifth Largest 
Newspaper Retail Market 
$152 million subscriber purchases 
In addition to 99% carrier-delivered 
coverage of the important Blooming- 
ton-Normal city zone, The Pantagraph 
has a big plus market of 77,744, repre- 
senting 24,294 subscriber families in 
85 communities—97 % home delivered. 
Any wonder it’s a potential Standard 

Metropolitan County Area. 
Get the new picture of the importance 
of the richest industrial-farm area in 
the Mid-West. Get all the facts from 
Gilman, Nicoll & Ruthman, national 
advertising representatives, or write 
Perry LaBounty, National Advertising 
Manager. 
*ABC Audit Report 

Sept. 30, 1954 


— Para 28-b 


Te DAILY PANTAGRAPH 


BLOOMINGTON - NORMAL, ILLINOIS 
. 
127 mi. SW of Chicago — 157 mi. NE of St. Louls 


possessions and characteristics of 
a sample of Chatelaine subscribers 
in suburban areas of Canada; what 
plans these families have for pur- 
chases and activities, and the de- 
gree of influence women have on 
these purchases and activities. 


No. 5055. The French Market. 
LaPresse, Montreal, has issued 
this report on the French market 
in Canada. Includes statistics on 
population and retail sales for the 
Province of Quebec and other data 
on the greater Montreal market. 


No. 5056. Facts on the Canadian 
Welding Industry. 

This booklet discusses the prog- 
ress of the welding industry in 
Canada and the Canadian oil, au- 
tomotive, mining and aircraft in- 
dustries in relation to welding 
equipment. Issued by Canadian 
Welder, Winnipeg. 


No. 5057. Canadian Power Farm 
Machinery Sales—1954. 

A report, prepared by Canadian 
Farm Implements, on 1954 sales of 
tractors, combines, threshers, field 
balers, forage harvesters and trac- 
tor loaders. Several graphs com- 
pare tractor and combine sales 
from 1937 to 1954. 


No. 5058. Things You Should Know 
About Canada’s Largest Indus- 
trial Buyer. 

This leaflet describes the pulp 

and paper industry in Canada, il- 

lustrating the statistics with a map 

and graphs. Issued by Pulp & 

Paper Magazine of Canada. 


No. 5059. Canadian Builder. 

A report on the Canadian build- 
ing and construction market—its 
future outlook and trends within 
the market. Issued by Canadian 
Builder. 


No. 5060. The Canadian Milling & 

Feed Market. 

Canadian Milling & Feed has 
published this leaflet which de- 
scribes the milling and feed mar- 
ket in Canada. Includes statistics 
on flour and feed milling for the 
past decade. 


No. 5061. The Building Manage- 
ment Market. 

A review of the $200,000,000 
market for repair, maintenance 
and building improvement among 
Canada’s major structures, with a 
breakdown for repair materials by 
types of consumers. Published by 
Building Management. 


No. 5062. Office Equipment Facts. 

Office Equipment News has is- 
sued this leaflet which analyzes 
the Canadian office market and its 
potentials by groups of products. 


No. 5063. Transport Commercial in 
Quebec. 

This leaflet reviews Quebec’s 
over-all position in Canada’s in- 
dustrial scene and the transporta- 
tion picture in Quebec. Published 
by Transport Commercial. 


No. 5064. Revue Moteur Data 

Folder. 

Revue Moteur has issued this 
leaflet, which discusses industry 
in French speaking Canada and 
gives statistics on the total auto- 
motive market and registration 
breakdowns in Quebec. 


No. 5065. Batiment Market Data. 

This folder describes the con- 
struction industry and expendi- 
tures from 1946 through 1954 in 
the Quebec market. Published by 
Batiment. 


No. 5066. The Sport Goods and 
Playthings Market. 

The factors of personal spend- 
ing, birth rate, population, leisure 
time and how they affect consump- 
tion of toys, playthings and sport 


goods in Canada are discussed in 


this folder. Sport Goods & Play- 
things is the publisher. 


No. 5067. Facts About Kitchener. 


This gives the history of indus- 
try and products, data on location 
and transportation, hydro-gas wat- 
er rates and a page of statistics 
on population, home and schools 
of Kitchener, Ont. Issued by the 
industrial commissioner of Kitch- 
ener, available from the Kitchen- 
er-Waterloo Record. 


No. 5068. Fingertip Facts. 

CJOC, Lethbridge, Alta. has 
published this summary of statis- 
tics showing the progress of indus- 
try, agriculture and other data in 
Lethbridge and district. 


No. 5069. CJVI Map. 

CJVI, Victoria, B. C., has issued 
this map which shows its coverage 
area. Both daytime and nighttime 
limitations are outlined. 


No. 5070. CJVI and CKDA Day- 
time Field Strength Measure- 
ments. 

This report shows field strength 
measurements of CJVI and CKDA, 
Victoria, B. C., from 28 spots in 
Victoria and surrounding areas, 
and 10 mainland points. 


SOON TO BE PUBLISHED 


No. 5075. Encyclopaedia. 

This “encyclopaedia” contains 
an analysis of retail sales and na- 
tional publications’ circulation in 
Canada by provinces, population 
groups, major cities and counties. 
A revised edition is being prepared 
for publication some time in July 
1955, by Weekend magazine. 


No. 5076. Market and Media Hand- 
book. 

This digest will give the market 
potential for electrical contractors 
and maintenance men. It will also 
give current construction figures 
for electric installations, mainte- 
nance and repairs. Published by 
Electrical Contracting and Main- 
tenance, Toronto. Available in late 
July. 


No. 5078. Sport Goods and Play- 
things. 

The folder gives material on 
personal spending power, leisure 
time and recreation habits, as well 
as population figures, for the Can- 
adian market in relation to sport 
goods, toys and playthings. Avail- 
able in August. Published by 
Holliday Publications, Montreal. 


No. 5077. Directory of Manufac- 
turers. 

St. Catherine’s Standard will 
have available, in June, a list of 
industries with the number of 
employes and products manufac- 
tured in the St. Catherine’s dis- 
trict. 


No. 5079. National and Regional 

Building Trends in Canada. 

Data folder presents Canadian 
national and regional building sta- 
tistics. It includes dollar or physi- 
cal volume breakdowns of impor- 
tant groups of materials, showing 
trends in building construction and 
consumption and developments 
which may affect these patterns. 
Published by Canadian Builder, 
Holliday Publications, Montreal. 
Available in August. 


No. 5080. Statistics on Canadian 

Milling. 

Statistical survey of trends in 
milling and materials used in this 
industry and the feed business. 
published by Milling & Feed, Hol- 
liday Publications, Montreal. 
Available in August. 


No. 5081. Major Structures in Ca- 
nada. 

Presentation of data on the 
quantity and groups of materials 
used for repair, maintenance and 
building improvement of members 
of major structures, including na- 
tional totals and available regional 
breakdowns. Published by Build- 
ing Management, Holliday Publi- 
cations, Montreal. Available in 
August. 


No. 5082. The Leather Industry. 

A review of retailing and manu- 
facturing in the leather industry. 
Also includes breakdowns of pro- 
ducts sold, materials consumed 
and types of shoes sold in the 
Canadian market. Purchasing 
power and population trends will 
also be included in this booklet to 
be published in August by Leather 
World, Montreal. 


No. 5083. Merchandising Informa- 
tion. 

The number of outlets, volume 
of merchandise handled, trends in 
distribution and a breakdown by 
individual products, of the per- 
centage sold through department 
and variety stores. National and 
regional potential consumption 
will also be included in this book- 
let, to be published in August, by 
Canadian Variety Merchandising, 
Montreal. 


PS Sek Se! ee ERT | h Sh ee ARPS 


bad Hi x } 


Advertising Age, May 16, 1955 


No. 5084. Fashion Data. 


A review of the fashion retailing 
and wholesaling market in Canada 
with breakdowns by clothing 
groups and regions across Canada. 
Also included in this booklet will 
be purchasing power and popula- 
tion trends, To be released in Au- 
gust by Fashion Buyer, Montreal. 


No. 5085. Tots’ and Teens’ Mer- 
chandise Data. 


A survey showing types of 
clothing purchased in Canada by 
volume and category. The number 
of retail outlets, distribution pat- 
terns, purchasing power, age group 
distribution and trends will be 
given in this booklet to be released 
in August by Tots’ and Teens’ 
Merchandiser. 


No. 5086. Office Equipment and 
Personnel. 

Canadian national statistics on 
offices: labor force, expenditures 
on office equipment, supplies and 
systems, and group breakdowns 
showing materials used and future 
consumption trends, Available in 
August. Published by Office Equip- 
ment News, Holliday Publications, 
Montreal. 


No. 5087. Automotive Statistics for 
French-Speaking Canada. 


This data folder contains auto- 
motive figures comparing French- 
speaking Canada with the total 
Canadian market and including 
city-by-city registrations and an 
analysis of service and garage out- 
let figures. Available in August. 
Published by Revue Moteur, Holli- 
day Publications, Montreal. 


No. 5088. Building in French- 
Speaking Canada. 


A comparison of building and 
construction expenditures in 
French-speaking Canada _ with 
Canadian totals, also including dol- 
lar and physical volume break- 
downs for important groups of 
materials and giving construction 
plans and trends. Available in 
August. Published by Batiment 
Genie-Construction, Holliday Pub- 
lications, Montreal. 


No. 5089. Fleet Operations in 
French-Speaking Canada. 

A survey of truck and bus fleet 
operations in French-speaking 
Canada, including a comparison of 
the provincial and national totals. 
In addition to registration figures, 
it includes mileage and traffic sta- 
tistics, including those relating to 


YOUR AD IN THE 


EVERYBODY READS 


BEACON JOURNAL 


CIRCULATION 
Evening, 155,154 
Sunday, 162,175 


POPULATION 
Metro. Area, 446,100 
Ret. Tr. Area, 578,300 


ONE LOW RATE 
Evening or Sunday 


YOU GET COMPLETE COVERAGE IN AKRON’S 
ONE BILLION FORTY MILLION DOLLAR MARKET 


Akron’s ONLY newspaper gives you complete and exclusive 


access to Akron’s important Billion Dollar Market. Other com- 
parable markets require TWO papers to do the job. Akron’s one 


powerful newspaper, at one low cost, either Evening or Sunday, 
is a best buy for you. R-O-P Color available Daily or Sunday. 
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public and privately owned vehi-| 
cles. Available in August. Pub- 
lished by Transport Commercial, | 
Holliday Publications, Montreal. 


No. 5500. Vision Reports on Latin 
American Industrial Growth; 
Area Study No. 1, Cali, Colom- 
bia. 

An illustrated 20-page report on 
the Latin American market for in- 
dustrial goods and services as dem- 
onstrated by a detailed account 
of the postwar progress of one 
city—Cali, Colombia. The report 
covers the growth of industry, 
construction, agriculture and pub- 
lic works as well as thumbnail 
sketches of some of the men in 
business and government who are 
responsible for substantial pur- 
chases from abroad. This is the 
first of a continuing series of 
growth studies being made by 
Vision, New York. 


No. 5501. Vision Reports on Latin 
American Agricultural Ad- 
vances. 

This well-documented booklet 
by Vision gives figures on farm 
production in the Yaqui Valley 
area of Mexico. The number and 
cost of farm equipment owned, size 
and value of crops produced, road 
and land clearance development 
and irrigation development are 
covered here. Also included are 
listings of companies handling 
construction, selling farm equip- 
ment and construction equipment. 


No. 5502. Market and Media Facts. 

This booklet on the Latin Amer- 
ican farm market is published by 
Implementos y Tractores. It con- 
tains informaticn on the amount 
of farm equipment purchased an- 
nually, amount of land currently in 
production, and information on the 
expansion of agriculture in Mexi- 
co, Central and South America. 


No. 5503. Identified Buying Power. 

This folder gives a breakdown 
of the buyers of equipment and 
supplies in the Latin American 
beverage industry. It is issued by 
Bebidas, Spanish language bever- 
age journal, published by Canter- 
bury Press division of Maher Pub- 
lications. 


No. 5504. A Study of Revista Ro- 

taria Magazine Subscribers. 

The business activities and per- 
sonal characteristics of subscribers 
in Latin America are described in 
this brochure by Revista Rotaria. 
Purchasing authority as well as 
status in business is given along 
with age, income, property, and 
other characteristics. 


No. 5505. Annual Global Automo- 
tive Market Survey and World 
Motor Census. 

El Automovil Americano, over- 
seas edition of American Automo- 


bile, presents, in this booklet, an 
analysis of automotive operations 
throughout the world. It gives fac- | 
tual reports from 150 countries | 
and territories with the numbers 
of cars, trucks and buses in leading 
countries. 


No. 5506. Market-Media Booklet 
for American Automobile and 
El Automovil Americano, 

An annual overseas automotive 
buyer’s guide is available in this 
booklet by American Automobile. 


No. 5507. Overseas Business Serv- 
ices Folder. 

This booklet by McGraw-Hill 
International Corp. describes the 
services the company provides to 
American business in the inter-| 
national field. It tells about a staff 
of foreign business and trade ex- 
perts who are available for special 
reports, market studies and busi- | 
ness surveys. A list of foreign in-. 
dustrial films and still movies is’ 
also given here. All services de- | 


scribed in the booklet are on a fee 
basis. 


_No. 5508. Power Capacity Up 25%. 


This folder reports on Industria’s 
4th annual survey of power facili- 
ties in Latin America. It is a coun- 
try-by-country analysis of the 
growth of power facilities with 
estimates of future expansions. 


No. 5510. File of Facts About In- 
dustria. 

Estimated industrial purchase 
requirements in Latin America are 
given, country by country, in this 
booklet by Industria. 


No. 5511. Materials Handling Ex- 
port Market. 
This chart shows how much and 
where U. S. materials handling 
equipment was sold in Latin 


America, Europe, Asia, Australia, of machine tool equipment in 1953 
in Latin America. 
Amounts purchased in each coun- 


Oceania and Africa. Amounts pur- 
chased in each country are given 
for 26 varieties of equipment such 
as railway cranes, derricks, hoists 
and cableways. The chart is pub- 
lished by McGraw-Hill Digest. 


No. 5512. Facts About the Mc- 
Graw-Hill Digest. 


This is a brochure describing the | 
subscribers of the McGraw-Hill | 


Digest. It includes a series of 
charts showing imports and ex- 


ports of countries throughout the) 


world plus the export demands for 
1953 in selected groups. 


No. 5509. A Guide to the Latin 
American Market for Machine 
Tools Equipment. 

A country-by-country break- 
down showing where U. S. exports 


| 


were bought 


109 


try are given for 17 varieties of 
machine tool equipment. The pam- 
phlet is issued by Industria. 
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$10.00 - 
FOR TEN 
SECONDS 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


Send for sample 
reel and descrip- 
tive literature. 


STUDIOS 


1323 S. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


IN INLAND CALIFORNIA [AND WESTERN NEVADA) 
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These inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations . . . 
and in Inland California more listeners than the 2 leading San 
Francisco stations and the 3 leading Los Angeles stations com- 
bined ... and at the lowest cost per thousand! (SAMS and SR&D) 


In this mountain-isolated market, the Beeline serves an area 
with over 2 million people and over 4 billion in spendable income. 


(1954 Consumer Markets) 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 
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No. 5513. Construction is Big Busi-| No. 5612. Periodical Preferences of | No. 5601. Consumer Expenditures | No. 7005. Room Cooler Market. 
ness in Latin America. _ Leading Distributors Around in Puerto Rico. | A country-wide mail survey by 
U. S. exports of construction the World. Issued by Life en Espanol, this | Building Supply News among its 

equipment to Latin America in| A magazine readership survey of} survey is based on a probability | lumber and building material 


fountains. Compiled by American 
Druggist. 


No. 7016. Annual Survey of the 


1953 are given in this chart by | 
Ingenieria Internacional Construc- 
cion. It lists, country by country, 
the amount purchased of 29 varie- 
ties of construction equipment, in- 
cluding cranes and shovels, crush- | 
ers, concrete mixing units, graders, 
rollers, tractors, excavators and 
screening machines. 


No. 5514. Publisher’s Sales Presen- 
tation for Construccion. 

The market in Latin American | 
construction is described in this 
booklet by Ingenieria Internacional 
Construccion. Projects in Latin 
American countries totalling over 
$1,000,000 in power, transporta- 
tion, building, mining, waterworks 
are listed with other charts show- 
ing a picture of the building in- 
dustry there. 


No. 5515. Worldwide Survey High- 
lights. 

Basic characteristics of the 
Reader’s Digest audience in 21) 
countries are given here. Data on 
age, sex, education, occupation and 
number and kind of possessions 
owned are listed for each country. 


No. 5516. Latin American Factor- 
ies, Truck and Tractor Statis- 
tics and Cultivated Land Areas. | 

Reader’s Digest compiled this | 
chart showing the number of man- 
ufacturing establishments, truck 
and tractor operations, number of) 
acres under cultivation, and circu- 
lation of a selected group of maga- 
zines that may be of interest to ad- 
vertisers in these fields. 


No. 5517. Fact Report on Germany. | 

This is a chart showing the per- 
centages of vehicles, appliances, 
cosmetics, foodstuffs and other 
household items owned and used 
by German readers of Reader’s 
Digest. 


No. 5606. Purchasing Power in 
Latin America. 

This booklet describes the nature 
and extent of the market composed 
of readers of El Leon, the maga- 
zine published for Latin American 
members of Lions International. 
Published in February. 


No. 5607. Diversity of Business In- 
terests of Overseas Distribu- 
tors. 

This survey, published in April 
by the Journal of Commerce—lIn- 
ternational Edition, describes the 
business fields in which overseas 
distributors have financial inter- 
ests, in addition to their distribu- 
tion activities. 


No. 5608. Periodical Readership 
Among Distributors of British 


leading distributors of American! 


products around the world. Avail- 
able from Time International. 


No. 5613. Magazine Audiences in 
Mexico City. 
A detailed analysis of audiences 
of Life en Espanol, Selecciones 
and Vision in Mexico City, with 


‘additional market data on the 


Mexico City population. Based on 
a survey by Alfred Politz Research 
Inc. 


No. 5614. Names That Speak Vol- 
umes. 

Compiled in November, 1954, 
this volume lists 167 pages of 
prominent subscribers to Life In- 
ternational in the United Kingdom. 


No. 5615. Consumer Expenditures 
in Panama City. 
Based on a Panama census de- 
partment survey, this report shows 


_consumer expenditures, by product 


groups, among Panama City fam- 
ilies. Issued by Life en Espanol. 


No. 5616. Expenditures by Cuban 
Non-Farm Families on Non- 
Durables. 

This survey shows yearly family 
expenditures on a list of products 
including cigarets, food products 
and cosmetics. Issued by Life en 
Espanol. 


No. 5617. Accounting for Latin 
America. 

This survey analyzes subscribers 
and newsstand buyers of Life en 
Espanol throughout Latin America. 
Published in January. 


No. 5618. Modern Leaders in an 
Ancient World. 
A survey analysis of a list of 
prominent subscribers to Life In- 
ternational in the Middle East. 


No. 5619. Medical Personnel & 

Hospitals Around the World. 

This report summarizes World 
Health Organization figures on 
number of doctors, dentists, hospi- 
tals, etc., around the world—by 
countries. Issued by Time-Life In- 
ternational. 


No. 5620. Ownership of Three Ma- 
jor Appliances in Canada. 

These fact sheets report a survey 
by Canadian Facts Ltd. on owner- 
ship—by income groups—of tv 
sets, dishwashers and washing ma- 
chines in Canada. Issued by Time 
International. 


No. 5621. Auto Usage and Owner- 
ship in Canada. 
A survey by the Canadian Auto- 
mobile Chamber of Commerce on 


Products. 

Research Services Ltd., London, | 
conducted this survey in February. | 
It covers distributors of British | 
products around the world. Avail- 
able from Time International. 


No. 5609. Periodical Readership by 
Best Customers of the British | 
Marconi Company. 

The best customers for electron- 
ic equipment of British Marconi 
Co. are the respondents in this | 
world-wide readership study. 
Made by Research Services Ltd., 
London, in February, it is avail- 
able from Time International. 


No. 5610. Periodical Reading Pref- 
erences of 1,110 Leading Busi- 
ness Men in Latin America. 

This report covers a magazine 
readership study by Erdos & Mor- 
gan Research Service of manag- 
ing directors of Latin American 
companies rated A, B or C by Dun 

& Bradstreet. Available from Time 

International. 


No. 5611. Time Subscribers in 
Sweden. 
Based on census data, this re- 
port provides figures on economic 
class and occupations of readers of 


Time International in Sweden. 


ownership and usage, with special 
tabulations on income groups pre- 
pared for Time International. 


No. 5622. Family Expenditures on 
25 Major Consumer Items in 
Canada. 

Based on census figures, this re- 


|port analyzes family spending on 


automobiles, durables, non-dura- 
bles, home furnishings, travel, in- 
surance and movies. Issued by 
Time International. 


No. 5034. The Why-and-Where-of 

Exports—The Postwar Devel- 

opment of World Trade. 

A 28-page booklet designed to 
sum up Britain’s export situation, 
especially in regard to the dollar 
problem. Prepared by Crawfords 
International Service, London, 
| England. 


SOON TO BE PUBLISHED 


|No. 5600. Consumer Expenditures 
and Magazine Audiences in 
Peru. 

This survey, conducted by Alfred 
Politz Research Inc., is based on 
a probability sample of the popu- 
lation of Lima, Callao and envi- 
rons. Available in August from 
Life en Espanol. 


sample of the Puerto Rican popu- 
lation. Available in August. 


No, 5602. Life International Sub- 
scribers and Newsstand Buyers. 
This world survey of subscribers 
and newsstand buyers of Life In- 
ternational includes figures on oc- 
cupations, ownership, travel and 
education. Available in August. 


No. 5603. Leading Landowners in 
Latin America on Magazine 
Reading. 

Erdos & Morgan Research Serv- 
ice conducted this survey of mag- 
azine reading among Latin Ameri- 
can landowners. Available in June 
from Time International. 

No. 5604. Leading Landowners 

Around the World on Magazine 

Reading. 

Erdos & Morgan Research Serv- 


ice surveys of magazine reading | 


among leading landowners around 
the world. Available in July from 
Time International. 


No. 5605. Time Subscribers in 
Switzerland. 
Based on a census report, this 


subscribers to Time International. 
Available in August. 


DISTRIBUTION 
MARKETS 


NOTE: Most items here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 


at the stated price by the pub-. 


lisher. 


No. 7000. Trailer Dealer Magazine 
Consumer Survey. 

This is a survey of 524 con- 
sumers who attended the mobile 
home show in Cleveland. It an- 
swers questions about what the 
consumer desires in a mobile 
home, size of family and price they 
plan to pay. It also asks about ap- 
pliances wanted in the mobile 
home, such as tv, refrigerators, 
air conditioning, and washing ma- 
chines. Choices of plumbing and 
interior decorating are discussed. 
The survey was conducted by 
Trailer Dealer Publishing Co. 


No. 7001. Trailer Dealer Survey. 

This survey of trailer dealers al- 
so was taken by Trailer Dealer 
Publishing Co. It asks dealers 
when they want a national show, 
what they think will be the most 
popular price trailer this year, 
what they think is most important 
advertisi’.g aid their manufactur- 
ers can jive them, and how fre- 
quent!; they feel manufacturers 
should change models. 


No. 7002. Report to Advertisers— 
1955. 

This report, conducted by North- 
ern Automotive Journal, contains 
charts showing upper Midwest 
automotive sales and service mar- 
ket potential by retail and whole- 
sale outlets and dollar volume and 
also circulation by trade and states. 


No. 7003. Selling the Lumber and 
Building Material Market. 
This brochure, by Building Sup- 
ply News, presents facts about the 
lumber and building material mar- 
ket. It features a list of products 
handled and the number of dealers 
selling the respective items. 
No. 7004. Marsteller Survey of 
Readership and Reader Prefer- 
ences. 
An impartial survey among lum- 
ber and building material dealers 
reveals their preference for trade 


‘publications and which magazine 


was most helpful and useful in 
several specific ways. Published 
by Building Supply News. 


dealer readers indicates the extent 
to which readers are engaged or 
interested in the sale of air con- 


_ditioning, room coolers and major 


appliances. 


No. 7006. Do-It-Yourself Profit 

Parade. 

A 106-page reprint in seven 
parts of illustrated articles ex- 
plaining, at the dealer level, the 
technique of selling the do-it- 
yourself trade in the lumber and 
building material market. Pub- 
lished by Building Supply News 
and sells for $2.50 with a special 
rate for quantity orders. 


No. 7007. How to Sell the Do-It- 
Yourself Market. 

Building Supply News has is- 
sued this 40-page illustrated book- 
let showing what retail lumber 
and building material dealers are 
doing to cultivate the homeowner 
and handyman market. 


No. 7008. Where “Do-It-Yourself” 
Sales Start. 

A brochure of highlights of a 

film of the same title directed at 

the supplier to illustrate the scope 


" . . _of this tremendous market and 
provides census information on all | 


how to profit from it. Published 
by Building Supply News. 


No. 7009. How to Sell More to 

Farmers. 

A 48-pdge illustrated reprint of 
articles from Building Supply 
News shows how the dealer can 
sell more lumber and building ma- 
terials to farmers. More than 30 
detailed construction plans are 
discussed. 


No. 7010. How to Sell and Handle 
Lumber for More Profit. 

This 60-page illustrated book- 
let, published by Building Supply 
News, presents the effective use of 
material handling equipment by 
the lumber and building material 
dealer. It shows various types of 
equipment under actual yard con- 
ditions. 


No. 7011. Material Handling by the 

Dealer. 

How the lumber and building 
material dealer is saving money 
and time in unloading, stocking 
and delivering material is shown 
in this 28-page illustrated booklet 
published by Building Supply 
News. 


No. 7012. How to Sell Paint and 
Sundries. 

A 48-page booklet showing how 
lumber and building material 
dealers are merchandising paint 
and paint sundries through the use 
of effective display and point of 
purchase tie-ins with advertising. 
Illustrations show why this type 
of merchant has become an im- 
portant outlet for the sale of paint 


and paint sundries. Building Sup- 
ply News is publisher. 


No. 7013. Ready-Mix Opportuni- 
ties. 

A comprehensive 16-page illus- 
trated treatise on ready-mix ac- 
tivity in the dealer field. It shows 
many types and sizes of operation 
including views of equipment in 
-use and lists capital investment in 
various capacities of plants. Issued 
by Building Supply News. 


No. 7014. Annual Survey of Self- 
Service in the Retail Drug 
Field. 

This study, done by American 

Druggist, reports the number of 


and by sections of the country. 


No, 7015. Annual Survey of Drug 
Store Sales by Departments. 
This survey breaks down 15 
major departments of drug stores 
in chains, independents with foun- 
tains, and independents without 


stores adopting self-service broken | 
'down by chains and independents | 


Number of Square Feet in the 
Average Drug Store. 

This report, issued by American 
Druggist, gives the sales per 
square foot by each of the 15 ma- 
jor departments, listed separately 
for the average chain drug store, 
for the average independent with 
fountain and the average inde- 
pendent without a fountain. 


No. 7017. Fortnightly Prescription 
Survey. 

This study reveals movements 
on 25 major types of prescription 
products, the percentage of refills, 
percentage compounded, percent- 
age prescribed by specialists and 
the average prices of each product. 
Published by American Druggist. 


No. 7018. Bi-Monthly Survey of 
Sales Trends of 25 Major Types 
of Prescriptions. 

This report, also by American 
Druggist, is broken down by pro- 
fessional pharmacies, urban drug 
stores, rural drug stores, chain 
drug stores, and hospital pharma- 
cies. 


No. 7019. Fortnightly Survey of 

Disease Trends. 

Short term forecasts of increases 
or decreases in the number of 
cases anticipated for each of 10 
major types of disease broken 
down by sections of the country 
are presented in this study by 
American Druggist. 


No. 7020. Annual Survey of Sales 
of Animal and Poultry Health 
Merchandise. 

Figures in this report by Ameri- 
can Druggist are broken down by 
major outlets and by major pro- 
duct types. 


No. 7021. Annual Survey of Pre- 
scription Sales. 

Sales in this study by American 
Druggist are broken down by 
chain drug stores, independents 
with fountains and independents 
without fountains. Survey also 
tabulates total number of pre- 
scriptions filled and the value of 
the prescription volume for each 
of 25 major types of prescriptions. 


No. 7022. Fortnightly Survey of 
Trends in Over-all Drug Store 
Sales. 

American Druggist breaks down 
sales trends by chains and inde- 
pendents. 


No. 7023. Annual Survey as to the 
Number of Drug Stores Opera- 
ting Soda Fountains. 

In addition to determining the 
number of drug stores with soda 
fountains, this study, compiled by 
American Druggist, reveals the 
number of drug stores maintaining 
separate ice cream cabinets. 


No. 7024. Annual Index. 

The entire contents of every 
issue of American Druggist for 
1954 is thoroughly cross refer- 
enced in this index. 


No. 7025. Indutrial Distribution 
and Marketing Wall Map. 
This is a reprint of a map pub- 
lished in June, 1953, by Industrial 
Distribution. It shows the value 
added by manufacture in each 
county of the U.S. and the number 
of industrial distributors serving 
that area. Tints and shadings indi- 
‘cate value added (1947 census) in 
three classifications: 5 to 50 mil- 
lion; 50 to 100 million and more 
than 100 million. Map costs $1. 


No. 7026. The Story of the Indus- 
trial Distributor. 
This 20-page booklet, compiled 
by Industrial Distribution, ex- 


plains the industrial distributor 
organization and how it operates. 
It includes a list of products dis- 
| tributors sell, the number of in- 
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dustrial distributors by district and 
state and a chart showing the per- 
centage of plants that buy each of 
51 products exclusively from in- 
dustrial distributors. 


No. 7027. Growth of an Industry. 

This 48-page history of a centu- 
ry of change in the distribution of 
industrial supplies and equipment 
was published in the April issue 
of Industrial Distribution. A spe- 
cial report commemorates 50 years 
of service to the industry by the 


No. 7041. Survey on Concentrated 
Soup Base Mixes in Restau- 
rants. 

A study on the number of res- 
taurants using concentrated soup 
base mixes, the reasons they are 
used and types of packages pre- 
ferred. Published by American 
Restaurant. 


No. 7042. Survey on Music in Res- 
taurants. 
American Restaurant compiled 
figures in this survey on how 


111 


many restaurants provide back-| 
ground music, type of equipment Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


used, reasons for not providing 
music and desired features of a 
music system. 


No. 7043. Survey on Frozen Foods) 
in Restaurants. 

This report deals with the num- 
ber of restaurants using frozen 
foods, types of foods used, reasons, 
for using and the increase in use 
of frozen foods over the last three 
years. Compiled by American Res- 


taurant. 


No. 7044. Survey on Baking Pro- 
ducts in Restaurants. 

This study by American Res- 
taurant lists the percentage of 
restaurants that do their own bak- 
ing, types of goods baked, how 
many use pre-mixed ingredients, 


BOOK MANUSCRIPTS INVITED 


Looking for a publisher? Our illustrated booklet 
tells how we can publish, promote and distribute 
your book, as we have done for hundreds of 
other writers. All subjects considered. Especially 
interested in business and related topics. New 
authors welcomed. Write today for Booklet AG. 
It’s free. 

VANTAGE PRESS, Inc., 120 W. 31 St., N. Y. 1 
In Calif.: 6253 Hollywood Blvd., Hollywood 28 
In Washington, D.C.: 1010 Vermont Ave., N.W. 


National and Southern Industrial 
Distributors’ Assns. and the Am- 
erican Supply and Machinery 
Manufacturers’ Assn. 


No. 7028. Annual Survey of Dis- 
tributor Operations—1954. 

This study, also by Industrial 
Distribution, gives the total dollar 
sales of distributors for 1954 and 
shows percentage changes (1953 
vs. 1954) for sales, inventory, 
gross margin, turnover, salesmen, 
sales per employe and sales per 
salesman. Both national and re- 
gional figures are reported. 


No. 7029. National Restaurant 

Assn: Audit. 

This 50-page report, compiled 
by American Restaurant, summa- 
rizes findings of extensive depth 
interviews on operators’ needs and 
problems taken at the 1954 Nat- 
ional Restaurant Show. It covers 
exhaustively, most phases of man- | 
agement, supply, product usage, 
and brand name merchandising. 
The report costs $25. 


No. 7030. Subscriber Analysis. 

This study gives the longevity 
of operation of restaurants, data 
on chain influence, percentage 
owning their own property or leas- 
ing, dollar volume figures, percent- 
age of take-out business, types of 
food served and percentages of 
restaurants serving beer, liquor 
and wines. Published by American 
Restaurant. 


No. 7031. Survey Among Restau- 
rant Operators on Margarine. 
This survey reveals the per- 

centage of restaurants using 

margarine, the number and most 
important uses of margarine. Fig- 
ures are broken down by type and 
size of the restaurant. Published by 
American Restaurant. 


No. 7032. Survey Among Restau- 
rant Operators on Oil and 
Shortening for Deep Fat Fry- 
ing. 

This study by American Res- 
taurant shows the number of 
restaurants that prefer oil and. 
those that prefer shortening for 
deep fat frying, classified as to 
the restaurant size and number of 
patrons. | 


No. 7033. Survey Among Restau-| 
rant Operators on Prepared 
Mustard. 

American Restaurant, in this 
report, shows the number of 
restaurants that use prepared mus- 
tard, sources of purchase, package 
sizes, and other data pertaining to 
mustard. 


| 
No. 7034. The Market for Food 

Service Equipment. 

This study covers 33 major 
items, such as beverage dispens- 
ers, deep fat fryers, dishwashers, | 
food conveyors, griddles, refriger- | 
ators and steam tables, what pieces 
are owned by restaurants and) 
what items operators plan to buy| 
this year. Published by American | 
Restaurant. 


No. 7037. Survey Among Restau- 
rants on Orange-Citrus Juices. 
This study deals with fruit 
juice preferences, reasons for buy- 
ing, number of servings daily, pur- 
chasing practices, buying influ- 
ences, prices, and distributors pur- 
chased from. Published by Ameri- 


can Restaurant. 
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IN PHILADELPHIA RADIO-TV HISTORY 


Let Scott Do It brings in 204,306 adult 
replies from twelve announcements! 


What pulling power! From just twelve prize- 
contest announcements—one per day—on his 


almost twice as high as competition. 
SAVE WITH ‘‘45-12 PLAN’’ 


$93.50, 34¢ per thousand viewers! 


Let Scott Do It show—9:00-10:00 a.m., Monday 
thru Friday—and with no other promotion, 
Alan Scott drew 204,306 replies! It figures, too 
—this phenomenal pulling power of Let Scott 
Do It. According to the latest ARB and Tele- 
pulse, this morning show for homemakers rates 


You can Let Scott Do It for you under the 
multiple discount “45-12 Plan.” 45% off when 

you run twelve spots in any seven-day period. 
That means you get a $170 live spot for just 


Want to reach more housewives at lowest cost- 
per-thousand? Let Scott Do It! Call Alexander 
W. Dannenbaum, Jr., WPTZ sales manager, 
at LOcust 4-5500; or Eldon Campbell, WBC 
sales manager, at PLaza 1-2700, New York. 


WEI! 


FIRST IN TELEVISION 
IN PHILADELPHIA 


wT 


WESTINGHOUSE 
BROADCASTING COMPANY, INC. 


WPTZ*KYW, Philadelphia; WBZ+WBZA*WBZ-TV, 
Boston; KOKA*KDKA-TV, Pittsburgh; WOWO, 
Fort Wayne; KEX, Portland; KP1X, San Francisco 


KPIX represented by THe Katz Acency, Inc. 
All other WBC Stations represented by 
© Free & Perers, Inc. 
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for the TOP tower 
and [OP power 

in Milwaukee 
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Now under construction by WTVW 
r Channel 12 in Milwaukee is a Giant 
1105 foot Tower. When completed . 
this structure will be the tallest in 
Wisconsin and will give Channel 12 
comparable coverage to any television 
station in the country. Yes, and no 
converters are needed for VHF Chan- 
nel 12 in Milwaukee. 


tok thee 


N SY 


“alts @ 
4 


Here’s Why... With channel 12 
Milwaukee is a MUST for You! 


4 
43 
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Within our coverage area is a bustling 24% Million 
people with an estimated effective buying income of over 
4% Billion dollars. Look at these retail sales estimates 
for five store groups: FOOD — $902,906,000.00, GEN- 
ERAL MERCHANDISE — $368,184,000.00, FURNI- 
TURE — HOUSE — RADIO — $156,167,000.00, AUTO- 
MOTIVE — $643,706,000.00, DRUG — $84,978,000.00. 
Plan now on beaming your sales messages to this huge 
market through VHF Channel 12.._ the top tower, top 
power station in Milwaukee. 


The Milwaukee Sentinel 
Wisconsin's TeleVision Window 
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Advertising Age, May 16, 1955 


Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


the amount of butter, margarine, 
and shortening used, sources of 
purchases and other baking data. 


No. 7045. How Americans Spend 
Their Dollars. 


This four-page booklet pub- 
lished by American Restaurant 
gives over-all comparison data of 
dollar volumes by industry. The 
report shows how much money is 
spent on food and beverages con- 
sumed in the home, clothing and 
accessories, rental value of all 
homes, meals consumed in restau- 
rants and hotels, medical care, 
furniture, appliances, furnishings 
and cars. 


No. 7046. Are You Ignoring One- 
Fourth of Your Market? 

This survey deals with prob- 
lems, trends and opportunities 
for food manufacturers in the res- 
taurant industry, misconceptions 
about the industry, how to set up 
an institutional sales division to 
sell to it, and information on dis- 
tribution, policies, sales, advertis- 
ing and promotion. Compiled by 
American Restaurant. 


No. 7047. National Petroleum News 
Digest. 

Highlights of the current issue 
of National Petroleum News 
selected for their interest to manu- 
facturers selling to or through oil 
marketers. The digest also contains 
notes on market data available 
from NPN’s promotion department. 


No. 7048. Breakdown of Retail To- 
bacco Market. 


Published by The Tobacco Leaf, 
this pamphlet gives a statistical 
breakdown of types of retail ta- 
bacco outlets serviced by local to- 
bacco wholesalers. 


No. 7049. Analysis of Food Service 
Industry. 

This report by Ahrens Publish- 
ing Co. shows how much money 
is spent annually for raw foods by 
the 532,000 mass feeding establish- 
ments in the U. S. It also shows 
‘the food sales volumes of the 29 
different segments of the food 
service industry. 


| No. 7050. Market Distribution Map. 
| This 24” x 37” map shows the 
number of worthwhile restaurants 
‘and hotels throughout the U. S. 
on a state line basis. It also 
‘shows the total sales and food 
_sales of restaurants and hotels in 
‘the 60 leading metropolitan areas 
'in the country. Published by Ah- 
_rens Publishing Co. 


| 
|No. 7051. Quickest Way to National 
Sales. 


This book explains workings of 
direct selling, its advantages, how 
‘to recruit direct selling specialists 
‘to sell consumers, retailers, fac- 
|tories, offices, buildings and insti- 
tutions. Published by Specialty 
| Salesman Magazine. 


No. 7052. Pulse and Census of the 
_ Vending Industry 1955. 

This study by Vend reveals the 
|/number of venders in use at the 
end of 1954, brand preferences, 
size of vending industry in dollar 
volume and size and buying habits 
of individual vending machine 
operating companies. 


No. 7053. 1955 Almanac of the 

Frozen Foods Industry. 

Production and marketing in- 
formation on all phases of the 
frozen foods industry is contained 
in this booklet published by Quick 
Frozen Foods. Cost of the booklet 
is 50¢. 


No. 7054. Buying Habits. 


This report, compiled by All- 
Pets Magazine, shows the market 
potential and other information 


pertaining to the pet field. 


No. 7055. National Petroleusn News 
Yearbook. 


Full name of this book is the 
National Petroleum News Statis- 
tical and Reference Yearbook of 
Oil and TBA Marketing. It in- 
cludes the previously published 
TBA Directory and Buyers’ Guide 
now discontinued as a separate 


publication. Published by Na- 

tional Petroleum News, it costs 

$1. 

No. 7056. Facts of Interest on Ho- 
tels. 


This study contains statistics on 
the hotel market, including all 
hotels of more than 50 rooms com- 
prising more than 85% of hotel 
buying volume. Published by 
Hotel Bulletin. 


No, 7057. Census of the Vending 
Machine Industry. 

Statistical data tracing the size 
and scope of the automatic mer- 
chandising industry, including to- 
bacco products, confectionery, soft 
drinks, dairy products and instant 
coffee, is found in this report is- 
sued by Vend. 


No. 7058. Facts & Market Data 
about the Glass Packaging In- 
dustries. 

This study, published by The 
Glass Packer, contains information 
about sales in the glass packaging 
industries in questionnaire style. 


No. 7059. Production Pattern of 
5,418 Midwest Country Eleva- 
tors. 

Figures in this survey cover 35 
products stocked and sold plus an 
equipment inventory in a 13-state 
area. It analyzes the buying and 
selling preferences of the country 
grain elevator dealer ... how much 
and what he sells and the equip- 
ment he uses. Published by The 
Grain and Feed Review. 


No. 7060. Average Oil Jobber’s 
Operations. 

This 12-page booklet shows the 
average number of company-oper- 
ated stations, other dealers served, 
number of tank trucks owned, 
bulk plants owned, average num- 
ber selling TBA items and where 
they buy them, the average num- 
ber selling oil burners and burner 
accessories. National and territo- 
rial data is given. Published by 
Petroleum Marketer. 


No. 7061. Marketing Information 
Covering the Revitalized Thea- 
ter Industry in the U. S. and 
Canada. 

A comprehensive study of the 
complete indoor and outdoor thea- 
ter market covering such aspects 
as exhibitor attitudes, changing 
patterns, upswing in attendance, 
improved earnings, admission 
prices and the new $341,600,000 
concession market. The report also 
contains data on drive-in theaters. 
Published by Boxoffice-Modern 
Theatre. 


No. 7062. Survey of Water Condi- 
tions Affecting Detergenis, 
Softeners, and Plumbing. 
This booklet contains maps 
showing average hardness of fin- 
ished water from public supplies 
and average hardness of raw water 
from public sources. It also lists 
the number of hotels in states 
having hard water problems. The 
effects of hard water on deter- 
gents, plumbing and boilers is ex- 
plained. Issued by Hotel Monthly. 


No. 7063. Survey of Factors In- 
fluencing Purchase of Soft 
Goods in Hotel Market. 

This survey, compiled by Hotel 
Monthly, shows-the standards used 
in evaluating soft goods, factors 
of greatest importance in purchase 
of soft goods and types of inven- 
tory control maintained, It also 
| tells who determines policy for 
purchase of soft goods and who 
‘signs order for soft goods in hotels. 
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Advertising Age, May 16, 1955 


No. 7064. Hotel Distribution Map. 

This map, reissued by Hotel 
Monthly, is based on the 1948 busi- 
ness census. It shows the number 
of hotels in each state of 50 rooms 
or more and total annual income 
of these establishments. 


No. 7065. Hotel Bathroom Modern- 
ization. 

This study shows the extent of 
hotel bathroom modernization al- 
ready completed and the amount 
of work to be done by 1960. It also 
lists the items in bathrcoms to be 
renewed or replaced. Compiled by 
Hotel Monthly. 


No. 7066. Survey Among Motel 
Operators on Advertising Spe- 
cialties. 

This report contains data on the 
number of motel operators using 
advertising specialties and what 
types are used. Published by 
American Motel. 


No. 7067. Survey Among Motel 
Operators on Air Conditioning 
and Ventilation. 

Information on the number of 
motels with mechanical ventilation 
and the type of ventilation that 
will be purchased in the future is 
found in this study published by 
American Motel. 


No. 7068. Survey Among Motel 

Operators on Heating. 

This survey by American Motel 
has data on the types of heating 
plants in motels, kinds of fuels 
used, cost of heating equipment 
and cost of fuels. 


No. 7069. Hotels, Motels, “Clubs, 

Trailer Parks. 

This pamphlet gives general 
market statistics on hotels, motels, 
clubs and trailer parks. Issued 
by American Motel. 


No. 7070. Survey Among Motel 

Operators on Signs. 

The number of motels having 
road signs and the type of signs 
preferred are listed in this study 
by American Motel. 


No. 7071. Survey Among Motel 


Operators on Lighting. | 

This study by American Motel 
contains data on types of lights 
used in motels, the number of mo- 
tels having auxiliary power plants 
and the number of motels employ- 
ing architects and lighting engi- 
neers. 


No. 7072. Market Analysis of the 
Motel Industry. 

This 28-page booklet deals with 
the development of motels, gev- 
graphic distribution, dollar volume 
and dollar breakdowns, types of | 
furnishings, supplies, equipment 
and building materials bought, 
channels of distribution and how) 
to sell to the market. Published by 
American Motel. 
No. 7073. Survey Among Motel. 

Operators on Recreational Fa- 
cilities. 

Motels that provide recreaticnal 
facilities for their guests and the 
kind of facilities they furnish are 
discussed in this study by Amer- 
ican Motel. 


| 
| 


No. 7074. Survey Ainorng Motel 
Operators on Soap. 

Where motels buy soap and the, 
amount of soap used annually is) 
the subject of this study by Amer- 
ican Motel. 


No. 7075. Survey Among Motel 
Operators on Laundry Methods 
& Equipment. 

This report by American Motel) 
deals with the preferences of mo- 
tels for laundry service, how many | 
own their own laundry facilities, 
and other laundry data. | 


No. 7076. Furniture Survey Among. 
Motel Operators. | 


This is a study of furniture in-| 
ventories of motels and the num-| 


bers of each item of furniture 
owned. Compiled by American 


ess ae = 
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No. 7077. Survey Among Motel 
Operators on ‘Flooring and. 
Floor Coverings. 

This study lists the different) 
types of floor coverings found in| 
motels, type of floors, tlhe size of 
floor spaces and how much floor | 
wax is used annually. Published) 
by American Motel. 


No. 7078. Survey Among Motel 
Operators on Bedding and Toi-| 
let Supplies. 

This is a survey on bedding in-| 
ventories on hand in motels and 
how many and what items of bed- 
ding are purchased annually. It 
also lists what types of pillows 
are used and how many motels 
provide toilet supplies. Issued by 
American Motel. 


No. 7079. Looking Back ... So You | 

Can Plan Ahead. 

This is a 10-year study made by 
National Furniture Review show- 
ing a comparison of departmental 
activities in furniture stores. It 
shows the breakdown of sales to 
total, gross margin to sales, annual | 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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This coupon not valid after August 8, 1955. 


Murray Cox js no 


drugstore ploughboy —/— 


— 
% 
( a 
‘ 


He knows farming from alfalfa to onions, 
because he was a top county agent before he joined WFAA 
eight years ago. And he still keeps one foot in the farm rows by 
constant field trips and personal visits with farmers and their families. 


What he says on his two daily WFAA 
programs makes mighty important listening to farm 
families in Radio Southwest. And what you say about 
your product on the Murray Cox programs will get 
the same intensely loyal listenership. 


A Clear Channel Service of the Dallas Morning News 


Edward Petry & Co., Inc., Representative 


If you sell anything farm families* buy — 
and today that includes just about anything made 
— better sign up with WFAA and Murray Cox. Your 
Petry man can give you the details. 


*that’s 366,650 farm families in WFAA-land. 


WEA 


Alex Keese, Manager 
Geo. Utley, Commercial Manager 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


inventory turnover, retail sales” 
per dollar to average inventory 
and average inventory to total. 


No. 7080. First Industrywide Mar- 

ket Research (Glass). 
' Glass Digest made this analysis 
of the glass industry. The study 
deals with the various glass mar- 
kets as represented by glass job- 
bers, dealers, contractors in the 
U.S., trends in sales, marketing, 
business operations and what 
products are bought by which 
companies. 


No. 7081. The Hardware Business. 

This booklet, published by Hard- 
ware Retailer, evaluates the mar- 
keting probabilities and finan- 
cial requirements for persons who 
plan to enter the retail hardware 
business. It also provides an in- 
sight into some of the require- 
ments and complexities of operat- 


UP 


Keep 
Sales 


SCHENECTADY, N. Y. 


WITH THE 


GAZETTE’S 


INCREASING DOMINANCE 
IN 


CIRCULATION 
AND 


ADVERTISING 


42,721 


A.B.C. Publisher's Statement 
for six months ending Mar. 31, 1955 


MEDIA RECORDS REPORTS FOR 
Ist. 3 MONTHS OF 1955 
SHOW GAINS AND LEADS IN ALL 
ADVERTISING CLASSIFICATIONS 


RETAIL 1,671,820 lines 
GAZETTE GAIN 50,579 lines 
GAZETTE LEAD 100,452 lines 

GENERAL 286,555 lines 
GAZETTE GAIN 802 lines 
GAZETTE LEAD 9,944 lines 

AUTOMOTIVE 193,959 lines 
GAZETTE GAIN 24,490 lines 
GAZETTE LEAD 39,077 lines 

TOTAL DISPLAY 2,222,101 lines 
GAZETTE GAIN 83,671 lines 
GAZETTE LEAD 167,290 lines 

CLASSIFIED 798,905 lines 
GAZETTE GAIN 65,844 lines 
GAZETTE LEAD 322,085 lines 

TOTAL ADVG. 3,040,458 lines 
GAZETTE GAIN 146,742 lines 
GAZETTE LEAD 492,599 lines 


Benzene 


REYNOLDS-FITZGERALD, INC. 


NATIONAL REPRESENTATIVES 


ing a new store in the growing 
hardware market. 


No. 7082. On Target. 

This 24-page booklet reviews 
representative results of ad studies 
in three issues of Hardware Re- 
tailer. The 15 top rated ads are 
| reproduced, along with analyses 
of hardware dealers’ apparent 
preferences in advertising treat- 
ment and editorial content. 


No. 7083. A Manual for Manage- 
ment of Retail Hardware Stores. 
This booklet contains vital sta- 
tistics and authentic data on retail 
experience in costs, sales and op- 
erational expenses, including sum- 
maries and trends for every year 
since 1946. Compiled by Hardware 
| Retailer. 
No. 7084. Plastics in the Hardware 

Store. 

This comprehensive editorial 
analysis of the present-day status 
and the potential of plastic con- 
sumer products in the hardware 
store market was published by 
Hardware Retailer. The 32-page 
review covers plastic’s devel- 
opment, reports manufacturer, 
wholesaler and dealer activities, 
including important merchandis- 
ing and market data statistics. 


No. 7085. The Best Way to Reach 
the Prime Hardware Market. 

This brochure presents some re- 
cent data on retail hardware deal- 
ers within the nine geographic 
areas that comprise the nation’s 
hardware market. It pinpoints the 
retailers with above average sales 
and store operations. Published by 
Hardware Retailer. 


No. 7086. Take a Fresh Look at 
Selling Today’s Hardware Mar- 
ket. 

A current re-evaluation of the 
hardware wholesalers and inde- 
pendent hardware retailers mak- 
ing up the marketing channel that 
accounts for 85% of hardware re- 
tail sales. Compiled by Hardware 
Retailer. 


No. 7087. Hardware Packaging, a 

Progress and a Look Ahead. 

This is a 16-page editorial re- 
print from Hardware Retailer. It 
is an authoritative and thorough 
report on the practices and prog- 
ress of product packaging today. 
Such aspects as the growth of 
quick service stores, decimal pack- 
aging and net pricing are thor- 
oughly explored. The importance 
of packaging in hardware market- 
ing is clearly shown. The cost is 
25¢ a copy. 


No. 7088. Store Improvement, To- 
day and Tomorrow. 

This 16-page editorial reprint 
from Hardware Retailer presents 
examples of modern hardware 
store displays, store fronts and fix- 
tures from varying sized commu- 
nities. It costs 25¢. 


No. 7089. Gift and Housewares, 
Profit Builders for Hardware 
Stores. 

Recent marketing development, 
the complexion of giftware and 
houseware sales now funneling 
through independent hardware 
stores is explored in this 16-page 
editorial reprint from Hardware 
Retailer. It costs 25¢ per copy. 


No. 7090. Marketing Toys. 

A factual booklet on the mar- 
keting and merchandising of toys 
that covers every phase of the toy 
‘industry. Published by Toys and 
| Novelties. 


|No. 7091. The Billion Dollar Plus 
Housewares Review Market. 
This study by Housewares Re- 
view contains information about 
retailer subscribers to the publica- 
prone their type of operation, sales 
volume and products carried. 


No. 7092. Housewares Review 
Wholesalers ... A Billion and a 
Half Dollar Market. 

This survey by Housewares Re- 
view gives current market data on 
wholesalers in the housewares 
field. 


No. 7093. The Handbags & Acces- 
sories Market. 

Information about retail sub- 
scribers to Handbags & Accessor- 
ies—the products they carry, their 
buying responsibilities and data 
about their reading habits. 


No. 7094. Survey of the Linens and 
Domestics Market. 

This study, compiled by Linens 
& Domestics, is a summary of a 
nationwide survey on sheets and 
pillow cases, pillows and comfort- 
ers, table linens, towels, blankets 
and bedspreads. 

No. 7095. Child Population of 
America, 

This booklet is an analysis of the 
toy buying market with state-by- 
state breakdowns of the child mar- 
ket and of the toy market. Pub- 
lished by Toys and Novelties. The 
booklet costs $1. 


No. 7096. A Survey of Office 
Equipment, Services and Mod- 
ernization in the Insurance In- 
dustry. 

A comprehensive survey of the 
types and quantity of office equip- 
ment now being used in insurance 
company home offices. Issued by 
The Spectator. 


No. 7097. Motor’s 
Wholesaling. 
This 80-page booklet is a de- 
tailed study of jobber distribution 
in the U.S. and Canada of more 
than $301,800,000 worth of after 
market sales by 62 manufacturers. 
It shows, city by city, where the 
automotive jobbing business is and 
what proportion of the national 


Automotive 


volume is done by each place 
where the reporting manufacturer 
sold one or more jobbers during 
1953. Published by Motor. 


No. 7098. Motor’s Trading Area 
Sales Guide. 

This is an analysis by Motor of 
the U.S. automotive after market 
showing, for 601 trading areas, 
indexes of market potential based 
on vehicle registrations, parts, 
equipment and tool sales to auto- 
motive ‘jobbers and automotive 
jobbing outlets. 


No. 7099. Feed Use in the 21 East- 
ern States. 

This report deals with feeds 
consumed by milk cows, cattle and 
calves not kept for milk, layers 
and chickens, broilers produced, 
turkeys and swine in 21 eastern 
states. It also gives a breakdown 
of livestock numbers by states. 
Published by Eastern Feed Mer- 
chant. A new report will be pub- 
lished June 1. 


No. 7100. Formula Feed Produc- 
tion and Consumption in the 
21 Eastern States. 

This report, compiled by Eastern 
Feed Merchant, gives formula feed 
production and consumption fig- 
ures for the 21 eastern states. 


No. 7101. Licensed Feed Manu- 

facturers in 21 Eastern States. 

Figures showing licensed feed 
manufacturers in 21 eastern states, 
both home state and out of state 
manufacturers, are included in this 
study by Eastern Feed Merchant. 


No. 7102. Reader Survey No. 1— 
State of Pennsylvania. 

A survey of feed operations in 
Pennsylvania, showing percentage 
of feed manufacturers, retailers, 
wholesalers, the type of milling 
equipment these feedmen own and 
operate, and the products they sell. 
Compiled by Eastern Feed Mer- 
chant. 
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No. 7103. Reader Survey No. 2— 
State of New Jersey. 

This survey of feed operations 
in New Jersey, published by East- 
ern Feed Merchant, shows the 
number of feed manufacturers, re- 
tailers and wholesalers in the state. 
It also describes the types of mill- 
ing equipment these feedmen own 
and operate and the products sold 
by them. 


No. 7104. Reader Survey No. 3— 
“New England States. 

This is a survey of feed opera- 
tions in Maine, New Hampshire, 
Vermont, Massachusetts, Connect- 
icut and Rhode Island. Compiled 
by Eastern Feed Merchant, it deals 
with the number of feed manu- 
facturers, retailers and wholesalers 
in the six states, types of milling 
equipment used, and products sold. 


No. 7105. Building Market Facts. 
This is a complete file of market 
information on residential build- 
ing published by House & Home. 
It contains values of new con- 
struction, maintenance and repair; 
building in metropolitan areas, 
states and regions; housing char- 
acteristics (number of bathrooms, 
rooms, exterior and interior wall 
finishes and heating systems). 


No. 7106. Resort Market Data. 

This folder, prepared by Resort 
Management, contains a statistical 
breakdown of several resort mar- 
kets, including guest capacity, food 
service plan, water facilities, 
swimming pools, boats and motors 
owned, tv sets, air conditioning, 


New ENGLAND HOME 


QUIPMENT [JEALER 


NEW ENGLAND, N. Y. & N. J. 


Regional Trade Paper for: 
PLUMB. & HEATING—LP-GAS & APPL. 
AIR CONDITIONING & REFRIGERATION 
Needham 92, Mass. « Est. 1947 


Hudson cars. 


Chicago's Top 


Television Station 


441 N. Michigan Avenue 
Chicago 11, Illinois 


ONE OF THE 


GREATEST RESULT STORIES 


EVER TOLD!! 


When Courtesy Motors, a Chicago Hudson dealer, began ad- 
vertising on WGN-TV, they ranked 1,500th in the sales of 


Today, after 52 years of advertising weekly on WGN-TV, 
Courtesy Motors has become not only the world’s largest 
Hudson dealer — BUT SELLS MORE AUTOMOBILES 
THAN ANY OTHER DEALER IN THE WORLD! 


Take a tip from advertisers who know—for top results—it’s 
WGN-TV in Chicago. 


For the best radio buy in Chicago, it’s WGN—reaching more 
homes per week than any other Chicago medium. 
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employes’ uniforms, power mowers | roofing, siding, metal, hot and cold by American Restaurant. Ready | 
about July 1. 


and consumption of soap. Other 
data includes characteristics of the 
resort market. 


| roof coatings, roof drains, and gut- 
ters. It also gives percentages of 
/contractors doing roofing for new 
/construction and farms, and the 


\No. 7112. Survey Among Restau- 
rants on Gelatin Desserts. 


No. 7107. The Northwestern Miller | mechanical equipment owned by | American Restaurant will show, 


Almanack. 

A complete statistical reference 
work of facts and figures on the 
production, distribution and con- 
sumption of materials and com- 
modities used and manufactured 
in the flour, feed, grain and baking 
industries. Included are statistics 
of price, supply, production and 
distribution, factual background of 
trade custom, government regula- 
tion and industry self control. The 
book costs $2 per copy and is pub- 
lished by The Northwestern Miller. 


No. 7108. The Formula Feed In- 
dusiry. 

This study by Feedstuffs con- 
tains information on the size, 
probable future growth, organiza- 
tion and buying power of the for- 
mula feed industry market with 
information on how to sell the 
market. 


No. 7116. Your Market in the ‘At 
Work’ Food Service Industry. 
An analysis of the industrial 
feeding market published by In- 
plant Food Management. It traces 
the market’s growth and reports 
on what is bought to feed 20,000,- 
000 workers daily in 26,000 inplant 
cafeterias and who buys it. 


No. 7117. Data on Automobiles. 
This report contains tabulations 
of car sales, motor vehicle regis- 
trations, gasoline consumption and 
Federal aid highway program in 
the U. S. It compares the Southern 
and Southwestern states with the 
U. S. as a whole. Published by 
Southern Automotive Journal. 


No. 7118. Chart of Electric Light 
Output. 

This chart compares the output 
of electric light and power industry 
in the South and Southwest with 
other regions in the U. S. Issued 
by Electrical South. 


No. 7119. Analysis of Building Ma- 
terials. 

An analysis of trends in kinds of 
materials sold by building supply 
and lumber dealers in the South 
and Southwest. A chart shows the 
volume of urban dwelling units 
built in a four-year period in the 
South and Southwest. Compiled by 
Southern Building Supplies. 


No. 7120. Study on Electrified 

Farms. 

A report on the number of 
electrified farms comparing the 
South and Southwest with the U.S. 
as a whole. Prepared by Southern 
Appliances. 


No. 7121. Study on Retail Sales 
and Income Payments. 

Retail sales and income pay- 
ments to individuals in the South 
and Southwest are compared to 
U. S. totals in this report by W. 
R. C. Smith Publishing Co. 


No. 7122. Information on Farm In- 
come, 

This report contains figures and 
a chart on cash farm income in 
the South and Southwest for a 14 
year period from 1940 through 
1954. Published by Southern Hard- 
ware. 


No. 7123. Building Specialties 
Dealer Market. 

This folder shows the percent- 
age of dealers handling 25 differ- 
ent products, and discusses trends 
as to type of products and mer- 
chandising methods in the field. It 
also discusses the specialized type 
of dealer constituting this field. Is- 
sued by Building Specialties and 
Home Improvement Dealer. 


No. 7124. A Market Report on the 
Roofing and Siding Industry. 
Shows the number of contractors 
performing such services as cold 


contractors. Figures on the chang- 
ing home market, FHA title mar- 
ket and volume of roofing and 
siding shipments and sales are in- 
cluded in this report by American 
jp weerng & Siding Contractor. 
No. 7125. Institutions Construction 

—1954 and 1955 Forecast. 

Report on the actual dollar vol- 
ume of new construction in the in- 
stitutions field for 1954 and detail- 
ing areas of major increases. Fore- 
casts of new construction in the 
field during 1955 outlining areas 
of expected increased. Compiled 
by Institutions. 


No. 7126. 1954—A Fair Year for 
Wholesalers. 
A detailed survey of the baking 
industry for 1954, published by 
Baking Industry. 


No. 7127. Summary of Facts on the 

$414 Billion Baking Market. 

This study shows where bakers 
are located, dollar volume in vari- 
ous sections of the country and 
other information on the baking 
market. Issued by Baking Indus- 
try. 


No. 7128. Institutions Market for 
Air Conditioning Equipment. 

A breakdown of the air condi- 
tioning equipment market in the 
institutions field in the past, pres- 
ent and future, as shown by sur- 
veys in metropolitan areas. It also 
includes basic data on the over-all 
size of the institutions market and 
selling to institutions. Published by 
Institutions. 


No. 7129. Study of the Institutions 
Market. 

A complete analysis of the in- 
stitutions market which explains 
what the market is, its size, what 
products are used, who buys them 
and its major product grouping. 
Issued by Institutions. 


No. 7130. Selling to Supermarkets. 

This booklet presents the prob- 
lems and potentials of supermar- 
ket distribution and the “do’s and 
don’ts” of supermarket selling. 
Also discusses point of purchase 
advertising at supermarkets. Pub- 
lished by National Bottlers’ Gaz- 
ette. 


No. 7131. Analysis of the Catholic 
Institutional Market. 

This booklet, issued by Catholic 
Building and Maintenance, ana- 
lyzes the Catholic institutional 
market, showing amounts spent 
on construction, and the buying 
procedures of various types of in- 
stitutions. 


SOON TO BE PUBLISHED 


No. 7109. Survey Among Restau- 
rants on Jelly. 

This survey, which American 
Restaurant is preparing for pub- 
lication July 1, will show how jelly 
is purchased by restaurants— 
whether in portion-control packs 
or in bulk, with comparative costs, 
and most popular flavors. 


No. 7110. Survey Among Restau- 
rants on Spaghetti Sauce. 

In this study, ready about July 
1, American Restaurant will show 
the percentage of restaurants 
which use spaghetti sauce—with 
and without meat—how much is 
used monthly, kind of sauce pre- 
ferred, and time involved in pre- 
paring it. 


No. 7111. Survey Among Restau- 
rants on Cream Desserts. 
Percentages of restaurants using 
cream desserts, preferences for 
making own or buying, package 
size preferences, 
‘chases, and percentages used for 
fillings, desserts and other pur- 


monthly pur- | 


‘in this survey, percentage of res- 
taurants using gelatin desserts, 
‘amount purchased monthly, and 
most popular flavors. To be pub- 
lished July 1. 


No. 7113. Market Analysis of the 
Restaurant Industry. 
Geographic distribution, scope of 

the market, growth, what restau- 


American Restaurant will publish 
the study about Aug. 1. 


No. 7114. Consumption of Cooking 


This survey will include figures 


hotel industry. Sizes of containers 
purchased and the number and 
types of deep fat fryers also are 
tabulated. To be published July 1 
by Hotel Monthly. 


No. 7115. Selling to Restaurants 
and Hotels. 

This 100-page pocketsize manu- 
al will be published June 1 by) 
Ahrens Publishing Co. It will be, 
geared specifically to help manu- 
facturers’ salesmen sell their prod- | 
ucts to restaurants and hotels. It 
will contain much statistical data 
about these industries. One copy | 
will be issued free to advertisers | 
and agencies, with a $1 charge for 
additional copies. 


INDUSTRIAL 
MARKETS | 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 8000. Reference Data Folder. 

The Cotton Gin & Oil Mill Press 
has issued this folder, which gives 
the history of the publication and 
scope of its market, advertising 
rates, mechanical specifications 
and other pertinent data. 


No. 8001. Equipment Installed in 
Plants Covegd by Industry and 
Power. 

This survey lists equipment in- 
Stalled in plants covered by In- 
dustry and Power. Equipment in- 
cludes boilers and motors, com- 
pressors and pumps. Figures are 
based on information drawn from] 
a 35% sample of I&P circulation. | 


No. 8002. Valve Buying Influence 

of Industry and Power Readers. 

This study, made by Industry | 
and Power, shows the valve buy- 
ing power of I&P readers and also | 
their reader preference among a/ 
selected group of industrial maga- | 
zines, chosen for I&P by a valve | 
manufacturer. 


No. 8003. Report on Air Compres- | 

sor Buying. | 

This survey was conducted to} 
secure an estimate of market re-| 
quirements for a compressor man- 
ufacturer. Questions asked in- | 
cluded recent purchase of com- | 
pressors, possible purchase in the 
near future, number and type of 
compressors installed, uses of, 
compressors and use of central- | 
ized systems. Published by Indus-| 
try and Power. 


No. 8004. Gas Heating Today and 

Tomorrow. 

This is a 12-page booklet analyz- | 
‘ing the market for the “gas heat | 
family” of products: gas-fired | 
heating equipment, water heat-_| 
,ers, clothes dryers, and incinera- 
tors. A statistical section presents 
data obtained from a survey of 
4,500 gas heat dealers, includes 
tables and charts on prices, trends, 


and hot built-up roofing, steep! poses will be shown in this study sales, and the future outlook. Data 


rants buy, buying channels, etc. 


Fats and Oils in Hotel Field. 


on consumption of hydrogenated | 
cooking fats and cooking oils in the | 
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Available Market Data—Indusirzial 


To secure copies of data listed, use the handy coupons 


by states included. Published by No. 8007. Gas Heating Dealer vs. 


Gas Heat. 


No. 8005. Selling Gas Fired Water 
Heaters. 

| Gas Heat offers this six-page | 

‘folder containing data on gas-| 

fired water heaters, obtained from | 


three surveys: by American Gas | 
Assn., by quarterly samplings of | 
dealers; and by the publication’s 
‘own survey. It shows types of 
‘equipment sold by gas dealers and 
indicates that more of them sell 
gas water heaters than any other 
single type of gas heating equip- 
ment. 


No. 8006. Statistical and Review 
Issue. 

This is the annual March issue, 
with eight pages covering produc- 
/tion and sales figures for gas heat- 
ing manufacturers, dealers, job- 
bers and gas companies in 1954. 
Published by Gas Heat. 


| families. Complete 


Consumer Advertising. 

Gas Heat has published this re- 
port on a 1,500-telephone survey 
in 15 marketing areas determining 
what helped the consumer make 
selections of various equipment, 
and the relationship between the 
consumer, the manufacturer, and 
the dealer, to try to help evaluate 
trade publication advertising for 
gas heating equipment. 


No. 8009. A 2% Billion Dollar 
Market. 
This 36-page booklet contains 


FOREIGN LANGUAGE 
NEWSPAPERS 


published in the United States reach over 3,000,000 
DIRECTORY, with circulations, 
rates, ete. FREE to advertising agencies, on request. 


FOREIGN LANGUAGE PRESS OF AMERICA 
Publishers’ Advertising Representatives 


10 E. 43 St., N. Y. C. 17 ¢ MU 2-7398 


Stouy City Sue 


has a steak’ 


in your future 


That may sound like a pun, but it 


makes a point. You see, Sioux City’s 
stockyards are 3rd in the nation 
for cattle receipts — Sth for all 
livestock. It’s a thriving industry 
that keeps thousands of packing 
house workers busy, too. Chances 
are there’s a steak from Sioux City 
in your future. 


Sue has a “stake” in your future, too. 
For Sioux City is more, much more 
than a leading agricultural market. 
Manufacturing, Wholesale and Retail 
Trades, Food Processing, Transporta- 
tion and Commerce account for the 
majority of Sue’s $991 million buying 


income. It’s a stable income based 


healthy balance of diversified industry 


on a 


that makes Sioux City an important 
market for you. 


Where does Sioux City Sue spend her 
money? That depends largely on who 
asks her to buy. She keeps an eye on 


KVTV Channel 9 for a lot of sugges- | 
j 


tions. Your Katz representative can 
tell you why. 


CBS 


ABC 


<4 


SIOUX CITY, IOWA 
Serving lowa’s Second Largest Market 
A Cowles Station. Under the same 


570, Yankton, South Dakota — Don 
Director. 


yes 


management as WNAX- 
D. Sullivan, Advertising 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


production and sales statistics and 
a short history of the oi] heating 
and fueloil industry. A map 
breaks down the oil-fired, gas- 


‘forms (molded, sheet, cast, ex- 
truded, foamed, etc.). The data is 


broken down by industry accord- 


‘ing to the Standard Industrial 


fired and coal-fired centrally- | Classification System. 


heated homes in the U. S. with per | 


cent of saturation of each state No. 8018. Readership Habits of Men 


market for fuel. Published by 


Fueloil & Oil Heat. 


No. 8010. Fifth Annual Market Re- 
ports: Oilfired Warm Air Heat- 
ing and Central Cooling. 

A 24-page study, which includes 
state breakdown of all oil-fired 
furnaces now operating in the U. 
S. Graphs show 19-year trends in 
production and sale of various 
types of oil furnaces. It discusses 
markets and the next big market 
—central cooling. Published by 
Fueloil & Oil Heat. 


No. 8011. Fueloil & Oil Heat Buy- 
ers’ Guide. 

Sixty pages of manufacturers’ 
names and addresses, including oil 
heating manufacturers, boilers, 
furnaces, accessories, parts, etc. 
Cross-classifications. This is re- 
print of the April directory issue, 
published by Fueloil and Oil Heat. 


No. 8012. Catalog of Oilburner 

Manufacturers. 

This includes about 1,000 names, 
broken down into various types 
of oil heating equipment and burn- 
ers, trade names, classifications, 
etc. Published by Fueloil & Oil 
Heat. 


No. 8013. Oilheating Yearbook. 
This is a 32-page reprint from 
the January, 1955, Statistical Re- 
view issue of Fueloil & Oil Heat. 
It provides a picture of all oil 
heating manufacturing activities, 
with production tables dating back 
to 1941 for all kinds of oil heating 
equipment, with dollar volume in 
retail sales this represents. Other 
sections cover dealer operations, 
methods, profits, etc.; fueloil ac- 
tivities, and servicing activities. 


No. 8014. A Market Memo for 
Manufacturers of Fueloil Hand- 
ling Equipment. 

A 12-page booklet describing 
171% increase in fueloil consump- 
tion during the past 12 years, as 
compared with 106% in gasoline 
demand over the same period. Na- 
tional fueloil consumption is brok- 
en down by states; bulk plant 
growth in the fueloil field is illus- 
trated; information on fueloil de- 
livery trucks is given, including a 
state breakdown of those in opera- 
tion, plus dealer operation infor- 
mation. Published by Fueloil & 
Oil Heat. 


No. 8015. Production’s NIAA Mar- 
ket Data File. 

The study, by Production Maga- 
zine, deals with metalworking as 
three markets—mass production 
metalworking, general metalwork- 
ing and metals producing. It de- 
scribes mass production metal- 
working, what it is, what it is not, 
and graphically portrays impor- 
tance of various equipment buying 
influences. 


No. 8016. He’s a Big Boy Too. 

This folder deals with the lum- 
ber market potential in southern 
states and contains information 
about the circulation, editorial 
policy and coverage of Southern 
Lumber Journal and Building Ma- 
terial Dealer, publisher of the 
folder. 


No. 8017. Plastics Materials and 
Parts Market Study. 

The markets for plastics ma- 
terials and parts within U. S. hard- 
goods manufacturing plants are 
listed in this study by Materials & 
Methods. Also included is data on 
16 different types of plastics (ac- 
rylics, alkyds, celluosics, ecoxies, 
fluorocarbons, etc.), and data on 


Interested in Engineering Ma- 
terials. 

This report shows magazine 
readership habits of men in indus- 
try who specify the engineering 
materials, parts and _ finishes 
based on interviews conducted at 
the 1954 Basic Materials Exposi- 
tion. It also shows readership pre- 
ferences of those who select speci- 
fic products such as_ metals, 
nonmetals, finishes, parts and 
shapes, heat and surface treating 
equipment and fastening and join- 
ing methods. Published by Ma- 
terials & Methods. 


No. 8019. Data File on Primary 
Markets for Engineering Ma- 
terials. 

This 16-page data file defines 
the basic markets for engineering 
materials, parts, finishes and ma- 
terial-processing equipment. It 
lists the men who select and speci- 
fy the engineering materials used 
in product design and manufac- 
ture. It also lists types of techni- 
cal and economic facts needed in 
order to select materials and ma- 
terials-processing methods. Com- 
piled by Materials & Methods. 


No. 8020. Nonmetallic Materials 
and Parts Market Study. 

This survey by Materials & 
Methods analyzes the markets for 
nonmetallic materials and parts 
within the U. S. hardgoods manu- 
facturing plants. It presents data 
on 22 different types of nonmetal- 
lics and shows what kind of ad- 
vertising copy is preferred by the 
men who select and specify non- 
metallic materials and parts. 


No. 8021. Flexible Couplings. 

A survey of the original equip- 
ment market showing the extent of 
use of 17 different types of flexi- 
ble couplings by horsepower range. 
Product applications, selection fac- 
tors, specification responsibility 
and amounts used also are in- 
cluded in the report. Published by 
Machine Design. 


No. 8022. Industrial Rubber Goods. 
This study reveals that more 
than 86% of the plants in the 
original equipment market now 
use industrial rubber goods of 
some kind in the products they 
manufacture for resale. Case his- 
tories on different size plants show 
the actual types and quantities 
used on a variety of products. 
Compiled by Machine Design. 


No. 8023. Mechanical Tubing. 

This survey by Machine Design 
deals with the largest market for 
mechanical tubing, showing the 
types being used, how used and 
the quantities used. Case studies 
detail the use of particular types 
of tubing by analysis, size, quan- 
tity and specification responsibili- 
ty as applied to individual pro- 
ducts. 


No. 8024. Plastics. 

A report on the current and in- 
tended future use of plastics in 
the original equipment market. 
Results are compared to a similar 
survey conducted in 1950. Find- 
ings show per cent of plants that 
use 15 types of thermoplastics and 
nine types of thermosetting plas- 
tics, plus total quantities consumed 


and product applications. Com- 
piled by Machine Design. 


No. 8025. Precision or Micro-Move- 
ment Snap Switches. 

This survey, published by Ma- 
chine Design, reveals that more 
than 40% of the plants in the orig- 
inal equipment market are cur- 


rently using this type of switch 


Advertising Age, May 16, 1955 


in products they manufacture for No. 8036. Importance of the In- in the chemical process industry. 


‘resale. It also shows product ap- | 
preferences, 


plications, brand 
average yearly uses and expected 
future use. 


No. 8026. Sleeve Bearings, Bush- 
ings and Bearing Materials. 
This study by Machine Design 

deals with the market for sleeve 
bearings, bushings and bearing 
materials. The findings show the 
dollar volume of use, sources of 
supply, the number of plants that 
use each of the nine listed types 
of sleeve bearings, specification 
responsibility and influence on 
trade name selection. 


No. 8027. Stampings. 

This survey reveals that 73% 
of the plants in the original 
equipment market are not using 
stampings as parts of their pro- 
ducts. The results also show the 
extent of use by size of stamping, 
operations specified on purchased 
stampings, product applications, 
dollar volume by size of plant and 
other significant data. Published 
by Machine Design. 


No. 8028. Nucleonics and Its Mar- 
ket. 

This illustrated booklet gives a 
brief description of the potential 
of the nuclear energy market and 
how the magazine, Nucleonics, fits 
into the market picture. Published 
by Nucleonics, a McGraw-Hill 
publication. 


No. 8029. Electronics, Market & 
Media File. 


This folder contains a complete 
story of the circulation history of 
Electronics, its policies, a list of 
editors and their qualifications, 
rate information, and other data 
about the McGraw-Hill publica- 
tion and its market. 


No. 8030. Nucleonics Reader Sur- 
vey. 

This is a survey of a cross sec- 
tion of the readers of Nucleonics 
as to their backgrounds, interests 
in the magazine and the type of 
information they are seeking. 
Published by Nucleonics. 


No. 8031. Market and Statistical 
Review. 


This four page booklet contains 
market and statistical review of 
the appliance and@abricated met- 
al products manufacturing field. 
It contains the. latest figures on 
units shipped and retailer manu- 
facturers value of units. Published 
by Finish. 


No. 8032. Tubing. 

This survey covers the extent of 
use of steel mechanical, pressure 
and non-ferrous tubing by the 
metalworking industry. It con- 
tains data collected on kinds, sizes 
and amounts purchased annually. 
Figures are broken down by pro- 
duct classifications. Published by 
The Iron Age. 


NO. 8033. Machine Tools. 

This survey was made by The 
Iron Age because of a machine 
tool show to be held this fall. The 
data deals with purchases of ma- 
chine tools in 1954, and contem- 
plated purchases this year. 


No. 8035. A Study to Determine 
the Importance of the Purchas- 
ing Executive in Selling the 
Original Equipment Market. 
This study, published by Pur- 

chasing magazine, gives the results 
of a survey sent to chief design or 
product engineers of companies 
manufacturing equipment and 
other assembled products, to de- 
termine the importance of the pur- 
chasing executive in selling the 
original equipment market. 


Use the Coupons 
in Requesting Data 


dustrial Purchasing Executive 
im the Buying of Electrical 
Equipment. 
A report on a survey conducted 
by Purchasing to determine the) 
importance of the industrial pur- | 
chasing agent in buying electrical | 
equipment, and to measure the de- | 
gree to which the various types of | 
electrical equipment are used by 
companies. 


No. 8037. The Electronic Market 
for Component Parts. 

This study is a definition of the 
electronic markets that compose 
the electronics industry. The im- 
portance of the electronic ori- 
ginal equipment manufacturer and 
a circulation analysis of the lead- 
ing publications covering this 
market are discussed. Published 
by Electronic Design. 


No. 8038. NIAA Market & Media 
File, How to Sell to the Elec- 
tronic Original Equipment 
Market. 

A definition of the electronic 
original equipment market and the 
people that comprise it. The book- 
let also deals with a circulation 
analysis of this market, how it is 
served editorially and what ser- 
vices are available to manufactur- 
ers reaching this -market. Com- 
piled by Electronic Design. 


No. 8039. Second Continuing Audit 
of Brand Recognition of the 
Electronic Original Equipment 
Market. 

This is a survey made among 
design engineers concerning what 
manufacturers they consider in 
planning purchases of 30 major 
products of the electronic indus- 
tries. Conducted by Electronic De- 
sign, the results will serve as a 
fundamental guide in planning ad- 
vertising to the electronic indus- 
tries. 


No. 8040. Cutting Fluids. 

This survey determines the ex- 
tent of use of various types of cut- 
ting fluids by the metalworking 
industry. The data is broken down 
by manufacturing classifications 
within the field. Also included are 
buying influences and expression 
of preference for type of fluids 
used on automatics. Published by 
The Iron Age. 


No. 8041. Total Chemical Process 
Industries Expenditures for 
Chemicals, Raw Materials, En- 
ergy, New Plants and Equip- 
ment—1953-1955. 

This data, compiled by Chemi- 
cal Engineering and Chemical 
Week, deals with the cost of ma- 
terials, fuels, electricity, contract 
work and capital expenditures for 
new plants and equipment in the 
chemical process industries field. 


No. 8042. Chemical Process Indus- 
tries Expenditures for Chemi- 
cals, Raw Materials, Energy and 
Services—1947-1955. 

This study shows the cost of ma- 
terials, fuels, electricity and con- 
tract work by each segment of 
the C.P.I. from 1947 through 1954. 
Published by Chemical Engineer- 
ing and Chemical Week. 


No. 8043. Chemical Process Indus- 
try, Value of Output—1947- 
1955. 

The value of output in terms of 
value of products shipped for each 
segment of the chemical process 
industries is shown in this survey 
by Chemical Engineering and 
Chemical Week. 


No. 8044. What One Refinery Buys. 

Case No. 2 of a continuing study 
of buying and specifying practices 
in the chemical process industries. 
‘Compiled by Chemical Engineer- 
ing and Chemical Week. 


| 
No. 8045. How a Major Chemicals 


Producer Buys. 
| Case No. 1 of a continuing study 


Published by Chemical Engineer- 
ing and Chemical Week. 


No. 8046. Mr. Hutnagel Is All Tied 

Up Right Now. 

This brochure outlines the in- 
fluence of the purchasing execu- 
tive in the chemical process in- 
dustries and his reading habits. 
Issued by Chemical Engineering 
and Chemical Week. 


No. 8047. How to Beef Up Raw 
Materials Sales in a Hungry 
C.P.I1. Market. 

This booklet covers the buying 
influences of various functional 
groups in the process industries 
and in chemical raw materials and 


/provides data on what magazines 


they read. Published by Chemical 
Engineering and Chemical Week. 


No. 8048. Engineering Consultants 
and Constructors. 

This research, conducted by 
Chemical Engineering and Chemi- 
cal Week, shows the results of the 
buying influence of engineering 
consultants and constructors for 
all kinds of equipment and mater- 
ials. It also covers the reading 
habits of this important group. 


No. 8049. Building Management. 
This booklet, published by 
Buildings, the magazine of build- 
ing management, contains results 
of questionnaires sent to readers 
asking what products they plan to 
buy, how much they will spend on 
modernization and maintenance. 
The figures are broken down by 
types of products, types of build- 
ings. The study also gives a gen- 
eral explanation of different kinds 
of management found in the com- 
mercial and office building indus- 


try. 


No. 8050. 33rd Annual Review of 

Industry Progress. 

This report, reprinted from the 
February, 1955 issue of Bus Trans- 
portation, contains facts and fig- 
ures about the common carrier 
bus industry transit and inter- 
city, the number of companies, ve- 
hicles, miles operated, operating 
revenue and taxes paid. It also 
deals with bus production, seating, 
school bus operations and a state 
census of common carrier opera- 
tions. Single copies are free. 


No. 8051. Facts About a $750,000- 

000 Field. 

Basic facts about the cotton gin- 
ning and oilseed processing mar- 
kets are given in this brochure 
published by The Cotton Gin & 
Oil Mill Press. Included in the data 
are the types of ownership, num- 
ber of plants, and methods.of pro- 
cessing. 


No. 8052. Food Processing Market 
and Media File. 

This file contains Food Process- 
ing’s history and _ background, 
markets served, facts about the 
food processing industry and other 
information about the magazine. 


No. 8053. A Grand Plan for Roads. 

This 36-page booklet gives the 
facts behind President Eisenhow- 
er’s proposals for a new multi- 
billion dollar program of highway 
investment. The questions, why do 
we need extra billions for roads, 
what kind of roads must be built, 
how can we finance the roads and 
is our roadbuilding capacity ade- 
quate, are discussed and answered. 
Published by Engineering News- 
Record, the booklets cost 25¢ each 
up to 100 copies and 20¢ each in 
larger quantities. 


No. 8054. 1955 Annual Report and 
Forecast. 

This study by Engineering 
News-Record gives detailed facts 
behind a predicted 8.5% gain in 
contract construction during 1955. 
It also gives 1954 construction to- 
tals by states and work categories 
and covers the construction field 
from viewpoints of contracts, 


backlog, financing, materials, em- 
|of buying and specifying practices | ployment, equipment and costs. 
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Is there a home in America into which a premium catalog 
has not found its way ? 


From vest pocket size to large-page books, Clement 
prints tens of millions of them. Full color illustrations 
present no great cost problems, thanks to Clement’s unique 
methods and high-speed printing. 


It is not unusual for an advertiser to ship Clement a 
complete array of cameras, watches, fishing tackle, fountain 
pens, silverware, clocks, luggage, tools, toys, kitchen ware 
...and say: “ Make us a catalog.” 
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From camera to printed page is a speedy process at 
Clement’s. Any of the sales offices listed below can show 
you many examples of how Clement’s four modern plants 
serve a wide range of printing needs of leading American 
businesses. 


J. W. Clement Co. 


Manufacturers of Quality Printing 
Executive Offices and Plant: 8 Lord Street, Buffalo 10, N. Y. 
Sales Offices: Graybar Building, N. Y.; Fisher Building, Detroit 
Subsidiaries: 
Pacific Press, Inc., Los Angeles. Phillips & Van Orden Co., San Francisco 


I . i 


6201 SOUTH SOTO STREET, LOS ANGELES, CAL. 870 BRANNAN STREET, SAN FRANCISCO, CAL. 
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To secure copies 


production and salt 
a short history of 
and fueloil indu 
breaks down the 
fired and coal-fi 
heated homes in th 
cent of saturation 
market for fuel. 
Fueloil & Oil Hea 


No. 8010. Fifth An 
ports: Oilfired 
ing and Centri 

A 24-page study 
state breakdown 
furnaces now ope 

S. Graphs show 1 

production and 

types of oil furné 
markets and the 

—central coolin 

Fueloil & Oil H 


No. 8011. Fueloit, 
ers’ Guide. 
Sixty pages o 

names and addres 

heating manufa 
furnaces, accessi 

Cross-classificati« 

print of the Apr 

published by Fue 


No. 8012. Catal 
Manufacturer 
This includes ¢ 

broken down i 

of oil heating eq: 

ers, trade nam 
etc. Published 

Heat. ke 


No. 8013. Oilhe 
This is a 32= 
the January, r 
view issue of 
It provides a — 
heating manufa 
with production 
to 1941 for all k 
equipment, with 
retail sales this 
sections cover 
methods, profi 
tivities, and 
No. 8014. A /j 
Manufacture 
ling Equipm 
A 12-page 
171% increase 
tion during the 
compared with 
demand over tl 
tional fueloil c¢ 
en down by 
growth in the j 
trated; inform: 
livery trucks i: 
state breakdow 
tion, plus dea) 
mation. Publi: 
Oil Heat. 


No. 8015. Prod 
ket Data F 
The study, kb 
zine, deals wi 
three markets. 
metalworking, 
ing and meta 
scribes mass 
working, wha 
and graphica 
tance of vario 
influences. 


No. 8016. He 
This folder 
ber market } 
states and : 
about the : 
policy and c 
Lumber Jour 
terial Deale 
folder. 


No. 8017. Plastics maverww we 
Parts Market Study. 

The markets for plastics ma-. 
terials and parts within U. S. hard- | 
goods manufacturing plants are 
listed in this study by Materials & 
Methods. Also included is data on 


16 different types of plastics (ac- 


rylics, alkyds, celluosics, ecoxies, 
fluorocarbons, etc.), and data on 


wwe 


and product appucauvus. 
piled by Machine Design. 


| 
No. 8025. Precision or Micro-Move- 


ment Snap Switches. 

This survey, published by Ma- 
chine Design, reveals that more 
than 40% of the plants in the orig- 
inal equipment market are cur- 
rently using this type of switch 


tnndinna 


resale. It also shows product ap-| 


hrond nreferences, | 


chasing exXecuuve ww oviuu., 
original equipment market. 


wee 


Use the Coupons 
in Requesting Data 


Advertising Age, May 16, 1955 


| UL VUuUyI1mg eee wp~~-——y —~— 


‘in the chemical process industries. 
| Compiled by Chemical Engineer- 
\ing and Chemical Week. 


No. 8045. How a Major Chemicals 


Producer Buys. 
Case No. 1 of a continuing study 


in products they manufacture for No. 8036. Importance of the In-'in the chemical process industry. 
dustrial Purchasing Executive Published by Chemical Engineer- 


in the Buying of Electrical | ing and Chemical Week. 


behind “a prearctea™ woes sane 
contract construction during 1955. 
It also gives 1954 construction to- 
tals by states and work categories 
and covers the construction field 
from viewpoints of contracts, 


backlog, financing, materials, em- 


\of buying and specifying practices | ployment, equipment and costs. 
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Advertising Age, May 16, 1955 


No. 8055. Market Report on the 
New York Thruway. 


An illustrated booklet covering 
construction work on the $800,- 
000,000 New York Thruway from 
the marketer’s point of view. It 
contains information on sales and 
use of equipment, materials, parts 
and supplies, who buys what ma- 
terials where, why they buy, and 
how you can sell them better. Pub- 
— by Engineering News-Rec- 
ord, 


No. 8056. The American Economy 
in 1970. 


This study examines the rapidly 
expanding American economy and 
points out where the construction 
industry will be most active. It de- 
scribes opportunities in the fields 
of metals and minerals, chemicals, 
fuel and power, manufacturing, 
automation, public works and cap- 
ital and consumer goods produc- 
tion. Issued by Engineering News- 
Record. 


No. 8057. Market Data and Media 
File on Mining and Quarrying. 
This booklet contains complete 
information and background on 
Mining and Quarrying magazine 
and its market. 


No. 8058. The Multi-billion dollar 
Refining-Petrochemical-N atu- 
ral Gasoline Market. 


A comprehensive market study 
of oil refining industry, showing 
lccation of market and study of 
buying power influences. It also 
contains detailed lists of refiner- 
ies, petrochemical plants, natural 
gasoline plants and engineering- 
construction firms. Published by 
Petroleum Refiner. 


No. 8059. Selling the 1955 Oil Pro- 
ducing Industry—A Billion 
Dollar Market. 


A sales aid designed to evaluate 
the oil producing market. It gives 
the market outlook, plus detailed 
data on exploration, drilling and 
production operations, a list of 
equipment used and information 
on buying practices in the field. 
Published by World Oil. 


No. 8060. Pipe Line Market—1955. 


Contained in this booklet is au- 
thentic information on the equip- 
ment service market in the pipe 
line industry, complete market 
data on the pipe line business, 
forecast for the future and infor- 
mation on buying practices. It also 
gives lists of equipment used, pipe 
line companies, pipe line contrac- 
tors and buying data on specific 
equipment items. Issued by Pipe 
Line Industry. 


No. 8061. Your Full Time Sales- 
man. 


This booklet gives advantages 
of composite catalog method to 
reach far flung oil producing in- 
dustry. It contains suggestions on 
writing good catalog copy, exam- 
ples of widespread buying cover- 
age and comparative costs with 
other cataloging methods. Pub- 
lished by World Oil. 


No. 8062. Adequate Cataloging— 
Direct Channel for Buying In- 
formation. 


Detailed information concerning 
functions of Refinery Catalog and 
how to use it to reach the multi- 
billion dollar oil refining market. 
Also valuable hints on how to 
write good industrial catalog copy. 
Issued by Gulf Publishing Co. 


No. 8064. Air Transport Facts and 
Figures. 

A report of the scheduled cer- 
tificated airlines of the U.S. as 
published by the Air Transport 
Assn. of America. It includes data 
on the number of aircraft operated, 
airmail revenues and service costs, 
fuel consumption, operating reve- 
nues and expenses, planes in serv- 
ice and available capacities, reve- 
nue traffic and route mileage. 
Available through American Avia- 
tion, 


No. 8065. Mechanical Engineering 
Market Media File. 


This file contains rate and cir- 


ical Engineering and representa- 
tive background data on American 
Society of Mechanical Engineers, 
record of advertising continuity 
and past inquiry performance data. 
Published by the American Society 
of Mechanical Engineers. 


No. 8066. Do Gas Men in Key Posi- 
tions Read Gas Publications? 


A brochure of comments by men 
in key positions in the gas industry 
to show the reliance these men 
place on gas publications for tech- 
nical data and up to date informa- 
tion on new methods, ideas, tech- 
niques and news of the industry. 
Issued by Gas. 


No. 8067. Who Can Buy Your 
Products in the Liquefied Pe- 
troleum Gas Industry. 


An analysis of the distribution 
channels in the liquefied petrole- 
um gas industry and a classifica- 
tion of the groups of buyers ac- 
cording to their size and impor- 
tance. Published by Butane-Pro- 
pane News. 


No. 8068. The Place of Plastic Pipe 
in the Gas Industry. 


The only available comprehen- 
sive market study of the use of 
plastic pipe and tubing in the gas 
industry. It provides detailed in- 
formation on the past use and cur- 
rent status of plastic pipe for gas 
industry underground installations. | 
Published by Gas. 


No. 8069. Annual Survey of Gas 
Industry Construction Projects 
—1954. 


This survey by Gas gives a 
breakdown of expenditures of 210 
gas companies for construction 
projects in 1954. 


culation information for Mechan- 


Products in the Meat Packing 
Industry. 


visioner deals with the number 
of cattle, hogs, lambs and calves 


Available Market Data—Industrial 


This study by The National Pro-| To secure copies of data listed, use the handy coupons 


| 


slaughtered yearly, refrigeration|#®4 mineral purchases abroad. It|per production worker for personal 
required to chill the meat, tota]|Shows individual metal, tonnage, safety equipment, safety shoes and 


tons of refrigeration in meat pack- 
ing plants and other similar data. 


No. 8077. Market and Media Data 
—Meat Packing and Allied In- 
dustries. 


This survey deals with sales and 
buying in the meat packing indus- 
tries, how to reach and advertise 
in the markets, advertising agen- 
cies and advertisers in the field 
and other media information. Pub- 
lished by The National Provision- 
er. 


No. 8078. A Sound Approach to 
the Railroad Market. 


This 16-page booklet describes 
the over-all size and changing 
characteristics of the railroad mar- 
ket. It ranks the 42 leading rail- 
roads as to earnings and equip- 
ment owned, products in growing 
demand, research and other aids 
to suppliers and outlines railrcad 
buying and test procedures. Issued 
by The Railway Equipment & Pub- 
lication Co. 


No. 8079. The ‘Hard Facts’ Folders. 

A series of five folders devoted 
to the forest industries market. 
They are entitled “Hard Facts 
About Your Market,” “Hard Facts 
About Your Market 
“Hard Facts About Your Market 
Prospects,” “Hard Facts About 
Your Market Spokesman,” and 
“Hard Facts About Your Market 
Message.” Published by The Lum- 
berman. 


No. 8080. ‘Fact Sheets’ on Fruit 
and Vegetable Packing. 
These six fact sheets, published 


Medium,” | 


\dollar value and principal produc- 
ing countries. It also contains an 
analysis of $450,000,000 in exports 
of mining machinery from the U. 
S. purchased by foreign countries 
and territories, tabulated by coun- 
try and showing average of all 
imports from the U. S. to these 
countries in comparison with mine 
equipment imports from the U. S. 
Published by Mining World. 


No. 8085. User Attitudes on Die 
Castings. 


A determination of the factors 
that affect the use or lack of use of 
die castings. The information 
covers users’ attitudes towards die 
‘castings as a merchandising guide 
_to the die casting industry. Pur- 
chasing responsibilities also are 
‘studied. Compiled by Precision 
Metal Molding. 


No. 8086. User Attitudes on Pow- 
der Metal Parts. 


This booklet discusses factors 
that affect the use of powder metal 
parts and information on users’ 
attitudes and experiences as a 
merchandising guide to the powder 
metallurgy industry. Published by 
Precision Metal Molding. 


No. 8087. Trends in Production of 
Aluminum Castings. 

| This study traces the growth in 
‘the production of aluminum cast- 
‘ings. It gives a breakdown of pro- 
duction methods by which these 
castings are made. Issued by Pre- 
cision Metal Molding. 


No. 8088. Fasteners Used in As- 
sembling Die Cast Components. 
The extent to which die-cast 


other items. It also contains sepa- 
rate figures on how much they 
spent per employe for fire extin- 
_guishers. Published by Occupa- 
‘tional Hazards. 


No. 8094. 1954 Industrial Advertis- 
ing Budgets. 

This survey, by National Indus- 
trial Advertisers Assn., deals with 
/1954 advertising budgets of indus- 
trial companies, classified by 
products. It sells for $2 a copy. 


No. 8095. Handbook of Industrial 
Direct Mail Advertising. 


This handbook deals with meth- 
ods of using direct mail in indus- 
try, case histories, postal regula- 
tions and setting up a direct mail 
department. It costs $5 and is pub- 
lished by National Industrial Ad- 
vertisers Assn. 


No. 8096. Fact Sheets on the 
Baking Industry. 

These four fact sheets, published 
by Western Baker, give a descrip- 
tion and analysis of the baking in- 
dustry of the 11 western states 
and cover the dollar volume of the 
market, regional market charac- 
teristics, number of wholesale and 
retail plants and industry growth 
figures. The sheets also give some 
‘background material on Western 
|'Baker and a list of national and 
‘regional advertisers. 


No. 8097. A Report on the Non- 
Residential Building Perform- 
ance and the Magazine Prefer- 
ences of the Architectural 
| Firms Whose Work Exceeded 
/ 


$100,000 During 1952. 
| The facts in this study are based 


by Western Canner & Packer, 
No. 8070. Review and Preview. contain a statistical analysis of 

A compilation of year-end state- | U. S. fruit and vegetables proc- 
ments and particularized com-/| essed, broken down by states and 
ments on the rubber industry. Is-| segregated into the following 
sued by Rubber Age. categories: canned fruits, canned 


parts are assembled with fasten- on a mail survey to the senior 
ers are discussed in this report|partners of architectural firms 
from Precision Metal Molding. The which did a minimum volume 
study contains types of fasteners business of $100,000 in 1952. The 
used, volume of each type used/study deals with magazine prefer- 
and brand preferences of users for | ences, types of buildings construct- 


. . vegetables, frozen fruits, frozen 
No. 8071. Chemical Processing! vegetables, canned juices, frozen 
Market and Media File. juices, dried fruits, dried vegeta-|No. 8089. User Attitudes on In- 
This file contains Chemical bles and tree nuts. The report also vestment Castings. 
Processing’s history and _ back-| gives 1953 canned fruit packs and; A determination of what users 
ground, markets served, facts|canned vegetable packs by com-jand prospective users of invest-| 
about the chemical processing in- | modity and 10 year totals. Also|ment castings like and dislike) 
dustry and other data pertaining |listed are western frozen fruits,|about the castings and the buying 
to the field. western frozen vegetables and | habits of these people. Issued by 


ocisi l ing. 
No. 8072. Complete Market Data western glassed food packs by|Precision Metal Molding 


on National Real Estate and | Commodity and 10-year totals. No. 8090. Expendable Rotary Cut- 
Building Journal. No. 8081. Charts of U.S. Fruit & ting Tools Used to Finish Ma- 
This booklet outlines National | Vegetable Canning & Bottling chine Die Castings. 

Real Estate and Building Journal | seasons. The nature of operations per- 
market for products used in con-| These two charts, prepared by| formed on die cast components, 
struction and outfitting of new Western Canner & Packer, cover|and volumes of specific types of 
homes and apartments. The survey , canning and bottling seasons show-|rotary cutting tools used in these 
shows readers’ business, construc- | ing month-by-month production of | operations is covered in this study 
tion and modernization volume,|major U. S. packs as determined|by Precision Metal Molding. The 
buyer preferences and purchasing| over a ten-year period. The|Study also contains brand prefer- 


each type of fastener. 


ences by users for each type. 


systems. 


iNo. 8091. Equipment Used in 
Finish-Machining Die Castings. 
This study deals with operations 
performed on die-cast components, 
whether inplant or by job shop. 


No. 8073. Market and Media Data. | 
Contains information on circu-| 


cupational analysis of circulation, 
analysis of editorial and advertis- 


figures were derived from packer 


reports to government agencies and 
from the records to various region- 


. : : _al and national! associations. The 
lation, including business and oc- 


everse side of charts shows U. S. 


ed, number of projects and types 
of construction. Issued by Archi- 
ceciural Forum. 


No. 8098. The Use of Recorded 
Background Music by Forum 
Subscribers in Non-Residential 
Buildings. 

The results of a survey among 
a cross section of Architectural 
Forum subscribers investigating 
the extent to which recorded 
background music, such as Muzak, 
is used in non-residential build- 
ings. 


No. 8099. Building Market Facts. 

This report contains 36 separate 
tables of factual material of use 
‘and value to manufacturers of 
building materials and equipment. 
It also contains figures on the pop- 
ulation of the building industry, 
volume of new construction and 


regional production peaks of frozen | 
fruits and vegetables. 


geographical breakdown of new 
construction. Issued by Architec- 
tural Forum. 


ing space, following NIAA’s pre- 


It shows the volume of equipment) No. 8100. How the Building Team 


sentation outline. Issued by Quali- 
fied Contractor. 


No. 8074. Aviation Week Reports 
on the Market It Serves. 

A folder with market informa- 
tion booklet and data sheets on 
Aviation Week, its audience and 
readership. 


No. 8075. A, Survey of Truck Buy- 
ing, Servicing and Mainte- 
nance in the Meat Packing and 
Allied Industries. 

The National Provisioner has 


prepared this booklet which deals 
with trucks in the meat packing 
industries. Figures are listed on 
the number of trucks, what types 
are preferred, number of miles 
driven, cost of maintenance, and 
other data. 


No. 8076. The Market for Refriger- 


ation Equipment and Related 


No. 8082. Food Products Directory. 


This study lists major U. S. 
canners, freezers and packers of 
glassed, dry and specialty foods. 
Each company is listed alphabeti- 
cally by state, followed by names 
and titles of key officials, products 
packed, brand names and locations 
of branch plants. It costs $15 and is 
published by Food Products Direc- 
tory. 


No. 8083. 1955 Map of the U. S. 
Mine Market. 
This up-to-date isometric map 
of the U. S. is illustrated to show 
the tonnage and value of ore 


moved in each state. Published by 


Mining World. 


No. 8084. The World Mining In- 
dustry. 


An analysis of the more than 


used and users’ brand preferences. | 
| Published by Precision Metal 
| Molding. 


| No. 8092. Plant Fire Brigades. 

A survey of industrial plants, 
showing how many have their own 
fire brigades, how many men in| 
these brigades and how much 
training they receive monthly. Fig- 
ures are broken down by size of) 
plant and type of industry. Figures 
also show how much hose, nozzles 
and other brass goods these com- 
panies use for fire protection. 
Published by Occupational Haz- 
ards. 


| No. 8093. The Market for Safety 
Equipment and Fire Extin- 
guishers. 
A survey of 228 plants in central 
New York state with a total em- 
ployment of 231,773 persons. It 


| 


Rates Prefabricated Steel Build- 
ings. 

This report contains the opinions 
of building professionals and their 
clients on the merits of prefabri- 
cated steel buildings and their rat- 
ings of manufacturers’ prominence 
in the field. Published by Archi- 
tectural Forum. 


No. 8101. Non-Residential Food 
Handling and Kitchen Equip- 
ment, 

A report based on a survey 
among subscribers to Architec- 
‘tural Forum dealing with the var- 
ious influence factors involved in 
the purchase of food handling and 
kitchen equipment for non-resi- 
dential buildings. 


No. 8102. Carpeting For Commer- 
cial and Institutional Building. 


This report, compiled by Archi- 


$2 billion dollar annual U. S. metal shows how much these plants spent |tectural Forum, discusses the var- 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


ious influence factors involved in 
the purchasing of carpeting for 
commercial and industrial build- 
ings. 


No. 8103. Boilers for Non-Residen- 
tial Buildings. 

~The various influence factors 

involved in the purchase of boilers 

in non-residential construction are 

discussed in this report by Archi- 

tectural Forum. 


No. 8104. The Purchase of Room 
Air Conditioners. 

The extent to which Architec- 
tural Forum subscribers are called 
upon to furnish advice to friends 
and acquaintances with particular 
reference to air conditioning win- 
dow units are discussed in 
survey. 


No. 8105. Advisory Service Ren- 


dered to Clients by Architects, 
Contractors and Realty Men. 


this 


WHEN YOU APPROACH 
THE POINT OF DECISION 


Decisions relating to advertising 
and marketing procedures are often 
based on information furnished by 
ACB Newspaper Research Services. 
Thus, the accuracy and promptness 
of these services is highly important. 

ACB checks more than $2 billion 
worth of space a year in the nation’s 
1,750 daily newspapers. The serv- 
ices it furnishes to more than 1,100 
merchandiser clients is maintained 
on a basis of better than 95% ac- 
curacy. 

This is a highly developed spe- 
cialty. Each ACB reader specializes 
on a specified group of papers and 
is thoroughly familiar with the re- 
tail stores and the brands they 
advertise. 

Special safeguards insure that 
every issue of every paper is read 
and triple-checked for accuracy. 
You can make decisions with con- 
fidence when they are based on ACB 
Newspaper Research. 

Send for ACB’s ° 
Describes each of ACs Rees: 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 


U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement 


every daily newspape 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
* Memphis 3 
San Francisco 5 


161 Jefferson Ave. 
51 First St. «+ 


ADVERTISING 
CHECKING BUREAU 
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Architectural Forum asked 2,500 
of -its subscribers among leading 
architects, contractors and realty 
men to furnish information on 
some of the services they provide 
to clients. This is an analysis of 
their answers. 


No. 8106. Use of Visual Aids Equip- 
ment by Architects. 

This is a survey among 482 
architects to determine the extent 
to which they utilize visual aids 
to present new ideas and informa- 
tion to clients. Issued by Archi- 
tectural Forum. 


No. 8107. Surety Bonds. 

A report on the nature of con- 
struction surety bonds, the role of 
suretyship in construction, public 
and private, the volume of con- 
struction bonds, and related in- 
formation, tables and factual ma- 
terial. Compiled by Architectural 
Forum. 


No. 8108. Market & Media Facts— 
Billion Dollar Pulp and Pa- 
per Manufacturing Industry. 

This report contains market data 
and statistics pertaining to the 
pulp and paper industry including 
production and consumption sta- 

tistics. Published by Paper Mill 

News. 


No. 8110. The Original Equipment 
Market in the Field of Electri- 
cally Operated Products. 

This market chart, published by 
Electrical Manufacturing, compares 
the dollar volume of 83 industry 
groups comprising the original 
equipment market in the field of 
electrically operated prodvcts. In- 
dustry groups are coded io U. S. 
standard industrial classifications 
and the number of plants with 
design engineering function is 
shown for each industry group. 


No. 8111. Construction Industry 
Survey No. 1. 

A seven-page report of a ques- 
tionnaire sent to civil engineers in 
400 contractor organizations show- 
ing the range of in-place annual 
dollar volume in 12 construction 
categories, types of mechanical 
equipment used and brand prefer- 
ences of each, and important buy- 
ing influences on equipment pur- 
chases. Issued by Civil Engineer- 
ing. 


No. 8112. 1955 Market Analysis 
of Offset Plants. 

A market analysis of the num- 
ber of plants in the lithographic 
market. State by state tabulations 
list the increase in plants from 
1951 through 1955. Published by 
Graphic Arts Monthly. 


No. 8113. An Industrial Headache 

Is Taken Apart and Analyzed. 

This booklet gives results of a 
survey in shipping, receiving and 
traffic departments of companies. 
It covers buying practices, types 
of purchases, packaging and mark- 
ing practices and types of equip- 
ment used. Published by Shipping 
Management and Better Shipping 
Manual, a revised book will be 
issued in June. 


No. 8114. Industrial Marketing 
Map. 
This 22” x 35” map, in four 


colors, shows the distribution of 
industry throughout the U. S. 
Broken down into counties, it gives 
figures of the plants and personnel 
in 272 of the major industrial 
counties. Compiled by Mill & Fac- 
tory—a Conover-Mast publication. 


No. 8115. Industrial Product Use & 

Reader Buying Influence Study. 

This study includes more than 
250 industrial products and gives 
the proportion of industrial plants 
using what type of product. More 
than 18,000 industrial executives 
were surveyed. Published by Mill 
& Factory. A new, revised study 


will be issued in June. 
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No. 8116. End Confusion in the 
Plumbing and Heating Field. 
An outline of the number of 
contractor-dealers in the plumb- 
ing and heating industry and busi- 
ness concentration existence among 
dealers. It also outlines the num- 
ber of wholesalers and their im- 
portance in a marketing program. 
Issued by Domestic Engineering. 


No. 8117. Warm Air Heating In 

New Construction. 

This study, by Domestic Engi- 
neering, contains information re- 
garding the use of different ma- 
terials in warm air heating sys- 
tems in new construction. The fig- 
ures are broken down by five sec- 
tions of the U. S. 


No. 8118. Wet Heating in New 
Construction. 


Information regarding the use 
of different materials in wet heat- 
ing systems in new construction 
for five different areas of the U. 
S. is contained in this study by 
Domestic Engineering. 


No. 8119. Plumbing and Appliances 
in New Construction. 

The use of different plumbing 
fixtures and appliances is shown 
by units and percentages for new 
construction in this survey by 
Domestic Engineering. The infor- 
mation is broken down by five dif- 
ferent regions in the U. S. with 
a map showing the areas covered. 


No. 8120. Today’s Station Designs 

—What’s New? 

This country-wide survey by 
Electrical World covers 205 fea- 
tures of 65 new power plants. It 
contains a comprehensive study of 
new design and equipment ideas as 
well as established conventional 
practices. Single copies are free, 
20¢ each for additional copies. 


No. 8121. Trends in Distribution, 
Parts 1 and 2. 


Part 1 of the two surveys by 
Electrical World gives an over-all 
picture for rural and residential 
areas of the electric power indus- 
try’s progress in distribution plan- 
ning. Part 2 summarizes by region 
the results of the survey. Single 
copies are free. Additional copies 
of Part 1 cost 15¢, Part 2, 25¢. 


No. 8122. Looking Over the Statis- 
tics of Cooling Towers. 


A special report of cooling tower 
installations in 52 power plants in 
the U. S. It gives the statistics on 
the station, tower design, costs and 
tower dimensions. Published by 
Electrical World, single copies are 
free, with additional copies costing 
25¢ each. 


No. 8123. Wake Up to the Market 
Down on the Farm. 


This 36-page report showcases 
the vast sales and loadbuilding 
opportunities to be found in the 
most overlooked and richest poten- 
tial market of the electric power 
industry, the American farm. Pub- 
lished by Electrical World, single 
copies are free, with additional 
copies selling for 30¢ each. 


No. 8124. Electrical Industry Fore- 
cast, 1954—1970. 


Electrical World’s forecast for 
the electric power industry from 
1954 to 1970, covering the economy, 
the industry, capital expenditures, 
residential growth, sales of electric 
energy, consumer spending and 
home building. 


No. 8125. Survey of Equipment and 
Materials Used in the Construc- 
tion Field. 


More than 2,100 users of con- 
struction equipment and materials 
reported on 112 major products in 
terms of inventories, and consump- 
tion in this study conducted by 
Construction Equipment. The sur- 
vey is a guide to market’s buying 
power in geographical balance with 
dollar volume of construction work, 


employment. 


circulation of Construction Equip-| 
ment and construction-engineering | footage in use and are further de- 


No. 8126. A Study of Construction 
Equipment Manufacturer—Dis- 
tributor Selling Methods and 
Practices. 

In this report, leading manu- 
facturers—distributors comment on 
sales “know how” and training, 
group information and sales meet- 
ings, deployment and use of sales 
representatives, evaluating sales 
representatives, territory sales po- 
tentials, distributors’ stock level 
controls, sales activities and adver- 
tising. Issued by Construction 
Equipment. 


No. 8127. Design is the Key to 
Mass Markets. 

This analysis is not only a strong 
proof of the vitally needed service 
that Industrial Design provides by 
factual evidence of the realign- 
ment of responsibility in manu- 
facturing companies today. It 
shows which executives have top 
positions of decision about the 
critical problems of product design. 


No. 8128. Survey of Business Men’s 
Expectations for the Second 
Quarter of 1955. 

This study reveals what business 
men may expect in the second 
quarter of this year as compared 
with the same period in 1954. It 
ecntains projected figures on net 
sales, net profits, selling prices, 
level of inventories and new orders. 
Published by Dun’s Review and 
Modern Industry. 


No. 8129. of 
Business. 

This report by Dun’s Review 
and Modern Industry is packed 
full of information about business 
through 1954. It contains business 
outlooks through 1975 and also 
deals with sales, production, prices, 
income, finance, etc. 
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Advertising Age, May 16, 1955 


all these units is evaluated, as are 
changes in plant facilities. Issued 
by Modern Materials Handling. 


No. 8134. Building Market Facts. 

A complete file of market infor- 
mation on residential building. 
Values of new construction, main- 
tenance and repair; building in 
metropolitan areas, states and re- 
gions; housing characteristics 
(number of bathrooms, rooms, ex- 
terior and interior wall finishes, 
and heating systems) are discussed 
in the study by House and Home. 


No. 8135. Market and Media Facts 
Concerning $7 Billion Dollar 
Pulp and Paper Manufacturing 
Market. 

This report contains market data 
concerning consumption of raw 
materials by pulp and paper mills. 
Published by Paper Mill News. 


No. 8136. Advertising Expenditures 
in the Candy Field. 

A report on the annual expendi- 
tures for advertising in the candy 
field for the past five years. Issued 
by Candy Industry. 


The “local-ness” 


of daily newspapers gives 
ACB two important jobs to do 


No. 8130. Report on Study of| | 


Receiving—Storing and Ship- 
ping. 

This study includes an analysis 
of all kinds of materials received, 
stored and shipped, the equipment 
to load and unload them and 
storage and portable storage facil- 
ities in use to retain them. Basic 
storage problems are considered, 
as is adequacy of present facilities 
and plans for expansion and re- 
placement. Issued by Modern Ma- 
terials Handling. 


No. 8131. Report on Study of In- 
dustrial Packaging and Product 
Protection. 

Complete pre-packaging opera- 
tions are considered, plus product 
protection problems, type of pack- 
aging containers and closure in 
this report. Preparation for ship- 
ment, methods of transportation 
and other packing and shipping 
considerations are covered. The 
scope and responsibilities of the 
men in charge of industrial pack- 
aging are broken down by specific 
function. Published by Modern 
Materials Handling. 


No. 8132. Report on Study of Floor 
Handling Equipment. 

Deals with all considerations of 
products handled with floor equip- 
ment, including type of materials 
and nature of container and kind 
of handling equipment distributed 
by age. Buildings are covered by 
area, age type, limitation and floor 
area and composition. Accessories 
such as wheels and castors are 
covered by material, type and 
method of procurement. Issued by 
Modern Materials Handling. 


No. 8133. Report on Study of In- 
door Overhead and Conveying 
Systems. 

This study is broken down by 
type and categoried within type. 
Complete conveyor accessories are 
listed with a replacement policy 
considered for five basic age units. 
Hoists are covered in the same 
way, including range capacities, as 
are cranes and freight elevators. 
Conveyor elevators and monorail 
systems are broken down by total 


tailed by type. Life expectancy of 


ACB supplies proofs-of-insertion for | 


more than 1600 publishers... and 
14 Newspaper Research Services to 
over 1,100 merchandisers. 


There are 1,393 cities in the United 


States in which daily newspapers 
are published. 

Each of these cities and its trad- 
ing zone comprises a local and inde- 
pendent market in which consum- 
ers are dominated by newspaper 
advertising. Daily newspapers pub- 
lish more advertising than all other 
media combined! 

The “‘local-ness’”’ of each of these 
markets is the great reason for the 
effectiveness of newspaper adver- 
tising. It permits advertising to be 
localized to fit the mutual needs of 
the national manufacturer and his 
local merchant. It lets advertisers 
aim their sights at a single com- 
munity rather than at a national 
statistical average. 


A “Clearing House” for Advertisers 
It is also the “‘local-ness” of these 
markets that in 1917 called for the 
existence of Advertising Checking 
Bureau. Newspaper publishers in 
practically all of 1,393 cities wanted 
advertisers and their agenciesserved 
more promptly and efficiently with 


proof-of-insertion copies from acen- * 


trally located clearing house. ACB 
took the job and handled it with an 
extremely high degree of accuracy. 
’ Once again the “‘local-ness’”’ of 
newspaper advertising gave ACB 
an important job—this time from 
the advertisers themselves. These 
advertisers wanted to know “‘who’”’ 
advertised “‘what’’ in these 1,393 
local and widely separated markets. 
Thus began the ACB Newspaper 
Research Services described at 
length in the column on the oppo- 
site column. 


ACB furnishes 2 complete, accurate & dependable service 


See opposite column for listing 
of ACB Service Offices 


The 
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Advertising Age, May 16, 1955 


No. 8137. Advertising Expenditures 
in the Bottling Field. 
This study by Bottling Industry 
deals with advertising expendi- 
tures in the soft drink field. 


No. 8138. McGraw-Hill’s Indus- 
trial Market Planning Work- 
book. 

This book is one of the most 
complete presentations of industri- 
al sales statistics ever made 
generally available. It charts 111 
geographical area yardsticks of 
activity for 36 manufacturing and 
non-manufacturing industries. It 
can be used to analyze and deter- 
mine sales concentration, to line up 
new sales territories, to compare 
sales with potential markets by 
area and by industry and to speed 
statistical sales functions, as well 
as to aid in solving any number of 
other sales problems. It sells for 
$10 to advertising agencies, $20 to 
anyone else. 


No. 8139. Trucks and Truck Equip- 
ment Market Data. 

This folder contains statistics on 
motor cargo market such as truck 
registrations, trailer registrations, 
truck dealers, truck drivers and 
annual purchase of replacement 
parts. Other data include charac- 
teristics of the southern market, 
circulation breakdown by state and 
other information about Southern 
Motor Cargo, publisher of the 
folder. 


No. 8140. Let’s Drill an Oil Well. 

This booklet traces through all 
drilling operations, from the time 
the rig is moved on location until 
the well is finished. It discusses 
the various testing, cementing, 
fishing and other operations. Issued 
by Drilling, it is free to prospec- 
tive advertisers. The regular price 
is $1.25 a copy, with discounts for 
large orders. 


No. 8141. About Folks. 
This study discusses the individ- 


uals who make up the buying |‘ 
‘ing many different 


power in the heavily mechanized 


drilling and well completion in- | 
dustry. It presents a good descrip- | 


tion of each job classification. 
Issued by Drilling. 


No. 8142. The Drilling Story. 

This report by Drilling gives a 
comprehensive description of the 
drilling industry market by the 
publication. 


No. 8143. Drilling Market & Media 
Presentation. 

This booklet presents informa- 
tion on the future of the drilling 
and completion market, buyers 
in the industry, major and inde- 


pendent producers, and other data 
about the field. Published by 
Drilling. 


No. 8144. Who Buys Machine 
Tools? 

This study aims at determining 
the factors which influence the 
choice of make of machine tools 
and who authorizes the expendi- 
ture. Published by American 
Machinist. 


No. 8145. The Replacement and 
Addition Market For Electrical 
Motors and Controls. 

This report reveals to what ex- 
tent electrical equipment is re- 
placed because of wear or unsatis- 
factory performance, what changes 
or additions are made to increase 
production and how much money 
companies spend yearly to bring 
about these changes. Issued by 
American Machinist. 


No. 8146. How Production Machin- 
ery & Equipment Are Bought 
in the Metalworking Industry. 

Interviews with production 
executives and engineers in metal- 
working that highlight their influ- 
ence in specifying and purchasing 
production equipment are con- 
tained in this study by American 

Machinist. 


No. 8147. The Metalworking Mar- 
ket. 

American Machinist has issued 
this 50-page illustrated booklet 
which outlines what the metal- 
working market is, where it is, who 
buys products and how you sell 
them best through advertising. 


No. 8148. New Facts About Buying 

Power of Consulting Engineers. 

This survey shows that, in their 
function of servicing the needs of 
many companies, consulting engi- 
neers exert a multiple reaction 
buying influence which can often 
determine the original equipment 
business you will get from many 
different companies, manufactur- 
kinds of 
machinery and equipment. The 
consulting engineer who specifies 
your products as components of a 
machine tool today may well select 
or reject them for many other pro- 
ducts tomorrow. Issued by Product 
Engineering. 


No. 8149. Folders on the Textile 
Industry. 

These three folders, issued by 
Textile Industries, show the size 
and importance of the textile mar- 
ket in the U. S. They contain a 
summary of construction activities 
among U. S. textile mills in 1954. 
One of the folders is a reprint dis- 


cussing relative merits of various 
textile fibers. 


No. 8150. Charts on Electric Pow- 

er Generation in the U. S. 

These charts show gains in out- 
put, commercial and industrial 
central station customers, of the 
electric utility companies in the 
southern and southwestern states 
in the U. S. Issued by Southern 
Power and Industry. 


No. 8151. Market and Media Data 
—Meat Packing and Allied In- 
dustry. 

A panoramic picture of the $15 
billion meat and allied industry 
that covers plants and locations, 
production figures and media in- 
formation. Compiled by The Na- 
tional Provisioner. 


No. 8152. The Market for Refrig- 
eration Equipment and Related 
Products in the Meat Packing 
Industry. 

A research report on the poten- 
tial for refrigeration equipment 
and supplies in the meat and al- 
lied industries, the single indus- 
try using more than 70% of the 
total of all industrial refrigeration. 
Issued by National Provisioner. 


No. 8153. A Survey of Truck Buy- 
ing, Servicing and Maintenance 
in the Meat Packing and Al- 
lied Industries. 

National Provisioner has issued 
this thorough analysis of the buy- 
ing, maintenance and service prac- 
tices of the meat industry. This 
industry owns and operates 120,- 
000 trucks. 


No. 8154. Western Industry. 

A guide to industrial activity in 
the western states based on a sur- 
vey conducted by Western Indus- 
try. It contains data on the type of 
industry and geographic location. 


No. 8155. The West’s Industrial 
Future. 

An appraisal of the West’s pres- 
ent and expected industrial growth 
is presented in this eight-page re- 
print from the January, 1955, is- 
sue of Western Industry. It has 
charts and graphs covering popu- 
lation figures, plant and equip- 
ment expenditures, income pay- 
ments and new construction ex- 
penditures. Opinions on the West’s 
industrial future are given by 20 
leading industrialists. 


No. 8156. The Western Industrial 

Market. 

Characteristics of the western 
industrial market, factors that are 
contributing to its rapid growth 
and buying patterns in the West 
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Still Going Up! 


CORPUS CHRISTI 
Effective 
Buying Income.......$256,097,000. . . .$519,682.000 
Retail Sales........-. 


Population 
(Figures from Sales Management 1955 Survey of Buying Power.) 


area. It's monotonous, 


11-COUNTY 
AREA 
203,619,000.... 364,973,000 
156,500.... 380,200 


It happens every year—more gains for 
Corpus Christi and its 11-county trade 


but we like it 


—as do Caller-Times advertisers who 
sell this bustling market through the 
one medium that gives them saturation 
coverage. Write for new market data 
folder and get complete facts and figures. 


CORPUS CHRISTI, TEXAS 


Represented Nationally by Texas Harte-Hanks Newspapers 
Headquarters: National City Building, Dallas 


Chicago 


Atlanta 


New York 
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Available Market Data—Industrial 
To secure copies of data listed, use the handy coupons 


are discussed in this report by 
Western Industry. 


No. 8157. The Industrial Labora- 
tory and How It Affects Your 
Sales. 

A four-page folder describing 
the industrial laboratories of the 
U. S., and their function and im- 
portance to all manufacturers 
making both components and in- 
dustrial laboratory equipment. Is- 
sued by Industrial Laboratories. 


No. 8158. How to Sell Effectively 
to Architectural Organizations. 
A revised edition of popular 
sales manual designed to help 
building product salesmen in their 
calls on architectural organiza- 
tions. It presents a clear, simple, 
step-by-step analysis of purpose, 
functions, responsibilities and or- 
ganization of the architectural 
firm and the men who comprise 
it. Published by Progressive Ar- 
chitecture, copies cost 50¢ each. 


PRESS CLIPPINGS 


News items, editorials, advertisements 
Promptly 

from daily and weekly newspapers, from 

magazines and trade papers as specified. 


, 


tsTasuseto eee 

PRESS CUPPING BUREAU 

BArclay 7-537! 

165 Church Street New York 7, N.Y. 
will provide you with a record of your 
results from promotions and releases. 

For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 


handling expenses. 


SLASH 


COSTS of 
CONTESTS and 
PREMIUM CAMPAIGNS 


Many a contest or premium campaign has been 
throttled because of top-heavy postal costs and 


That’s why more and more manufacturers through- 
out the United States and Canada now use ADofA. 


Through up-to-the-minute know-how in the con- 


this month alone! 


NEW YORK 17 
400 Madison Ave. MUrray Hill 8-6500 
ALBANY, N.Y. 
268 Central Ave. Albany 5-243] 
BALTIMORE 1, MD. 
309 S. Sharp St. Mulberry 5-6030 
CHICAGO 5 
624 S. Michigan Ave. HArrison 7-0678 
CINCINNATI 2 
509 W. Third St 
DETROIT 26 
834 Bagley Ave. WOodward 2-1174 
PHILADELPHIA 47 
N. €. Cor. Broad & Washington Ave. 
HOward 8-9610 


MAin 6062 


PITTSBURGH 19 
906 Forbes St. GRant 1-1100 
SAN FRANCISCO 3 
809 Mission St. GArfield 1-1066 
LOS ANGELES 7 
151 W. 27th St. PRospect 3064 


CANADA: TORONTO, ONT. 
308 Coxwell Ave. GErard 7568 


test and premium fields—and strategic, fully- 
equipped zone offices, ADofA offers a streamlined 
operation that cuts costs to the bone. 


Proof? Over 25,000,000 pieces were mailed out 


We suggest the next time you want to cover a 
city, region or go national—check on the 
ADofA services for economy's sake. 


Advertising Distributors of America, Inc. 


Serving many of the leading 
manufacturers throughout 


the United States and Canada 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 8159. File on Industrial Equip- 
ment Field. 

This folder, published by Indus- 
trial Equipment News, contains 
extensive information on how to 
reach markets in the industrial 
equipment field. 


No, 8160. Architectural 
Audit #4. 


A country-wide check of 1953 
architectural activity in the U-S. 
based on construction reports sec- 
tions of Engineering News-Record. 
Reported are all major building 
types costing more than $300,000. 


Market 


No. 8161. How to Get Your Share | 
of the Big Car Dealer Market. | 


A 16-page booklet giving data 
on car and truck sales, parts, 
equipment and buying influences 
with the car dealership industry. 
Published by Automotive News. 


No. 8162. Western Graphic Arts 
Survey. 

This report describes the growth 
of printing, publishing and allied 
industries in 11 western states 
showing the percentage of their 
growth against the whole US. Is- 
sued by Pacific Printer, Publisher 
& Lithographer. 


No. 8163. Market Report on Pumps 
in the Pulp and Paper Industry. 
Paper Trade Journal compiled 
this report last year on the number 
and type of pumps used in the 
U. S. pulp and paper industry. 


No. 8164. The Market For Process 
Instrumentation & Instruments 
in the Pulp and Paper Indus- 
tries. 

A complete study of instruments 
in the pulp and paper industries. 

Issued by Paper Trade Journal. 


No. 8165, Air Transportation Facts 
and Figures. 


This 20-page report contains the 
complete operating and market 
data of the scheduled, certificated 
airlines of the U.S. made through- 
out the year. It also includes data 
on helicopter airline services. Pub- 
lished by American Aviation, the 
booklets sell for $1 a copy. 


No. 8166. 33rd Annual Review of 
Bus Industry Progress. 

Facts and figures on transit and 
intercity bus operations are found 
in this survey by Bus Transporta- 
tion. Also included are sections on 
bus and trolley, bus production, 
seating, industry expenditures, 
school buses and a census of com- 
mon carrier bus operations. 


No. 8167, A Blueprint of the Mar- 
ket For Equipment and Sup- 
plies Used For Water Supply, 
Sewage Disposal and Industrial 
Waste Treatment. 


Information on markets, expend- 
itures and types of equipment 


|strumentation, automatic control 
‘and automation fields, products 
‘purchased, and other data. 


No. 8171. Sewage and Industrial 
Wastes Journal. 

Market facts, current activity, 
future prospects, products needed, 
buying practices and construction 
costs breakdowns in the sewages 
and industrial wastes fields are 
outlined in this study by Sewage 
and Industrial Wastes, 


No. 8172. Technically Speaking. 

An analysis of the information 
needs of the aviation industry. Is- 
sued by Aviation Age. 


No. 8173. Oilheating Sales Analy- 
sis. 
Many statistics on the oilheating 
markets are found in the January, 
1955, issue of Fueloil & Oil Heat. 


No. 8174. Look Into the Tank 

Truck Industry. 

Description of how the tank 
truck industry operates, explain- 
ing differences between over-the- 
road and local delivery operations, 
and between private and for-hire 
operations. It also describes the 
market, what it uses, how and 
why. Published by The Petroleum 
Transporter. 


No. 8175. Traffic World Market 
and Media Information. 
An unusual and concise data 


vast traffic-transportation market 
of more than $14 billion. It con- 
tains the heretofore unpublished 
figures of industry’s transporta- 
tion bill and the function of the 
traffic manager in modern scientif- 
ic traffic control. Issued by Traf- 
fic World. 


No.8177. The $4 Billion Western 

Metalworking Industry. 

This folder provides important 
data on the Western metalworking 
market, which has gained $2% 
billion in value of manufactures 
in the last five years. Published 
by Western Metals. 


No. 8178. Western Metalworking 

Passes a Major Test of Strength. 

This study points up the indus- 
try’s tremendous growth in recent 
years and the present stability of 
the industry. It provides a break- 
down by size and current growth 
of each standard industrial classi- 
fication in metalworking and in 
each of the 11 western states. Is- 
sued by Western Metals. 


No. 8179. Park Maintenance and 
the Market That It Serves. 
Data on the size and equipment 
and buying habits of the lucrative 
and expanding park market is con- 
tained in this study by Park Main- 
tenance. 


used in the water supply and sew-| 


age disposal fields is found in this 
report issued by Water & Sewage 
Works. 


No. 8168. Review and Forecast in 
the Textile Industry. 

This pamphlet, compiled by 
Textile World, is a review of 1954 
happenings in the textile industry 
and predictions of things to come 
during 1955. It also contains much 
data on goods, production and 
equipment. 


No. 8169. Textiles to Become a 
Growth Industry? 

This report discusses trends in 
the textile industry over the past 
29 years and contains charts and 
figures dealing with textile sales, 
consumption, production and 
equipment. Past and future pat- 
terns of the industry are evalu- 
ated in this study by Textile World. 


No. 8170. Instrumentation-Auto- 
mation Journal. 
Instrument Society of America 
has issued this study which out- 
lines the broad markets in the in- 


No. 8180. 1955 Construction Mar- 
ket Trends. 

A brief, over-all analysis of the 
future of the construction market 
through 1955, based on govern- 
ment sources, highlights from 
forecasts and general comments on 
trends in equipment purchasing. 
Issued by Contractors and Engi- 
neers. 


No. 8181. Outline on the Construc- 
tion Market Field. 

This outline includes descriptive 
classificatory data on the con- 
struction market with a map of 
market distribution. Published by 
Contractors and Engineers. 


No. 8182. Public Works and the 
National Economy. 

An authoritative discussion of 
the basic nature of this basic in- 
dustry, its needs and outlook, with 
figures on the major place this 
market occupies. Also included is 
_a detailing of numbers and types 
‘of equipment and materials re- 


‘quired for construction, mainte- 


book that analyzes and defines the | 


nance, and operation. Issued by 
Public Works. 


No, 8184. Your Biggest Market 

Potential. 

This report describes the mar- 
ket, expenditures and major buy- 
ing influences for equipment in 
the chemical and process indus- 
tries. Compiled by Industrial & 
Engineering Chemistry. 


No. 8185, Faster Growing Means 
Faster Buying. 

Statistics on growth rate of local 
publicly owned electric utilities 
are found in this pamphlet issued 
by Public Power. Charts and ta- 
bles comparing the operating rev- 
enues, kilowatt-hour sales and 
| number of customers of public and 
private utilities are included. 


‘No. 8186. Air Conditioning the 

Home. 

A 40-page book containing re- 
prints of leading articles on the 
residential air conditioning field. 
The seven sections cover why 
people buy air conditioning, the 
market, how to sell it, the cost of 
air conditioning, the size to use, 
how it works, and F.H.A. require- 
ments. Published by Air Condi- 
tioning & Refrigeration News. 


No. 8187. Electric Motor and In- 
sulation Survey, 

Contains information on extent 
of use of various motor insulations, 
reasons for use of various types 
and buying influences. Published 
by Factory Management & Main- 
| tenance. 


No. 8188. Packaging and Shipping 
Survey. 

Includes data on market for 
packaging and shipping & materi- 
als such as extent of use, changes 
in types of containers, buying in- 
fluences and user habits. Issued 
by Factory Management & Main- 
tenance. 


No. 8189. 

Survey. 

This study shows the typical 
industrial 
four plant size groups. It includes 
tabulation of washroom size, 
equipment installed, costs of jani- 
torial services and construction 
materials used. Compiled by Fac- 


Industrial Washroom 


No. 8190. Plastics and Synthetics 
in Industry. 

A comprehensive study of plas- 
tics purchased as raw materials 
(molding powders, sheet, rod, 
tubes, etc.) and on plastic parts 
already made (coils, gears, bear- 
ing, insulators, handles, etc.) for 
assembly into finished ultimate 
product. Covers present and ex- 
pected uses, consumption, buying 
influences and evaluations of sales 
services. Published by Factory 
Management & Maintenance, 


No. 8191. Offshore Drilling .. . 
Worth Looking Into. 

A review of the basic costs, both 
capital expenditures and operating 
costs, of a typical offshore oil or 
| gas well. Charts and graphs break 
| this cost down on an item by item 
basis. Issued by Offshore Drilling. 


|No. 8192. Information on Wire and 
| Wire Products. 

| This report contains data on the 
| wire and wire products industries, 
a description of the types of mills 
and a breakdown of the products 
made. Issued by Wire and Wire 
Products. 


No. 8193. Why Selling the West- 
ern Construction Market Is An 
11-State Job. : 

Discusses the West’s special con- 
struction problems which affect 
advertising and selling to this area 
and characteristics of buying fac- 
tors in the market which make 
necessary specialized sales promo- 
tion methods in selling them. Pub- 
lished by Western Construction. 


No. 8194. 1955 Directory of U.S. 
Mining Operations. 


Data on mining operations in 


washroom picture by) 


the U.S. is contained in this sepa- 
rately bound mine directory sec- 
tion excerpted from the 1955 cata- 
log, survey and directory number 
of Mining World. Copies sell for 
$2 each. 


No. 8195. Map of the U.S. Mine 

Market. 

This isometric map shows the 
location of the domestic industry, 
number of producers and dollar 
value of output and tonnages 
handled. Published by Mining 
World. 


No. 8196. The World Mining Mar- 
ket...Largest single Factor in 
U.S. Export Trade. 

A comprehensive analysis of the 
ranking export mine markets, and 
the total number of mining ma- 
chinery purchases since 1951, bro- 
ken down by country. The bro- 
chure also includes a graphic map 
showing source of U.S. metal and 
mineral purchases and the amount 
of dollar purchasing power these 
imports place in the hands of for- 
eign enterprise. Issued by World 
Mining. 


No. 8197. Facts of Interest on 

Furniture. 

This study contains statistics on 
the furniture manufacturing in- 
dustry on a national scale with 
information on how to sell to this 
market successfully. Issued by 
Furniture Manufacturer. 


No. 8198. Selling the Textile In- 
dustry. 

This booklet, 
| America’s Textile Reporter, con- 
'tains a complete tabulation of 
mills by product and type, ma- 
chinery and employment in the 
textile industry. 


No. 8199. Delivers a Known Seg- 
ment of the Power Market. 
This market survey reveals fig- 
ures on the purchase of equipment 
and supplies in the power industry 
for 1954. Conducted by National 
Engineer. 


No. 8200. How High-Volume Bak- 


tory Management & Maintenance. | 


ers Read/Buy. 
| This 24-page booklet reports on 
‘the size of the bakery market, 
plants serving, receipt and reader- 
ship of four national bakery pub- 
lications, Published by Bakers 
Weekly. 


No. 8201. The Diesel Power Mar- 
ket. 

An outline of the diesel market 
with special emphasis on a survey 
of service and repair shops (re- 
placement market). Published by 
Diesel Power. 


No. 8202. 1955 Outlook For Diesel 
Engine Sales. 
This study reveals the sale out- 
look for 1955 plus a record of 
diesel engine production for the 


Power. 

|No. 8204, Facts About the Plastics 
Market. 

_ This brochure describes the na- 
| ture and scope of the plastics mar- 
ket in industry, charts its growth 
rate, tabulates its major purchases 
by type of product and evaluates 
the potential it offers to suppliers. 
Published by Modern Plastics. 


No. 8205. The Packaging Field and 
How to Reach It. 

This 42-page booklet describes 
the nature and scope of the pack- 
aging market, analyzes buying in- 
fluences and patterns and presents 
statistics on the production and 
consumption of packaging materi- 
als, containers and related sup- 
plies. Issued by Breskin Publica- 
tions. 


No. 8206. Iron and Steel Industry 
Data. 

An outline of important market 
data information relative to the 
iron and steel producing industries 
is contained in this booklet pub- 


lished by Iron and Steel Engineer. 


| opportunities 
published by) 


z amt at cade She Se 
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No. 8207. Twin Power Coverage 
of the One and One-Half Bil- 
lion Dollar Oil-Gas Producing 
Pipe Line Market. 

Market data for the oil, gas and 
products pipelining divisions of the 
petroleum industry including total 
investment, expenditures and con- 
struction planned. Included are 
forecasts and a study of buying 
titles. Issued by The Petroleum 
Engineer Publishing Co. 


No. 8208. Information on the Pow- 
er Engineering Field. 

The development and growth of 
the power engineering field, its 
market and other data are con- 
tained in this study by Power En- 
gineering. 


No. 8209. It’s Got EA .. 
Plenty of It. 
This study by The Canner con- 
tains information and statistics on 
the food processing market. 


. And 


No. 8210. Here’s How You Can 
Hold and Improve Your Sales 
in the Mult-Billion Dollar Can- 
ning and Frozen Food Industry. 

Summary of the canning and 
frozen food industry, location, pro- 
duction and trends. Compiled by 

The Canner. 


No. 8211. Facts and Figures Con- 
cerning the $3 Billion Dollar 
Railroad Market. 

This 53-page booklet reveals the 
scope of the railroad market, mar- 
ket peculiarities, outstanding sales 
and departmental 
organization of the railroads. Pub- 
lished by Railway Purchases and 
Stores. 


No. 8212. 1955 Market Coverage 
Analysis Chart. 

This market coverage analysis 
of the integrated graphic arts in- 
dustry lists state by state tabula- 
tions of the productive equipment 
operated by every known private 
and commercial graphic arts plant 
in the country, Published by 
Graphic Arts Monthly. 


No. 8213. Mass Production Metal- 
working Information. 

This study, by Production, in- 
cludes a description of mass pro- 
duction metalworking, how it dif- 
fers from general metalworking, 
examples of mass produced prod- 
ucts and a chart showing primary 
and secondary buying influences 
in mass production plants for 
many different items of equipment 
or supplies. 


No. 8214. Total Plant Count of 
Manufacturers of Electrically 
Operated Products. 

A detailed count of the number 


past five years. Issued by Diesel 


of plants making electrically op- 
erated machines, appliances and 
equipment, coded for each indus- 
try classification of the U.S. Stand- 
ard Industrial Classifications. Pub- 
lished by Electrical Manufactur- 


ing. 

No. 8215. Information on the Diesel 

| Market, 

| Diesel Progress has issued this 

|booklet that contains a compre- 

|hensive summary on all phases 

|dealing with the diesel industry. 

| 

No. 8216. Four Power Coverage of 
the $5 Billion Dollar Oil and 

Gas Market. 

This report provides market 
data for specialized divisions of 
the petroleum industry such as 
exploration, drilling and produc- 
ing; oil, gas and products pipe- 
lining; refining, gas processing and 
petrochemical markets. Issued by 
The Petroleum Engineer. 


No. 8217. Twin Power Coverage of 
the $2 Billion Dollar Drilling- 
Producing Market. 

Data for exploration and drilling 
and producing market from the 
number and costs of wells to a 
breakdown or total reserves and 
forecasts is found in this report 


issued by The Petroleum Engineer. 
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No. 8218. Twin Power Coverage of 

the $1% Billion Dollar Refin- 

ing-Petrochemical Market. 

Market data for the refining, 
processing and petrochemical mar- 
ket and forecasts of capital ex- 
penditures, number of plants and 
capacities of same are included in 
this report published by The Pe- 
troleum Engineer. 


No. 8219. Map of Caribbean Oil, 


This 50 x 38” four-color map 
shows the entire Caribbean oil 
area and covers a score of coun- 
tries of Central and South Ameri- 
ca. It shows location of oil fields, 
refineries, pipeline routes, conces- 
sion areas and ownership, tanker 
routes and distances, prospective 
oil areas, and lists by countries 
the names and holdings of more 
than 100 companies operating in 
these areas. Published by the Oil 
Forum, copies are free to con- 
tracted advertisers and agencies, 
For non-advertisers, the maps sell 
for $5 folded and $6 rolled. 


No. 8220. Map of Middle East Oil. 
This is the fourth and latest 


edition of a standard reference 
work giving most complete data 


on vital area representing more 
than 60% of proved world oil re- 
serves, including the largest, sec- 
ond largest and the fourth largest 
oilfields in the world. It is printed 
in four colors for identification of 
36 separate concessions, 60 oil- 
fields, gas fields, pipelines, refin- 
eries and all pertinent operational 
statistics. The map is 50 x 38” 
and is published by Oil Forum. It 
is free to contracted advertisers 
and agencies and sells to all others 
for $6 folded and $7.50 rolled. 


No. 8221. Information on the Light 
Construction Market. 


This study breaks down the light 
construction market into its recog- 
nized parts showing percentages 
of each division, volume in dollars, 
with an analysis of the character 
of the builder and where his build- 
ing is done. Published by Practical 
Builder. 


No. 8222. Survey By Selected Cities 
of Builders Production. 


A special study of the number 
of homes built, remodeling jobs 
and non-residential construction 
jobs done by a specified group of 
builders in 1952-53. Issued by 
Practical Builder. 


No. 8223. The Building Business 
. A Moving Market. 


This brochure, prepared by 
Practical Builder, contains a study 
of building industry statistics with 
information on evaluating them. 


No. 8224. Today’s Home Building 
Market. 


This market study analyzes fac- 
tors of change which have taken 
place in home building. Compiled 
by Practical Builder. 


No. 8225. How Do You Sell a 
Builder. 


This booklet analyzes the con- 
tractor-builder’s operations and 
his buying influence plus what he 
wants to know about products. 
Published by Practical Builder. 


No. 8226. Why 1955 Plans Must 
Include The Entire Light Con- 
struction Market. 


A study which analyzes the buy- 
ing power of the builder in com- 
parison with the number of homes 
he builds. It also discusses whom 
to sell and where and how to sell 
in the light construction market. 
Compiled by Practical Builder. 


No. 8227. Central System Air Con- 
ditioning, 

This report of a survey by Prac- 
tical Builder records returns from 
a 17-state study as to the number 
of builders planning to include air 
conditioning in homes to be built 
and the type of equipment they 
will install. 


No. 8228. Floor & Wall Finish 

Material Survey. 

This Practical Builder survey 
covers types of floors builders 
most frequently install and where 
they obtain the material used. 


No. 8229. Hardware, Paint, Water- 
proofing and Caulking Survey. 
This study was made to deter- 
mine how builders’ purchases of 
hardware and other items are 
decided. Conducted by Practical 
Builder. 


No. 8230. Heating Survey Showing 

Buying Influences. 

This report, published by Practi- 
cal Builder and based on home 
price range, shows what percent- 
age of builders select type and 
make of heating equipment as well 
as what type they expected to 
specify. 


No. 8231. Survey of Heating 

Equipment Market. 

Broken down by various types 
of heating devices, this survey 
shows the percentage of sales in 
competing kinds of installation 


and who is the main purchasing 
factor. Issued by Practical Builder. 


No 8232. Hot Water Heating. 

A comprehensive study showing 
how to plan home heating right, 
how to select a system for hot 
water and comments by “men in 
the know” as to how engineered 
heating can help the builder sell 
houses. Compiled by Practical 
Builder. 


No. 8233. Warm Air Heating. 

This study by Practical Builder 
offers hints to the builders on the 
right procedure for installing 
warm air systems, how to modern- 
ize old heating systems and gives 
the latest on electric heating. 


No. 8234. Kitchen Cabinet Survey. 

A sample survey taken among a 
limited number of builders and 
contractors indicating the number 
of homes built in a given year 
and their preference for and com- 
ments on wood and steel kitchen 
cabinets. Also, who determines the 
selection. Issued by Practical 
Builder. 


No. 8235. How to Get the Most Out 
of Power Tools. 
An illustrated treatise on the| 

various types of power tools and | 

‘how a contractor can benefit from | 

|their use. Published by Practical | 

Builder. 


No. 8236. Tool Equipment Survey. 

A study of the ownership and 
purchases of 24 representative tool 
and equipment items (including 
motor trucks) among contractors 
and builders. Compiled by Practi- 
cal Builder. 


No. 8237. Tractors and Tractor 
Attachments Survey. 

A sample survey among Practi- 
cal Builder subscribers indicating 
ownership of tractors and 11 types 
of material handling attachments. 


No. 8238. Windows, Screens and 
Screen Wire and Storm Sash 
Survey. 

Purchase influence and prac- 
tices of home builders with rela- 
tions to these products is reported 
in this brochure by Practical 
Builder. 
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‘No. 8239. Window Ideas That Sell 
More Buildings. 

A 32-page booklet by Practical 
Builder which illustrates various 
\types of window installations with 
size standards and _ installation 
details. 


No. 8240. Survey of Manufacturers 
of Electronic Equipment, Com- 
ponents and Materials. 

This survey, issued by Electron- 
ic Equipment, provides informa- 
tion on the size and geographic 
location of the major markets for 
electronic components, the extent 
of use of components by manu- 
facturers of different categories of 
electronic equipment and the job 
functions of the men responsible 
for their selection and specifica- 
tion. 


No. 8241. Electronic Devices 
Bought and Used by Industrial 
Manufacturers. 

This survey shows the types of 
manufacturing plants using elec- 
tronic equipment and whether this 
equipment is being used for manu- 
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of Farm Buying Now Avaliable 


what's being bought in 1955 


1 Households of Washingrten. Oregon, idaho and Utah 


Swe oad 


How will a good part of the over one billion dollars earned in 1954 by 


' farmers of Washington, Oregon, Idaho and Utah be spent in 1955? How does 


has for six years in succession checked 


bought more! 


To determine the accuracy of farm buying intentions, 
the Pacific Northwest Farm Quad research department 


end of each year with the same group of farm resi- $ 
dents who had cooperated in the preceding buying 
intentions survey. The results of all six check-back ; 
surveys—reported in this 1955 edition of “What's Being 
Bought” and compared with buying intentions for the t 
same yeors—reveal that in 1949, 1950, ft 
1953, 1954 Pacific Northwest farmers either bought ‘ 
just about as they said they would, or, in most cases— : 


your brand rank with these buy-minded farmers, who in 1954 grossed an aver- 


‘ age $1.33 to every average farm dollar earned in the other 44 states ... and 
é whose extra income equals the earnings of 61,007 average U. S. farms! 
i You'll find the answers to these and other important questions, given by 


back at the 


1951, 1952, 
habits. 


the farmers themselves, in this 32nd edition of “What's Being Bought”— 
% America’s oldest consecutive consumer survey. It’s just off the press . . 
: the answers are impressive! 


. and 


Reflecting the Pacific Northwest farmer’s consistent prosperity, this study 
. based on a sample of 4,000 farms . . . reveals buying plans and brand 
preferences for 127 consumer and farm commodities—from baking powder to 
tractors to wallboard. It also gives you special reports on department store 
buying, furniture buying, building and remodeling plans and grocery shopping 


“What’s Being Bought in 1955” is a valuable, year-around guide to farm 
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sales in one of Americas most important farm markets. And it’s yours at no 
cost—just for the asking! Write us direct, or contact our representatives for 
your copy now. 


Copy Today 


Western Associated Farm Papers, Chicago, New York, San Francisco 


GENERAL OFFICES: Spokane, Washington 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


facturing process control or as a 
component part of a machine or 
device manufactured by the plant. 
It also provides information on the 
geographic location of the major 
markets and the job function of 
the men responsible for selection 
or specification. Compiled by 
Electronic Equipment. 


No. 8242. Survey of Manufacturers 
of Electrical Machinery, Equip- 
ment & Supplies Covering Wire 
and Wiring Devices. 

Important market data and the 
job functions of the men who are 
responsible for selection and speci- 
fication of wire and wiring is con- 


"| sold ten 
machines 
this morning” 


-says an Arkansas farm 


implement manufacturer. 
Name on request 


Cotton growers 
even phoned in or- 
ders! CTJ grower- 
ginner readers are 
BIG producers 
(average owner- 
ship-900 acres) 
and quickly see 
the value of im- 
proved farm ma- 
chinery. 


Write today. Get 
the facts. Only 
paid circulation 
publication offer- 
ing coverage of 
the entire cotton 


industry. 
fut @ 
The Cotton Trade Journal 


HICKMAN BUILDING, MEMPHIS, TENN. 


ESTABLISHED 1901 


tained in this report by Electronic 
Equipment. The geographic loca- 
tion of the various markets and the 
use within various electrical man- 
ufacturing plants also is shown. 


No. 8243. Survey of Manufacturers 
of Electrical Machinery, Equip- 
ment & Supplies Covering Fas- 
tenings. 

This study contains important 
market data on the job functions 
of men responsible for selection or 
specification of fastenings, geogra- 
phic location of the various mar- 
kets, and the use within various 
electrical manufacturing plants. 
Issued by Electrical Equipment. 


No. 8244. Survey of Manufactur- 

ers of Electrical Machinery, 

Equipment & Supplies Covering 
Motors. 

This survey provides vital mar- 
ket data on the job functions of the 
men who are responsible for selec- 
tion or specification of motors, 
geographic location of the various 
markets and the use within various 
electrical manufacturing plants. 
Published by Electrical Equipment. 


No. 8245. Survey of Manufacturers 
of Electrical Machinery, Equip- 
ment & Supplies Covering 
Electrical Components. 


The job functions of men who 
buy components are found in this 
survey by Electrical Equipment. 
The report also contains geogra- 
phic locations of the markets and 
the use within various electrical 
manufacturing plants. 


No. 8246. The Electrical Contrac- 
tor. 

This folder, issued by Contrac- 
tor’s Electrical Equipment, ex- 
plains who the electrical con- 
tractor is, what he buys, where he 
is located and how he is sold. 


No 8247. The Facts That Prove 
Electrical Equipment Takes 
More Sales. 

This folder, issued by Electrical 

Equipment, tells in detail its cover- 

age of two major markets, the 


fl 
- 


“No. 8252. Who Uses and Buys Cool- 


value of the Sutton “inquiry 
quality control sy.‘cm,” and ana- 
lyzes products bought and how 
each market buy> 


No. 8248. Who Us’; & Buys Alloy, 
Ferrous and Nonferrous Metals. 
Use of tool stee];, iron and steel 
and nonferrous metals is covered 
in this market analysis by Metal- 
Working. 


No. 8249. Who Uses and Buys 
Finishes, Coatings and Clean- 
ing Equipment. 

This report by Metal-Working 
covers 22 different types of fin- 
ishes and coatings and five types 
of cleaning equipment used in the 
metalworking industries. 


No. 8250. Who Uses and Buys Cut- 
ting Tool and Machine Tool Ac- 
cessories. 

A market analysis of cutting tool 
and machine tool accessories, cov- 
ering all metalworking industries. 
It reports on 17 different types of 
cutting tools and seven types of 
machine tool accessories. Pub- 
lished by Metal-Working. 


No, 8251. Who Uses and Buys Join- 
ing Methods. 

An analysis of use of various 
joining methods that covers all 
metalworking industries and re- 
ports on seven different types of 
welding, two types of brazing, 
three types of bonding and solder- 
ing. Compiled by Metal-Working. 


ing Oils and Abrasives. 


The use of various cooling oils 
and abrasives in the metalworking 
industries is discussed in the anal- 
ysis by Metal-Working. It covers 
10 different types of cooling oils, 
nine kinds of abrasives and the 
forms in which they are used. 


No. 8253. A Market Study of Elec- 
trical Products Bought and 
Used by Industry. 


The major groups of products 
used in manufacturing plants 
showing the dollar volume pur- 
chased, who selects and specifies 
the product and the amount of use 
within the industries are revealed 
in this study by Electrical Equip- 
ment. It covers motors, motor 
control equipment, timing devices, 
other control equipment, trans- 
formers (dry type), wire and 
cable, connectors, terminals and 
plugs, busways, conduit, ducts and 
raceways, panelboards and switch- 
gear. 


No. 8254. How Advertisers and 
Agencies Buy Contest Prizes 
This report, by Advertising Pub- 
lications Inc., reveals the number 
of contests held yearly in a group 
of 500 advertisers, what prizes 
are used, who buys them and other 
promotional contest data. 


No. 8255. How Advertisers and 
Agencies Buy TV Films. 
This survey shows what adver- 
tisers and agencies expect and 


U.S., the cost of building pools and 
materials used in them, and other 
news is found in the March, 1955, 
and October, 1954, issues of Beach 
and Pool. 


No. 8259. Swimming Pool Data and 

Reference Annual. 

This book, published by Hoff- 
man-Harris Inc., contains much 
information about the swimming 
pool market, who supplies it, what 
supplies are in demand, and other 
facts and figures about the in- 
dustry. 


No. 8260. Architect-Engineer 
Planned Work (1954). 

What percentage of each major 
type of building is designed by 
architects and engineers is shown 
in this study by Architectural Rec- 
ord. The figures are based on 
Dodge reports of contracts awarded 
in 37 eastern states during 1954. 


No. 8261. 

Study. 

In this study, 188 architects tell 
the advantages and disadvantages 
of various types of residential au- 
tomobile shelters. The results in- 
dicate a moderate trend toward 
increasing use of carports. Issued 
by Architectural Record. 


Garage and Carport 


No. 8262. Preview of Future Con- 
struction Potentials With Par- 
ticular Reference to 1955. 

The booklet, reprinted from the 
November, 1954, issue of Architec- 
tural Record, presents projected 
figures and predictions on the fu- 
ture of building construction in 
the U. S. this year. 


No. 8263. Analysis of Architect 
Activity. 

A study of the types of building 
designed by 380 architectural 
firms in a 12-month period ending 
Aug. 31, 1953. A comparison of 
work done by 380 other architec- 
tural firms in 12-month periods 
ending Aug. 31, 1951, and Aug. 31, 
1953, also is shown. Issued by 
Architectural Record. 


No. 8264. Plumbing Equipment 
Study. 

A survey by Architectural Rec- 
ord made to determine the extent 
to which architects write or re- 
view specifications for the plumb- 
ing equipment used in buildings 
they design. 


No. 8265. Reports on Government’s 
Role in Latin American Devel- 
opment—Venezuela. 

A 16-page report on the way one 

Latin American government is 


‘| spending its ample public works 


funds to speed economic develop- 
ment of the country’s interior. En- 
closed is an illustrated map of 
Venezuela. Published by Vision. 


No. 8300. Design News 1954 Man- 
ufacturers Recognition Study. 
This is the biennial study pub- 
lished by Design News, a Rogers 
Publishing Co. publication. Pur- 


investigate when they buy tv films, 
length of contracts, emphasis on | 
directors, actors, and writers, wae 
buys the films and other data. 
Issued by Advertising Publications 
Inc. 


No. 8256. How Advertisers and 
Agencies Buy Advertising Spe- 
cialties. 

What percentage of a company’s | 
advertising budget is allocated to. 
specialties, who sets up a special-/ 
ty program, who buys them, the 
most effective specialties, and 
other information is contained in| 
this study by Advertising Publica- 
tions Inc. 


No. 8257. A Report on the Booming 
Swimming Pool Market. 

The number of swimming pools 
in the U.S. and estimates on equip- 
ment sales in the pool industry is 
found in this folder published by 
Beach & Pool. 


No. 8258. Information on the Pool 
Industry. 
Information on new pools in the 


pose of the study is to help manu- 
facturers and advertising agencies 
determine manufacturers’ name 
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recognition among design engi- 
neers. The 115-page bound booklet 
contains graphs which illustrate 
results of the study. 


No. 8301. Purchasing News 1954 
Manufacturers’ Recognition 
Study. 

The biennial study by Purchasing 
News, a Rogers Publishing Co. pub- 
lication, represents a continued at- 
tempt to help determine manufac- 
urers’ name recognition among 
purchasing agents. A total of 1,093 
purchasing agents participated in 
the study, which discusses 113 
products. 


No. 8303. A Study of 1,374 Inde- 
pendent Wholesalers in the 
Welding Field. 

An analysis of the lines carried 
by distributors and relative posi- 
tions of various suppliers of weld- 
ing and cutting equipment, acces- 
sories and auxiliary products. Pub- 
lished by Industry & Welding. 


No. 8304. The Market for Welding 
Products. 

This is a series of studies show- 
ing market potentials for a variety 
of products used in the welding in- 
dustry, including hard facing elec- 
trodes, grinding wheels and discs, 
clamps, fire extinguishers, air 
tools, welding hose, electric tools, 
air compressors and others. Pub- 
lished by Industry & Welding. 


No. 8305. Oil Equipment Specify- 
ing & Buying Responsibility; 
Selling for Export. 

A two-page description of the 
buying habits of the petroleum in- 
dustry for both major and indepen- 
dent oil companies. The place of 
“approved lists” of manufacturers, 
the role of the engineering com- 
mittees and export sales are dis- 
cussed, Publisher is Oil Forum. 


No. 8306. Technically Speaking. 

Aviation Age has published this 
analysis of the information needs 
of the aviation industry’s technical 
management men. Needs as to 
sales, personnel, finance, engineer- 
ing, production and purchasing are 
discussed. 


No. 8307. Highway Construction 

Market Facts. 

This pamphlet utilizes govern- 
ment data to describe the highway- 
heavy construction market as to 
total expenditure, equipment, ex- 
penditures and number of con- 
tractor firms, and to develop 
“equipment ratios” (ratio of value 
of equipment involved to construc- 
tion expenditure) in highway, 
heavy and building construction 
fields. Published by Roads & 
Streets, a Gillette Publishing pub- 
lication. 


No. 8308. 1955 Marine Market & 
Media Data. 


This booklet includes data on 
ship construction projects and ma- 
rine buying influences. It also out- 
lines the merchant ship and Navy 
construction programs for 1955. 
Published by Marine Engineering, 
a Simmons-Boardman publication. 
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No. 8309. Survey of Repair Shops 
for Diesel Electric Locomotives. 
A 12-page copyright list of 445 
shops of 141 railroads showing 1lo- 
cations and type of repair facilities 
in mechanical and electrical work, 
running and heavy repairs, wheel 
work, armature lining and engine 
overhauling. Copies are available 
for $1 each from Railway Age. 


No. 8310. Survey of Railway Car 
Repair Shops. 

A list of 1,461 car repair loca- 
tions of 121 railroads in the U. S., 
Canada and Central America, giv- 
ing the average number of minor, 
medium and heavy repairs made 
per month at each location. Pub- 
lished by Simmons-Boardman 
Publishing Corp. Price, $2. 


No. 8311. Cooperative Advertising 

Survey. 

National Bottlers’ Gazette has 
published results of its national 
survey of soft drink bottlers on 
their cooperative advertising ef- 
forts. Includes preferences for 
radio, tv, newspaper and maga- 
zine campaigns and a sectional 
breakdown of the industry’s views. 


No. 8313. Air Transport Market 

Coverage. 

This brochure shows the cover- 
age of management, engineering, 
production, purchasing and other 
executives in the air transport 
field by the leading aviation pub- 
lications. Published by Aviation 
Age. 


SPARK EVERY PROMOTION 


GLOSSY PHOTOS 


Ideal for all pocieinel, 


Sharp, clear, crisp prints in qu 
tities of 5 to 50,000, sizes from 
2% x 2 to 40” x 60". Prompt 


_ Madiionat sis 


The PHOTOMATIC Co. 


$3.59 E. IMlinois St. * Chicago 11, lil. 
Phone WHitehall 4-2930 


No. 8314. Aviation Manufacturing 
Coverage. 

Aviation Age has published this 
booklet which shows coverage of 
management, engineering, produc- 
tion, purchasing and other execu- 
tives in the aviation industry by 
the leading aviation publications. 


No. 8315. Market Data in the Field 
of Sanitation. 

This leaflet outlines the field of 
sewage and industrial wastes mar- 
ket for manufacturers who produce 
the goods for construction, opera- 
tion and maintenance of more than 
7,000 sewage plants and additional 
thousands of industrial waste 
plants now in service, Published 
by Wastes Engineering. 


No. 8316. Market Data in the Water 
Works Field. 

Water Works Engineering has 
published this brochure which de- 
scribes the water works industry, 
products purchased and other data. 


No. 8317. The Expanding Street 

Market. 

Discusses the urban highway 
problem and presents data on the 
urban highway market, such as 
population, motor vehicles, urban 
streets, traffic, etc. Issued by Street 
Engineering. 


No, 8318. Estimated Equipment 
Needs for the Proposed Ex- 
panded Highway Construction 
Program. 

This report based on data from 
American Road Builders’ Assn., 
Bureau of Public Roads and Con- 
struction Industry Manufacturers 
Assn., estimates the number of 
units needed for an expanded 
|highway program for approxi- 
pmaately 30 types of equipment, 
'plus separately developed esti- 
|'mates for normal highway main- 
\tenance. Published by Roads & 
| Streets. 


No. 8319. Truck Ownership Among 
Highway-Heavy Construction 
Contractor Firms in the U. S. 
and Canada. 

The first interim report based 
| on the 1954 truck survey by Roads 
& Streets. Data from 2,372 replies 
/are presented by truck type and 
size, including off-the-highway. 
Available from Roads & Streets. 


| No. 8320. Planned Truck Purchases 
| Among Highway-Heavy Con- 
struction Contractor Firms in 
| the U. S. and Canada. 
| The second interim report based 
on Roads & Streets’ 1954 truck 
survey. Purchase plans from 440 
firms are presented by truck type 
and size. Available from Roads & 
Streets. 


No. 8321. Truck Ownership Among 
City Highway Departments in 
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I. you are looking for a job with greater opportunity (or 
more dough) than the one you have now, you can knock 
on the doors of more than 29,000 professional marketing and 
publishing people at once and shorten your search. Just put 
your ad in Advertising Age’s Advertising Market Place, 
where employers of all types in the advertising business 
shop for all kinds of advertising employees. 

Closing date: Wednesday before Monday publication. 


Write or Call... Classified dept. 


Advertising Age 


200 E. Illinois St. 
Chicago 11, tl. 
DE laware 7-5200 


for action 


the U.S. and Canada. 

Roads & Streets has issued this 
third report based on its 1954 truck 
survey. Data from more than 400 
cities are presentated by truck type 
and size, including off-the-high- 
way. 


No. 8322. A Study of the Use of 
Spectographs & Spectrochemi- 
cal Analysis. 

The role of qualitative and 
quantitative spectrochemical anal- 
yses in the atomic energy field is 
discussed in this six-page study. 
Data on reactor usage also is pre- 
sented in chart form. Issued by 
Nucleonics News, a McGraw-Hill 
publication. 


No. 8323. Nuclear Steel Castings 
Study. 

This report, issued by Nucleonic 
News, describes the nuclear mar- 
ket for steel castings—manganese 
steel and alloys—in reactors and 
radioisotope applications. 


No. 8324. Nuclear Copper & Brass 
Study. 

Nucleonics News has published 
this two-page report on the place 
of copper and brass in the atomic 
energy field based upon informa- 
tion available at time of publica- 
tion. 


No. 8325. Nuclear Carbon Study. 

A study, similar to the preceding 
studies by Nucleonics News, which 
discusses carbon and graphite ma- 
terials as applied to the reactor 
portion of the atomic energy field. 
Also included are results of a sur- 
vey on reactors in operation, pre- 
sented in chart form. Limited 
quantity available. 


No. 8326. Nuclear Plastic Study 
(in 2 Parts). 

Part I determines the nuclear 
market for “KEL-F” _ trifluoro- 
chloroethylene polymers. This sec- 
tion describes (1) electrical insula- 
tors in nuclear instrumentation, 
and (2) chemical processing and 
separation plant plumbing for re- 
actors and isotope production. Part 
II outlines the place in the nuclear 
market for KEL-F fluorocarbon 
polymer dispersions. Both parts 
available from Nucleonics News. 


SOON TO BE PUBLISHED 


No. 8500. Men Who Buy Process 
Equipment for the Petroleum 
Industry. 

This will be a fully documented 
brochure on men and markets 
within the broad processing phase 
of the oil and gas industry includ- 
ing field processing, refining and 
petrochemical manufacture. It will 
be published in July by The Oil 
and Gas Journal. 


No. 8501. Pipelining Is Everybody’s 
Business. 

This factual, well documented 
study showing pipeline activities 
carried on in the U‘S. by all divi- 
sions of the petroleum industry 
will be issued in June by The Oil 
and Gas Journal. 


No. 8502. This Is Allentown, Pa. 

A color slide presentation for 
advertisers and their agencies that 
illustrates functions of the basic 
industry—public works—in a typi- 
cal population and industrial cen- 
ter. It relates specifying and buy- 
ing influences and will be avail- 
able for private showings June 1. 
Issued by Public Works. 


No. 8503. Plating Information. 
This new 20-page booklet will 
be published in June by Plating. 
It analyzes equipment and mate- 
rial requirements of the plating in- 
dustry and describes the market. 


door Handling Equipment. 
This information deals with the 


by motive power, age, attachments 


and type of materials handled. Al- 
so listed is a replacement policy 
broken down by component parts 
in quantity and in dollars. Facts 


123 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


are included on the adequacy of 
present installations as well as 
future plans for expansion. Will be 
issued in June by Modern Mate- 
rials Handling. 


No. 8504. Architectural Market 
Audit No. 5. 

A country-wide check of 1954 
architectural activity based on 
construction daily reports. Report- 
ed are projects of all major build- 
ing types over $300,000 (industrial 
classification, $82,000). Will be 
ready in June or July and will 
be published by Progressive Archi- 
tecture. 


No. 8506. Construction Equipment 
Market. 

This study will list pertinent 
market and media data and other 
information about the construction 
equipment field. To be published 
Sept. 1 by Construction Equipment. 


No. 8507. Construction Industry 
Survey No. 2. 
This will be a report of a survey 
(Continued on Page 128) 


DIRECT MAIL 


IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 
U. S. Direct Mail advertising 
users efficiently and economically 
in the production of Mailing 
Lists — Printing — Letters — Ad- 
dressing — Premium Mail-away 
Service — Simplified Householder 


Mailings — Contest Judging — 
Mailing. 


HERBERT A. WATTS LIMITED 


177 King St. West, Toronto 
Canada 
Telephone: EMpire 6-1108 


Branch — Montreal 


No. 8505. Report on Yard and Out- 


type units in use, broken down) 


| 
| 
} 
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engravi 


“,.and follow instructions! 


999 


—a familiar quote from almost any order. 
But just as gratifying and quite as profitable 
to the order giver as following instructions to 
the letter, is something else—not so common. 
It’s the ability, willingness, and a record for 
delivering extra value in quality, understand- 
ing, conscientious service. There’s no more 
logical reason for the steadily growing volume 
oforderson ROGERS’ daily production sheets. 


ROGERS 


ng company 


2001 calumet avenue « chicago 16 


MASTER 


CRAFTSMEN OF PHOTO-ENGRAVING 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


National Homes Agency Scores Creative Man; 
Tells Philosophy Behind Successful Ads 


To the Editor: The Creative 
Man’s Corner in your issue of 
April 25 selects a recent National 


Homes ad for some ill-founded and | 


contradictory criticism. 

Your anonymous expert declares 
that the ad is “uninspired”—‘“too 
general”—“lacks warmth and feel- 
ing’—“overlooks the many psy- 
chological considerations that enter 
into the purchase of a house.” At 
the same time, he calls for empha- 
sis on resale or trade-in value. 
Then in the next paragraph he 
suggests applying a touch of Eddie 
Guest’s “heap of livin’” philosophy. 

To top it off, he lumps National 
Homes advertising with that of 
Chevrolet, which he compares un- 


favorably with that of Ford, toss- 
ing in the opinion that this year he 
expects Ford to “cream Chevvy.” 

Aside from the obvious incon- 
sistencies in this diatribe—for ex- 
ample, how can you be sentimental‘ 
about a new home and still punch 
its trade-in value?—tthe writer has 
failed completely to appreciate the 
basic purpose of this and all Na- 
tional Homes advertising. 

National Homes does not merely 
produce houses; it produces pre- 
fabricated houses, factory-made 
houses if you will. Residences of 
this type accounted for some 8% 
of all single-family dwellings last 
year—about 77,000 altogether, of 
which National sold 20,203 units. 


While this output made National 
the largest producer of homes in 
America by a wid: margin, it was 
still a relatively small part of the 
total. 

It is a basic advertising prin- 
ciple that when your product en- 
joys dominance in its field you sell 
the idea of owning that kind of 
product; when you are just one of 
many, you sell the reasons why 
your particular brand is the best. 

So National Homes, at the risk 
of being considered an “inhuman” 
and “uninspired” advertiser, has 
concentrated on selling the greater 
values offered in their brand rath- 


er than pitching for the joys of| 


home ownership in general. Its 
basic purpose is to build confi- 
dence in Nationals. 

Having worked with National 


aga. See 


Mr. Junge Says: 


“Seattle Newspapers Make No 
Impression in the Tacoma Area” 


“Because of the keen competition that exists in the food 
business, it is necessary to sell wisely and advertise 
effectively. When discussing marketing conditions with 
manufacturers I tell them this: ‘Don’t make the mistake 
of thinking you can sell the entire Puget Sound market 
by advertising only in Seattle newspapers. The Tacoma 
portion of this market is extremely important and Seattle 
newspapers simply do not get into the Tacoma area in 
sufficient numbers to make an impression. I urge the 
use of equal advertising schedules in the Seattle AND 
the Tacoma newspapers.’ ” 


“f 


re 


q 56.8% 
> of Washington State’s 
FOOD 
SALES 


in these two 
important markets 
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Homes for the past ten years, in| 
which time their net sales have | 
gone from $1,261,179 in 1945 to 
$52,458,575 in 1954, we are in a 
position to venture the opinion that 
non-sentimental, hard-sell product 
advertising does pay. Would this 
phenomenal growth, the envy of 
the entire home-building industry, 
have been achieved by concentrat- 
ing on the “psychological consider- 
ations that enter into the purchase 
of a home”? 

For the record, the particular ad 
that drew your Creative Man’s 
fire was designed to serve a dual 
purpose: (1) to announce the new 
1955 models now being shown in 
“Open Houses” all over America; 
(2) to build National’s prestige 
and public acceptance among 
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A Heme Like This fs Gell Withtea Veer Means 


home-buying prospects as well as 
potential builder-dealers. The copy 
approach was based on a survey 
of National home owners, showing 
that 88% bought one of our client’s 
houses because it gave them a 
greater value—more for the mon- 
ey. What price Eddie Guest? 

And just to demonstrate that our 
client will approve “human” ads 
on occasion, we enclose a few he 
has apparently missed! We should 
appreciate your reproducing at 
least one of these in connection 
with this letter. 

It might be interesting to note 
that one of these ads, “ ‘Living In- 


surance’ for Less than Rent,” is 
currently running in McCall’s, 
Parents’ Magazine and other na- 
tional media, while another en- 
titled “Wish You Lived Here?” 
ran in The Saturday Evening Post 
several years ago. In other words, 
human interest has not been over- 
looked in National Homes adver- 
tising. It has merely been replaced 
by reason-why copy and hard sell 
when the occasion demanded. 

Parenthetically, it may be noted 
that the campaign is evidently 
achieving its purpose with your 
Creative Man, as witness his first 
sentence: “We have no doubt that 
houses produced by National 
Homes are all that the ads say 
they are.” 

Getting back to the Chevvy vs. 
Ford comparison, it is obviously 
silly to contrast advertising tech- 


ilar fields. Better stack up the 
Lewyt “no dust bag to empty” ads 
with the other vacuum cleaners. 
Lewyt could have talked about 
making life easier for your devoted 
wife, your dream girl—but they 
preferred to sell their product. Na- 
tional Homes does the same thing. 

Your Creative Man begs off in 
his last paragraph by saying that 
his is not a scientific, but an in- 
tuitive conclusion. We suggest that 
he visit a National Homes Open 
House. For every visitor looking at 
home ownership as “a symbol of 
the union of two people” he will 
find hundreds asking “How much 
is the down payment?” 

M. Ray APPLEGATE, 
President, Applegate Adver- 
tising Agency, Muncie, Ind. 
. . e 

"Vintage Quality’ Is 
Fort Pitt Brewing’s Story 


To the Editor: On Pages 38 and 


niques in two completely dissim-| 
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39 of your April 18 issue there is 
quite a spread by J. D. Lucas of 
the Charles W. Hoyt Co. in regard 
to some “damp” beer imported 
from Holland. 

We won’t disagree with Mr. Lu- 
cas’ statement that “we have de- 
cided to sell—to those who will 
like it.” Who else could one sell! 

We do disagree with another 
statement, however. Not violently, 
but definitely and firmly! Says 
Mr. Lucas: “Moreover ‘vintage’ 
has never been used in connection 
with beer.” After that misstate- 
ment, there is quite an analysis, in- 
cluding the results of an “office 
survey” on the use of the word 
vintage applied to beer. 

Please be advised, Mr. Lucas and 
other friendly readers, that the 
Fort Pitt Brewing Co., operating 
breweries in Pittsburgh and Jean- 
nette, Pa., has been using the “vin- 
tage quality” story since December 
of 1954. In mailing pieces, in news- 
paper advertising, p.o.p. material, 
on television programs that in- 


siclude the “Eddie Cantor Comedy 


Theater” in the tri-state area of 
West Virginia, eastern Ohio and 
western Pennsylvania as well as 
“The World Tonight,” Pittsburgh’s 
most popular television news and 
sports program, seen and heard 
nightly at 11 p.m. on KDKA-TV, 
Pittsburgh. 

The new Fort Pitt Extra Special 
beer is truly a vintage quality beer. 
This phrase was developed in con- 
ference between ourselves and our 
agency, BBDO, after considerable 
study and testing, months prior 
to its first actual use. So please 
Mr. Lucas, won’t you reconsider 
before you claim that “vintage” 
has NEVER been used? It has been 
used, is being used, and is very 
properly applied to the tasty and 
tangy beer we brew .. . just for 
the American taste ... Double 
Lagered Fort Pitt . . . the vintage 
quality beer—year after year. 

ALFRED F. MANSBACH, 

Manager, Public Relations and 

Sales Promotion, Fort Pitt 

Brewing Co., Pittsburgh. 

- « 


. 
Says Home Furnishings Ads 
Warrant Frequent Comment 
To the Editor: I read with in- 
terest your brief note of nausea 
about the cooperative campaign 
presently being run by the Chicago 
Retail Furniture group, although I 
believe it would have been more 
interesting as well as a service to 
advertising in general had you 


presented a more literate and un- 
derstanding criticism. 

Retail furniture advertising at 
present simply does not exist on 


Entire Living Room 
COMPLETELY FURNISHED 


os little os $3008 
YOUR NAME 


the level of that which appears 
regularly on your pages. If you 
will glance at a sampling from pa- 
/pers across the country you will 
see that in general it has become 
so obsessed with price compara- 
tives (those discount houses 
again!) that it has become a real 
concern to those who look on sell- 
ing (and advertising) as a pro- 
fession. 

The opposite extreme, as repre- 
sented by the Chicago series (and, 
after all, it is just across the bor- 
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der of taste from the famous ICS 
series) is a reaction, of course. It 
is interesting as a pattern of 
growth and cannot be properly 
understood, taken out of context. 

There are many in our industry 
who are trying to raise the level of 
creative imagination used. The 
folder which I have enclosed is one 
which we have sent to our dealers 
in a series of mailings; they are 
simply rough idea layouts, and 
their only aim is to stimulate fresh 
thinking and new approaches. 

(You may notice that we, too, 
have a “Margie,” though I must 
admit she’s not in quite such a bad 
way.) 

Professional interest and stimu- 
lation is needed. This is an area 
in which I believe your publication 
could be of genuine service in fur- 
thering a high level of advertising. 
Surely the volume of home fur- 
nishings advertising in a year 
could warrant a more frequent bit 
of criticism—both good and bad 
—than at present exists. 

Mary SCHLENTz, 

Advertising Manager, The 

Fischer Corp., Chicago. 

7 . . 


Coke Exec Wonders 
About Gladys...and Rumors 
To the Editor: Thanks very 
much for our debut with the new 
series “Gladys the Beautiful Re- 
ceptionist” (AA, May 2). I am a 
little uncertain about the implica- 
tion (considering the gossip in 
Ulcer Gulch relative to our chang- 
ing agencies... which, incidental- 
ly, is pure hog wash). Does Mr. 
Paulsen feel that any agency re- 
ceiving a call from Coca-Cola 
would immediately jump to the 
conclusion that we were inviting 
them to make a “presentation”? 
However, be the subtleties as 
they may, we appreciate the plug. 
E. D. SLEDGE, 
Vice-President and Advertis- 
ing Manager, Coca-Cola Co., 
Atlanta. 


Objector Right on One Point, 
Wrong on Another 

To the Editor: While giving my 
current (April 25) issue of AA its 
usual page-by-page reading, you 
can imagine my surprise when I 
came to Page 68, and found an 
article entitled “You Ought to 
Know E. R. Taylor.” I am now 
convinced that while at Zenith 
from 1943 through 1945 as assis- 
tant advertising director, I must 


have been working for the wrong 
man. You see, when I joined 
Zenith in 1943 I was hired by Jim 
Nance to be assistant to Ed. Herr- 
man, who really had the title of 
advertising director. Taylor didn’t 
come to Zenith until about Janu- 
ary of 1944. He had the job of 
“sales planning manager.” 

In your article, you refer to 
Taylor as “a brash young man,” 
which is a very polite way of put- 
ting it. Knowing Eddie as I do, I 
wonder how many more of the 
jobs and titles he claims to have 
had are of the imaginary variety. 
According to the article he was 
assistant to the president of Ponti- 
ac and secretary of the plans 
board when he was about 32. This 
was not bad for a boy with no 
college training, although probably 
par for the course for a man with 
Taylor’s rare talents. 

AA, like all good papers, is in- 
terested in truthful reporting, so 
let’s set the record straight in 
fairness to a real swell guy like 
Ed. Herrman, if for no other rea- 
son. Ed, when last I heard from 


house. 
FRED SCHREIBER, 

Compton Printing Co., Los 

Angeles. 

Mr. Schreiber is right on one 
count, wrong on another. Ed Tay- 
lor was not Zenith’s director of 
advertising “through the war 
years,” as AA said. He succeeded 
Ed Herrman in that post in Sep- 
tember, 1945. AA did not, how- 
ever, call Mr. Taylor “assistant to 
the president of Pontiac and sec- 
retary of the plans board.” As the 
story said, he held those positions 
for MacManus, John & Adams, 
the Pontiac agency. 


Ads Pull Inquiries, but 
Inquirer Gets No Answers 

To the Editor: Why spend good 
money for advertising? Several 
weeks ago I saw a demonstration 
of a du Pont de Nemours product 
and wrote to find out where I 
could purchase the articles. No 
answer. 

In January I wrote the Chrysler 
Corp. to find out where I could 
buy their touch up tubes as ad- 
vertised in several national maga- 
zines. No answer. 

Last summer I was building an 
office building and wrote a well 
known maker of air conditioning. 
Same result; no answer. 


Want to move sales 


in the Industrial Heart of 


America? 


n’t pick a better prime mover 
amous TV-radio combination! 


= For programming, popularity, persua- 


—_— You ca 
a . 
_— than this f 
a siveness, 

— 
-———- as the 
I 


WSALTV | 


CHANNEL 3 BASIC NBC -eahistaneen 


promotion—and sheer selling 


wallop—here’s your ticket. Swift 


Super-Chief... pulling-power 


like twin diesels in tandem. Get 


aboard and let’s go places! 


— 


_ CHARLESTON, W. VA. 


him, was sales manager for the; — 
home radio division for Westing-| — 


This has happened many times 
and I am getting burned up. 

Why not write a stinging edito- | 
rial about it? If this has happened | 
to me, it must be the case with 
thousands of other people. 

In the case of the Chrysler prod- 
uct I tried to buy the touch up 
tubes in many garages while in the 
South this winter and many of 
them had never heard of them. 

Geo. L. Kysern, 

Kyseth Jewelers, Clarion, Ia. 

e e . 


Agency Man’s Daughter 
Markets an Invention 

To the Editor: I thought you 
might be interested in learning 
about my 8%-year-old daughter. 
She is an inventor, and one of her 
ideas is now on the market. 

Her name is Deidre Susan Irwin 
and her inven- 
tion is the Dee- 
dee Doll, a com- 
bination terry 
cloth bath-mitt 
and hand puppet, 
with a hair rib- 
bon on the hair 
of the printed 
head. The ribbon is really a little 
girl’s handkerchief. There are five 
different Dee-dee faces in the set. 
They are made by Herrmann 
Handkerchief Co. of New York 
City and are now being sold for 
59¢ each in such stores as Carson’s, 
Fields and The Fair in Chicago, 
and Altman’s in New York. 

Incidentally, her sister, age six, 
is a model. 


RIcHARD IRWIN, 
Account Executive, Ruthrauff 
& Ryan, Chicago. 


Says More Voices Should Be 
Raised Against Fund Tactics 

To the Editor: Congratulations 
on your editorial in the ApvERTIs- 
InG AGE issue of April 11, “Puzzle 
Contests for Churches and Chari- 
ties.” 

It’s a pretty sad state of affairs 
when a religious body joins in a 
promotion effort which they should 
be the first to condemn. I can un- 
derstand, even though I do not 
approve, the desires of Mr. Sutton 
and Mr. Lyon to make a fast 
buck. But, like yourself, I can not 
understand the reasoning of the 
board of directors of the American 
Church Union which led them to 
sponsor such a fund-raising effort. 

Maybe the tendency that leads 
so many men and nations to com- 
promise a principle for illusory 
gain is exerting its enervating ef- 
fects upon these churchmen. I 
hope not, but whatever it is, the 
fund-raising field needs more 
voices like yours to “cry out in 
the wilderness” against such un- 
ethical practices. 

More power to you. 

WILLIAM M. Prort, 

William M. Proft Associates, 

East Orange, N. J. 


‘It's Murder’—and This 
Reader Finds Proof 


To the Editor: If you need any 
proof (100, of course) for your 
April 18 editorial entitled “It’s 
Murder—By Our Friends,” just 
flip to Page 84 of the same issue. 

Here is a self-portrait of today’s 
adman painted by The Advertising 
Council—artist and copywriter 
with martini glasses behind their 
ears, and the more tactful AE with 
a martini glass peeking out of his 
brief case. 

And this Mr. Ogilvy wants to 
call a profession? 

Joun H. SUTTNER, 

Christiansen Advertising 

Agency, Chicago. 


Wants Writers’ Justification 


for That Word ‘Succulent’ 


To the Editor: No doubt many of | 
your’ readers are agency copy-| 


writers. I realize that these writers, 


are constantly in search of words 
to describe the tasty qualities of 
their client’s foods, but I wonder 
how many of them can justify the 
selection of a “non-tasty-sound- 
ing,” “non-descriptive-of-taste” 
word like “succulent.” I have no- 
ticed this “slushy-sounding” word 
repeatedly used in magazine ad- 
vertising copy and radio tv copy in 
he description of the taste of foods. 
Let’s face it, the average reader 
and television viewer’s vocabulary 
is not large, and Mr. Average 
couldn’t begin to tell you the def- 
inition that Daniel Webster has 
given to this word. Most of the 
public takes this word, therefore, 
for what it sounds like; a _ wet, 
slushy, lifeless, waterlogged blob 
that just sits there in the bowl and 
has no particular taste to it at all. 
When I hear someone on radio 
or television give a commercial for 
a product which has a “succulent” 
taste, I always think of, and pity, 
the stage crew man who has to 
wipe off the microphone when the 
show is over. I would like to hear 
a copywriter’s support and justifi- 
cation for the use of this word 
which supposedly describes some- 
thing that tastes good, tasty, palat- 
able, nice, dainty, savory, zestful, 
appetizing, delicate, juicy, seeth- 
ing, dripping, delicious, exquisite, 
luscious, rich... 
W. DANE Hooper, 
Cruttenden & Eger Associates, 
Chicago. 
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Lists 


THAT PAY OFF 


NEW PARENTS 
(Over 260,000 Each Month) 


MAIL ORDER BUYERS 


(Young Housewives) 
1,000,000 Available 
40,000 New Names Monthly 


also: 

BRIDES - GROOMS 
NEW HOME OWNERS 
NEW CAR OWNERS 
USED CAR OWNERS 
EXPECTANT MOTHERS 


ADVERTISERS RESEARCH 
SERVICE 


American Woolen Bldg. 


18th St. & 4th Ave., N.Y.C. 
AL 4-1740 


4 


es 
a a 
* 


There” are ’ 
, ito corners 


Therefore the generous portion goes to the man who knows how to slice it. 
To get a proper slice of the $4y, billion baking market, industry suppliers 
know that pay dirt lies in a narrow sliver of the whole field. 


Putting it statistically, 35% of the bakers do 90% of the volume* with some 
7,000 bakeries doing practically all the nation’s baking. 


To manufacturers and suppliers of equipment and ingredients used by bakers 
these, obviously, are the firms to sell—the firms worth the sales effort. 


What they buy—and how bakery publications affect buying in high-volume 
bakeries served as the basis for a recent national study. Giving a reliable 
picture of readership of four national publications serving the baker, it 
was put before a panel of agency media research men and found authentio 
and acceptable—before it was published. 


To anyone interested in selling to the baking industry, “How High-Volume 
Bakers Read/Buy” will make profitable reading—and it's yours for the asking. 


*U. S. Census 


Bakers 


71 Vanderbilt Avenue 
New York 17 


520 N. Michigan Avenue 
Chicago 11 


Russ Building NAME 
San Francisco 4 FIRM 
5478 Wilshire Bivd. ADDRESS 
Los Angeles 36 ‘eit 


Bakers Weekly, Dept. F 
71 Vanderbilt Avenue, New York 17, N. Y. 


Please send me without charge or obligation 
a copy of “‘How High-Volume Bakers Read/Buy” 
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In the U. S. District Court 

for the Southern District of New York 
United States of America, 

Plaintiff, 


v. 
American Assn. of Advertising 
Agencies Inc.; The American Newspaper 
Publishers Assn. Inc.; 
Publishers Assn. of New York City; 

Associated Business Publications Inc.; 
Periodical Publishers Assn. of 
America; and Agricultural Publishers 
Assn., 

Defendants. 

COMPLAINT 

The United States of America, plain- 
tiff, by its attorneys, acting under the 
direction of the Attorney General of 
the United States, brings this action 
against the hereinafter named defend- 
ants, and complains and alleges as fol- 
lows: 


I. JURISDICTION AND VENUE 

1. This complaint is filed, and this 
action is instituted against the defendants 
under Section 4 of the Act of Congress 
of July 2, 1890 (C. 647, 26 Stat. 209, as 
amended) entitled “An Act to Protect 
Trade and Commerce Against Unlawful 
Restraints and Monopolies,” commonly 
known as the Sherman Act, in order to 
prevent and restrain continuing violations 
by the defendants as hereinafter al- 
leged, of Section 1 of said act. 

2. All the defendants, except Agri- 
cultural Publishers Assn. inhabit, trans- 
act business and are found within the 
southern district of New York. 


Il. DEFINITION OF TERMS 

3. As used in this complaint: 

(a) “Advertising agency’ means a 
person, firm, or corporation engaged in 
the business of formulating and conduct- 
ing advertising programs for a national 
advertiser ; 

(b) “National advertiser’ means a 
person, firm, or corporation whose prod- 
uct or service is advertised through me- 
dia and marketed on a national or broad 
sectional basis; 

(c) “Media” means the several 
strumentalities used in publishing 
tional advertising, including, but 
restricted to, newspapers, magazines, 
dio, television, billboards, displays, and 
U. S. mails; 

(d) “‘Agency commission’? means the 
amount allowed by media to advertising 
agencies for placing national advertising. 
This amount is usually determined as a 
percentage of the medium’s gross rate 
for publishing advertising; 

(e) “Recognition system” means var- 
ious policies, standards and procedures 
used to qualify advertising agencies to do 
business with, and to be entitled to re- 
ceive credit and agency commissions 
from, the members of the defendant 
media associations: 

(f) “House agency” means an advertis- 
ing agency affiliated with, controlled, or 
owned in whole or in part, by a national 
advertiser and through which said ad- 
vertiser places its advertising: 

(g) “Direct advertiser’’ means a na- 
tional advertiser which places its adver- 
tising directly with media without em- 
ploying the services of an advertising 
agency. 


Ill, THE DEFENDANTS 

4. American Assn. of Advertising 
Agencies Inc. (hereinafter referred to as 
“4A") is made a defendant herein. 4A 
was first organized in or about 1917 as 
American Assn. of Advertising Agencies, 
an unincorporated association, and was 
incorporated under the laws of the state 
of New York and given its present name 
in 1950. It has its offices and principal 
place of business at New York, N. Y. 
4A is a non-profit membership corpora- 
tion whose approximately 300 members 
include most of the larger advertising 
agencies in the U. S. 

5. The American Newspaper Publishers 
Assn. Inc. (hereinafter referred to as 
“ANPA”) is made a defendant herein. 
ANPA was incorporated under the laws 
of the state of New York in 1897 and 
re-incorporated under those laws in 1950. 
It has its offices and principal place of 
business at New York, N. Y. ANPA is a 
non-profit membership corporation whose 
approximately 787 members include the 
publishers of most of the larger daily 
newspapers in the U. S. 

6. Publishers Assn. of New York City 
(hereinafter referred to as “PA”"’) is made 
a defendant herein. PA was organized 
in 1897. It has its offices and principal 
place of business at New York, N. Y. PA 
is an unincorporated association whose 
approximately 13 members are the pub- 
lishers of daily newspapers in the New 
York City Metropolitan area, including 
the publishers of every daily newspaper 
printed in the English language in New 
York City. 

7. Associated Business Publications Inc. 
(hereinafter referred to as “ABP”’) is 
made a defendant herein. ABP was in- 
corporated under the laws of the state of 
New York in 1916 as the Associated Busi- 
ness Papers, Inc. Its present corporate 
name was adopted in 1949. It has its of- 
fices and principal place of business at 
New York, N. Y. ABP is a non-profit 
membership corporation whose approxi- 
mately 150 members consist of the pub- 
lishers of independently owned and op- 
erated business papers located in various 
states of the U. S. 

8. Periodical Publishers Assn. of Amer- 


ica (hereinafter referred to as “PPA’’) 
is made a defendent herein. PPA was in- 
corporated under the laws of the state of 
New York in 1903. It has its offices and 
principal place of business at New York, 
N. Y. PPA is a non-profit membership 
corporation whose four members are 
publishers of nationally distributed mag- 
azines. Its members are: Crowell-Collier 
Publishing Co.; Curtis Publishing Co.; 
Hearst Magazines Inc.; and McCall Corp. 

9. Agricultural Publishers Assn. (herein- 
after referred to as “APA”’) is made a 
defendant herein. APA was organized in 
1915. It has its office and principal place 
of business in Chicago, Tl. APA is an 
unincorporated association whose approx- 
imately 34 members are the publishers 
of nationally distributed farm magazines. 

10. Defendants ANPA, PA, ABP, PPA 
and APA are sometimes hereinafter col- 
lectively referred to as “defendant media 
associations.”’ 


IV. NATURE OF TRADE AND 
COMMERCE INVOLVED 

11. National advertising is an important 
means of promoting the interstate distri- 
bution and nation-wide sale of goods and 
services. Sales of national advertising by 
all media during 1953 amounted to ap- 
proximately $4.5 billion, of which news- 
papers accounted for $643,000,000, or 14%; 
magazines $667,000,000, or 15% (including 
$40,600,000 for farm magazines); radio and 
television $756,000,000, or 17%; billboards 
$119,000,000, or 2%; displays $846,000,000, 
or 19%; business publications $395,000,000, 
or 9%, and direct mail $1,099,000,000, or 
24%. 

12. Substantially all national advertis- 
ing published in the U. S. is handled by 
advertising agencies. The activities of ad- 
vertising agencies, including members of 
the defendant 4A, in handling national 
advertising, involved the following steps: 
(a) designing, illustrating and preparing 
copy for advertisements; (b) selecting the 
media to be used to carry the advertising 
message to the public; (c) contracting for 
the space or other means to be used for 
presentation of the advertising message; 
(d) preparation of the advertising mes- 
sage in mechanical form and forwarding 
it to the media selected, together with in- 
structions for presentation; (e) verifying 
that the advertising has been published 
by the media as ordered and (f) billing, 
collecting from the advertiser and paying 
the media for the publication of the ad- 
vertising. 

13. Advertising agencies, including mem- 
bers of the defendant 4A, contract direct- 
ly with media owners to pay and to be 
solely liable for payment for advertising 
placed on behalf of national advertisers. 
The agency bills and obtains payment 
from the advertiser at the gross rates of 
the medium less any cash discounts that 
are allowed for prompt payment. Pay- 
ment by the advertiser to the agency is 
usually made several days in advance of 
the time when the agency is required to 
pay the medium. The agency deducts its 
commission prior to forwarding payment 
to the medium. 

14. National advertisers are located in 
various states throughout the U. S., 
whereas most large advertising agencies 
are located in a few large metropolitan 
areas. In conducting national advertising 
programs, national advertisers enter into 
contracts with advertising agencies, in- 
cluding members of the defendant 4A, 
and transmit in interstate commerce to 
the agencies contracts, letters, checks, 
samples and descriptions of the advertis- 
ers’ goods and services, with information 
concerning them, and instructions as to 
the methods or means by which they are 
to be advertised. 

The advertising agenices, in handling 
national advertising programs for nation- 
al advertisers, transmit in interstate com- 
merce to the advertisers contracts, let- 
ters, checks, bills, and samples of adver- 
tising copy, art work and illustrations. 

15. Advertising agencies, including 
members of the defendant 4A, in placing 
national advertising, enter into contracts 
with various media, including members 
of the defendant media associations, 
located in various states throughout the 
U. S. These advertising agencies transmit 
in interstate commerce advertising copy, 
art work, illustrations and instructions 
for publishing the advertising. After the 
advertising has been published, the me- 
dium sends the advertising agency in in- 
terstate commerce a copy of the adver- 
tisement as published and bills the 
advertising agency for the cost of the 
advertising. 

16. Members of the defendant media 
associations, in arranging for national ad- 
vertising with advertising agencies, in- 
cluding members of the defendant 4A, 
cause a continuous flow in interstate 
commerce of substantial amounts of ad- 
vertising copy, art work, illustrations, 
contracts, bills and checks. The news- 
Papers and magazines published by mem- 
bers of the defendant media associations 
containing the advertising handled by 
members of the defendant 4A are distrib- 
uted and sold through the channels of 
interstate commerce to purchasers located 
in every state of the U. S. 


Vv. BACKGROUND OF THE 
OFFENSES CHARGED 
17. Prior to 1917, the advertising agent 
was a merchant or broker who secured 
advertisements from business concerns 
and had them published in newspapers 
and magazines. The agent either sold ad- 


ceived a commission from publishers, or 
bought advertising spac: and jobbed it 
out among advertisers «t the highest 
mark-up he could secre. Competition 
between advertising age: : was primarily 
on a price basis. 

18. With the development of mass 
production, manufactur<«rs came to de- 
pend on advertising as . means of mar- 
keting their goods and services on a 
nation-wide basis. The »‘vertising agent’s 
function gradually charned from that of 
merely a space salesma to that of plan- 
ning and producing advertising, as well 
as advising advertiser; and selecting 
media. Nevertheless, the advertising agent 
continued to depend upon agency com- 
missions for its principal source of re- 
muneration. 

19. During this period of advertising 
agency development, certain of the de- 
fendant media associations adopted pro- 
cedures through which advertising agen- 
cies could establish credit standings that 
would be accepted by the members of 
these associations. These procedures were 
the forerunners of the recognition system 
as defined in paragraph 3(e) and here- 
inafter complained against in Section VI 
of this complaint. 

20. Failure of an advertising agency to 
secure recognition from one or more of 
the defendant media associations places 
it under a serious competitive handicap. 
The following consequences result from 
the failure of an advertising agency to 
obtain recognition: (a) it is denied credit 
by media (b) it is denied agency com- 
mission by media and (c) its non-recog- 
nized status is widely publicized among 
national advertisers and media and causes 
the agency to acquire a reputation of 
financial instability, of business incom- 
petence, and of having inadequate facil- 
ities to service national advertisers. 


VI. OFFENSES CHARGED 


21. Beginning in or about the year 1917, 
the exact date being to the plantiff un- 
known, and continuing to and including 
the date of the filing of this complaint, 
all the defendants, and each of the de- 
fendants with its members, have been 


and now are combining and conspiring 
in unreasonable restraint of the herein- 
before described interstate trade and com- 
merce in national advertising in violation 
of Section 1 of the Sherman Act. The 
defendants are continuing, and threaten 
to and will continue, said offenses unless 
the relief hereinafter prayed for in this 
complaint is granted. 


A. Conspiracy Among All the Defendants 

22. The combination and conspiracy 
among all the defendants has consisted 
of a continuing agreement and concert of 
action among them, the substantial terms 
of which have been and are: 

(a) That the defendant media asso- 
ciations adopt substantially uniform 
standards for recognition of advertising 
agencies and members of said associations 
adhere to said standards; 

(b) That only advertising agencies 
granted recognition by defendant media 
associations be extended credit and al- 
lowed agency commission by members of 
said associations; 

(c) That members of the defendant 
media associations allow agency commis- 
sion only to those advertising agencies 
which agree to retain, and not rebate to 
or split with national advertisers any part 
of agency commissions; 

(d) That advertising agencies which 
rebate any part of agency commissions to, 
or split them with, national advertisers 
to be denied recognition, or if such rec- 
ognition has been granted, that it be 
withdrawn, cancelled, or suspended: 

(e) That recognition be denied to 
house agencies and advertising agencies 
controlled by, or affiliated with, media 
or printing or engraving establishments; 

(f) That members of the defendant 
media associations charge gross rates to 
direct advertisers; 

(g) That members of the defendant 
media associations adhere to their pub- 
lished advertising rates; and 

(h) That agency commissions be 
fixed and maintained at 15% of the me- 
dium’s gross rate for advertising. 

23. Said unlawful combination and con- 
spiracy has been effectuated and carried 
out by divers means and methods, includ- 
ing, among others, those hereinafter de- 
scribed in paragraphs 24 through 29 of 
this complaint. 

24. In or about 1918, a committee of the 
defendant 4A met with representatives 
of magazines publishers, including mem- 
bers of some of the defendant media as- 
sociations, for the purpose of obtaining 
general acceptance by them of an increase 
in agency commission for 4A members 
to 15%. About this same time another 
committee of the defendant 4A sought to 
gain uniform acceptance by all media of 
a 15% agency commission for 4A mem- 
bers, as well as a 2% cash discount. 

25. At various times during the period 
1917 to the date of the filing of this com- 
plaint, the defendant media associations 
adopted and promulgated various stand- 
ards and procedures to strengthen their 
recognition systems. Members of the de- 
fendant media associations agreed to ob- 
serve their recognition systems. The 
standards in each said system are similar 
or identical. 

26. Said “standards” for recognition of 
advertising agencies require that each ad- 


vertising space, a service for which he re-vertising agency seeking recognition file 


written application and furnish informa- 
tion to the effect that (a) it is a “bona 
fide” advertising agency, i.e., functioning 
as an independent contractor, and is not 
a house agency, an agency controlled by 
or affiliated with a medium, or printing 
or engraving establishment; (b) its prin- 
cipals are of good reputation and have 
advertising experience and ability; (c) its 
financial condition is “satisfactory’’; (d) 
its business methods are ‘“‘proper’’ and its 
payment prompt and (e) it retains all 
agency commissions and does not rebate 
to its clients any part thereof. 

27. In addition to the aforementioned 
five basic requirements for advertising 
agency recogniion, each of the defendant 
media associations further requires as a 
condition to recognition that each adver- 
tising agency (a) demonstrate that it 
places advertising with members of the 
defendant media association to which it 
is applying for recognition; (b) has a 
specified minimum capital; (c) furnish a 
statement of financial condition audited 
by a qualified public accountant, and sub- 
mit a current financial statement every 
six months; and (d) agree to abide by 
and use the “Standard Conditions Gov- 
erning Advertising Contracts and Orders”’ 
and to use the 4A “Standard Order 
Blank for Publications”. Copies of the 
said ‘“‘Standard Conditions” etc., as adopt- 
ed in 1933 and revised in 1952, are 
marked, respectively, “Exhibit A” and 
“Exhibit B”’. 

A copy of the “Standard Order Blank” 
etc., is marked “Exhibit C’’. Each of said 
exhibits is attached and made a part of 
this complaint. 

28. As a further condition to granting 
an agency recognition, some of the de- 
fendant media associations require an ad- 
vertising agency when filing its applica- 
tion to enter into a written contract with 
the media association. Said application 
and contract, among other things, require 
that (a) the advertising agency submit a 
list of its advertiser-clients, with the 
amount spent by each for advertising; 
(b) certify that said advertiser-clients 
are paying, and will pay, for all advertis- 
ing at the gross card rates of the various 
media and that future advertising from 
said advertiser-clients will be solicited 
and handled on the same basis; and (c) 
the advertising agency will not place 
advertising for non-recognized advertising 
agencies. The contract further provides 
that recognition shall be cancelled if an 
advertising agency engages in ‘“destruc- 
tive practices,”’ such as splitting of agency 
commissions or charging in excess of the 
medium’s card rates. 

29. Each of the defendant media associ- 


ations publishes and transmits to its 
members, and to each other, various 
“confidential” bulletins, letters, reports 


and lists containing information concern- 
ing advertising agencies which have ap- 
plied for recognition. The» information 
also includes the names of advertising 
agencies which have been denied recog- 
nition. Members of the defendant media 
associations are expected to and do black- 
list, and refuse credit and agency com- 
mission, to those advertising agencies 
denied recognition, and often refuse to 
do business with them except on a cash 
basis, without commission. 


B. Conspiracy Between Defendant 4A 

and Its Members 

30. The combination and conspiracy 
between defendant 4A and its members 
has consisted of a continuing agreement 
and concert of action among them, the 
substantial terms of which have been and 
are: 

(a) That 4A members retain and not 
rebate to or split with national advertis- 
ers any part of, agency commissions; 

(b) That agency commissions for 4A 
members be fixed and maintained at 15% 
poe the medium’s gross rate for advertis- 
(c) That 4A members refrain from 
competing with each other by submitting 
advertising copy, art work, illustrations, 
detailed plans, market surveys, or sim- 
ilar material to a national advertiser in 
speculative solicitation of new business. 

31. Said unlawful combination and 
conspiracy has been effectuated and car- 
ried out by divers means and methods, 
including those hereinafter described in 
Paragraph 2 of this complaint. 

32. The defendant 4A’s “Standards of 
Practice’’ adopted in 1937 and revised 
in 1952 provides that (a) members should 
retain the full agency commission without 
direct or indirect rebating and (b) mem- 
bers should refrain from submitting spec- 
ulative material to advertisers. Since 1937 
each applicant for membership in de- 
fendant 4A has agreed to accept and ad- 
here to these “Standards of Practice.” In 
addition, the defendant 4A’s “Qualifica- 
tions for Membership” provide that only 
advertising agencies which retain the full 
amount of agency commission without 
rebating shall be admitted to membership. 


C. Conspiracy Between Defendant 
ANPA and Its Members 

33. The combination and conspiracy be- 
tween defendant ANPA and its members 
has consisted of a continuing agreement 
and concert of action among them, the 
substantial terms of which have been and 
are: 

(a) That said defendant association 
adopt standards for recognition of adver- 
tising agencies and that its members ad- 
here to said standards; 

(b) That only advertising agencies 


Advertising Age, May 16, 1955 


Full Text of Government s Anti-Trust Complaint 


granted recognition be extended credit 
and allowed agency commission; 

(c) That members allow agency com- 
mission only to those advertising agencies 
which agree to retain, and not rebate to 
or split with national advertisers any part 
of, agency commissions; 

(d) That advertising agencies which 
rebate any part of agency commissions 
to, or split them with, national advertis- 
ers be denied recognition, or if such 
recognition has been granted, that it be 
withdrawn, cancelled or suspended; 

(e) That recognition be denied to 
house agencies and advertising agencies 
controlled by, or affiliated with media or 
printing or engraving establishments; 

(f) That members charge gross rates 
to direct advertisers; and 

(g) That members adhere to their 
published advertising rates. 

34. Said unlawful combination and con- 
spiracy has been effectuated and carried 
out by divers means and methods, in- 
cluding, among others, those hereinbefore 
stated in Paragraphs 25 through 27, and 
Paragraph 29 of this complaint. 


D. Conspiracy Between Defendant 
PA and Its Members 

35. The combination and conspiracy be- 
tween defendant PA and its members has 
consisted of a continuing agreement and 
concert of action among them, the sub- 
stantial terms of which have been and 
are the same as set forth in Subpara- 
graphs 33(a) through (g) of this com- 
plaint, which are here realleged with the 
same force and effect as though said sub- 
paragraphs were here set forth in full. 

36. Said unlawful combination and con- 
spiracy has been effectuated and carried 
out by divers means and methods, includ- 
ing, among others, those hereinbefore 
stated in Paragraphs 25 through 29 of 
this complaint. 


E. Conspiracy Between Defendant 
ABP and Its Members 

37. The combination and conspiracy 
between defendant ABP-and its members 
has consisted of a continuing agreement 
and concert of action among the defend- 
ant ABP and its members, the substan- 
tial terms of which have been and are 
the same as set forth in Subparagraphs 
33(a) through (g) of this complaint, 
which are here realleged with the same 
force and effect as though said subpara- 
graphs were here set forth in full. 

38. Said unlawful combination and con- 
spiracy has been effectuated and carried 
out by divers means and methods, in- 
cluding, among others, those hereinbefore 
stated in Paragraphs 25 through 27, and 
Paragraph 29 of this complaint. 


F. Conspiracy Between Defendant 
PPA and Its Members 

39. The combination and conspiracy be- 
tween defendant PPA and its members ~ 
has consisted of a continuing agreement 
and concert of action between the de- 
fendant PPA and its members, the sub- 
stantial terms of which have been and 
are the same as set forth in Subpara- 
graphs 33 (a) through (g) of this com- 
plaint, which are here realleged with the 
same force and effect as though said 
subparagraphs were here set forth in full. 

40. Said unlawful combination and con- 
spiracy has been effectuated and carried 
out by divers mean and methods, includ- 
ing, among others, those hereinbefore 
stated in Paragraphs 25 through 29 of this 
complaint. 


G. Conspiracy Between Defendant 
APA and Its Members 

41. The combination and conspiracy be- 
tween defendant APA and its members 
has consisted of a continuing agreement 
and concert of action between the defend- 
ant APA and its members, the substan- 
tial terms of which have been and are 
the same as set forth in Subparagraphs 
33(a) through (g) of this complaint, 
which are here reaHeged with the same 
force and effect as though said subpara- 
graphs were here set forth in full. 

42. Said unlawful combination and con- 
spiracy has been effectuated and carried 
out by divers means and methods, includ- 
ing, among others, those hereinbefore 
stated in Paragraphs 25 through 27, and 
paragraph 29 of this complaint. 


Vil. EFFECTS 
The effects of the aforementioned 
combinations and _ conspiracies, among 


others, have been and are: 

(A) To restrain the aforesaid trade 
and commerce among the several states 
in national advertising; 

(B) To boycott advertising agencies not 
recognized by defendant media associa- 
tions and to substantially impede them 
in their efforts to compete with members 
of defendant 4A; 

(C) To prevent and restrain national 
advertisers from placing advertising copy 
direct with media without employing an 
advertising agency. 

(D) To fix the rate of agency commis- 
sions for national advertising at 15%: 

(E) To substantially lessen competition 
among members of defendant 4A in so- 
liciting business. 

(F) To prevent and restrain entry of 
new advertising agencies into the busi- 
ness and 

(G) To stabilize rates for national 
advertising. 


PRAYER 
Wherefore, the plaintiff prays: 
1. That the aforesaid combinations and 
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conspiracies, agreements, understandings, | § 
and arrangements be adjudged by the| 
court to be in unreasonable restraint of| | 
the trade and commerce described in this | / 


complaint and in violation of Section 1 


of the Sherman Act; and that the court : 
adjudge and decree that the defendants | | 


and each of them have combined and 


conspired to restrain interstate trade and | 
commerce in violation of Section 1 of i 


the Sherman Act. 


2. That each of the defendant media as-| | 
sociations be enjoined from operating and_| | 


maintaining any recognition system. 


3. That each of the defendants be|| 
enjoined from following any policy or|’ 
adopting or continuing in effect any by-|/ 
regulation, form of contract, | 


law, rule, 
understanding or agreement: 


(a) To fix or establish the amount 


of agency commission; 

(b) Pursuant to which any member 
of the defendant media associations denies 
credit or agency commission to any ad- 
vertising agency; 

(c) Relating to rebating or splitting 
agency commissions; or 

(d) Requiring or inducing any mem- 
ber of the defendant media associations 
to adhere to its published card rates. 

4. That the defendant 4A be enjoined 
from adopting or continuing in effect 
any by-law, rule, regulation, form of 
contract, code of ethics or statement of 
policy which requires or induces its 
members to refrain from competing with 
each other for new business. 

5. That each of the defendants be re- 
quired to revise its by-laws so as to 
bring them into conformity with law, to 
submit such revisions to this court for 
approval and, after obtaining such ap- 
proval, to furnish each of its members 
with a copy of said revised by-laws. 

6. That the plaintiff have such further, 
general, and different relief as the nature 
of the case may require and the court 
may deem proper in the premises. 

7. That pursuant to Section 5 of the 
Sherman Act, summons issue to the de- 
fendant APA, commanding said defendant 
to appear and answer the allegations con- 
tained in this complaint and to abide by 
and perform such orders and decrees 
as the court may make in the premises; 
and 

8. That the plaintiff recover its taxable 
costs. 


JOHN T. ADAMS JR. 

LARCHMONT, N. Y., May 10— 
John Trevor Adams Jr., 37, direc- 
tor of sales for WABC-TV since 
1953, died of a heart attack May 
1 in his home here. 

Mr. Adams spent his entire busi- 
ness career in the broadcasting- 
telecasting industry. He had been 
with American Broadcasting Co. 
since 1951. Previously he had been 
assistant director of sales for the 
DuMont Television Network. 

His career also included two 
years, 1974-1949, as director of 
radio and television for the New 
York Yankees baseball and foot- 
ball clubs. In addition, he had 
served as sales manager and ac- 
count executive with WINS; part- 
ner with his father, J. Trevor 
Adams Sr., in a radio station rep- 
resentative company and _ sales 
manager for the Texas State Net- 
work. 


HAROLD P. SIGWALT 


MILWAUKEE, May 10—Harold P. 
Sigwalt, 62, account executive with 
Paulson-Gerlach & Associates, died 
April 30 at his home here after a 
nine weeks’ illness. Previously he 
had served on the staffs of Klau- 
Van Pietersom-Dunlap Associates 
and Cramer-Krasselt Co., Milwau- 


Saat nelle pis 
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JAMES W. VEEDER, formerly advertis- 

ing-sales promotion manager of 

Chicopee Mills, has been appointed 

national director of advertising and 

sales promotion of Lewyt Corp., 
New York. 


kee agencies, and Henri, Hurst & 
McDonald, Chicago, as copywriter 
and account executive. He was for 
several years v.p. in charge of in- 
dustrial advertising at Cramer- 
Krasselt. Mr. Sigwalt began his 
advertising career 41 years ago 
as advertising manager of the old 
Federal Motor Truck Co., Detroit. 
He had been advertising manager 
of American Optical Co., South- 
bridge, Mass.; Milwaukee Corru- 
gating Co. (now Inland Steel 
Products Co.) and the T. L. Smith 
Co., Milwaukee concrete mixer 
manufacturer. He was for eight 
years v.p. in charge of creative ad- 
vertising with the E. F. Schmidt 
Printing Co., Milwaukee. He had 
been v.p. of the National Industrial 
Advertisers Assn., president of 
the Milwaukee Industrial Market- 
ing Assn. and v.p. of the Milwau- 
kee Advertising Club. 


L. E. EMERICH 

PHILADELPHIA, May 10—L. E. 
Emerich, 56, director of marketing 
for Leeds & Northrup, instrument 
manufacturer, died May 5 in a 
convalescent home in Plymouth 
Meeting, Pa. 

Mr. Emerich was a graduate of 
Carnegie Institute of Technology. 
He joined Leeds & Northrup in 
1922 as a sales engineer. In 1951, 
he became manager of market de- 
velopment for the company and 
three years later became director 
of marketing. 


WILLIAM B. MACKENNEY 
PHILADELPHIA, May 10—William 
B. MacKenney, 83, a veteran of the 
agency business here, died May 
9. He had been president of the 
old W. B. MacKenney Co. until his 
retirement five years ago. 


PAUL M. RESSINGER 

Cuicaco, May 10—Paul Martin 
Ressinger, 64, package and prod- 
uct designer here, died yesterday 
at Veterans Research Hospital. He 
was a founder of the Society of 
Typographic Arts. 


See how 


ADmatic can boost sales for you 


in trade shows, stores, windows—day or night 


Put-full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, wit 


/ ator needed. 


The ADmatic projects a new message or idea 
6 seconds on a large screen equivalent to a 
V. It holds 30 slides (2” x 2”) that are easily 

. Just as effective in lighted areas. Use 
Dmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 


eve 
28” 
chan 
the 


salesmen training programs. 


no oper- 


For rental or purchase terms, wire, write or phone 


’ 6THE HARWALD COMPANY, INC. 


1216 CHICAGO AVE. 


DAVIS 8-7070 


EVANSTON, iLL. 


Department Store Sales... 


WASHINGTON, May 12—A gain of 
9% over the same period last year 
was shown by department store 
sales in the week ending May 7, 
according to the Federal Reserve 
Board. 

For the four weeks to May 7, 
sales were 3% ahead of 1954, and 
for the year to date, they are 7% 
ahead of the like period in 1954. 
All of the FRB districts showed 
gains for the week ending May 7. 
Gains in the 12 districts were as 


——— 


Department Store 
Sales Barometer 


Change From 1954 


mn 


Week Ended 
May 7, 1955 


Jan. 1 to 
May 7, 1955 


= +7% 


follows: Boston, 7%; New York, 
3%; Philadelphia, 2%; Cleveland, 
12%; Richmond, 4%; Atlanta, 
16%; Chicago, 9%; St. Louis, 8%; 
Minneapolis, 16%; Kansas City, 
14%; Dallas, 16%; and San Fran- 
cisco, 5%. 


% Change from ’54/ 
Week ended 
Federal Reserve Apr. Apr. 


District, Area, and City 


UNITED STATES 
Boston District 
Metropolitan Areas 
Boston 
Downtown Boston 
Suburban Boston 
Cambridge 
Quincy 
Lowell-Lawrence 
Cities 
Springfield 
Providence 


Philadelphia District 
Metropolitan Areas 
Wilmington 


+1 
Trenton 


0 


Philadelphia 

Reading 

Scranton 

Wilkes-Barre—Hazleton .. 
Cleveland District 
Metropolitan Areas 

Lexington 

Akron 


—20 
+6 
+11 
+2 
+5 
+27 
+5 
+9 


Cleveland 
Columbus 


Wheeling-Steubenville .... 
City 
Pittsburgh 
Richmond District 
Metropolitan Areas 
Washington 
Downtown Washington .. 
Baltimore 
Richmond 
Atlanta District 
Metropolitan Areas 
Birmingham 
Jacksonville 


Nashville 
City 


Chicago District 
Metropolitan Areas 
Chicago 
Indianapolis 
ES Se 
Milwaukee 
St. Louis District 
Metropolitan Areas 
Little Rock 
Louisville 


Minneapolis District .. 
Metropolitan Areas 
Minneapolis-St. Pau) ........ 
Minneapolis City ............. 
> Cee ee 
Cities 
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Sales Show 9% Gain for Week of May 7 


Duluth-Superior 
Kansas City District 
Metropolitan Areas 


Albuquerque 
Oklahoma City 
Tulsa 
City 
Kansas City 
Dallas District 


Fort Worth 
Houston 
San Antonio 
San Francisco District 
Metropolitan Areas 
Los Angeles 
Downtown Los Angeles 
Westside Los Angeles ..... 
San Diego 
San Francisco-Oakland .... 
San Francisco City 
Oakland City 
San Jose 


+++ | +4+4+4+44 
Bcoakomaeantban 


4 


*—Data not available. 


1/During April changes from a year ago 
reflect in part the fact that last year 
Easter was on April 18 while this year it 
was on April 10. For this reason it is esti- 
mated that in comparison with last year 
an allowance should be made for a de- 
crease in sales of about 4 per cent for the 
month of April as a whole. This allowance 
applies to the figures for the United 
States. 


JOSEPH B. LAURIE III 


NEw YorK, May 11—Joseph B. 
Laurie III, 36, promotion chief of 
the Pepsi-Cola Bottling Co., Gar- 
den City, L. I., died yesterday of 
injuries suffered in an airplane 
crash at Selden, L. I. He had been 
testing the plane, an army single- 
engine trainer, which was to be 
purchased by Pepsi-Cola. 

Mr. Laurie, son of the 
comedian, Joe Laurie Jr., lived at 
Long Beach, L. I. 


CHESTER A. FRANKLIN 


Kansas City, May 10—Chester 
A. Franklin, 74, founder and pub- 
lisher of the Kansas City Call, one 
of the country’s leading Negro 
newspapers, died here May 7 of a 
heart attack. 


Wesco Arts Formed 


A new art studio, Wesco Arts, 
has been formed with offices at 


+ g 1544 W. 8th St., Los Angeles. 
— 4) Principals are Jack Marrow, Char- 
+ll\les Satterfield, and Ham Wegner, 
t48 formerly with the Sass Studios, 
41|Los Angeles, and Ken Kim, free 


lance artist. 
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DON O. PYKE 

St. Louts, May 10—Don O. Pyke, 
54, advertising and sales promo- 
tion manager for the Graham Pa- 
per Co., died here yesterday, ap- 
parently from a heart attack, while 
on a business appointment at the 
offices of a commercial art firm, 
Cassell-Watkins-Paul Inc. 

Mr. Pyke, president of the St. 
Louis Advertising Club in 1950-51, 
and chairman of the Gridiron D'n- 
ner Committee in 1954, had been 
associated with the paper company 
Cassell-Watkins-Paul Inc. 


J. DON ALEXANDER 


CoLorADO Sprincs, May 10—J. 
Don Alexander, 70, president and 
co-founder of the film advertising 
company bearing his name, died 
here May 6 of a heart attack. 

Recognized as a pioneer of the 
nation’s film commercial producers, 
Mr. Alexander organized the Alex- 
ander Film Co. in 1919 in Spokane. 
He later moved the company to 
Denver, and then to its present 
location in 1928. 


FLOYD O. WILSON 

Omana, May 10—Floyd O. Wil- 
son, 46, v.p. and art director of 
Bozell & Jacobs, died yesterday in 
St. Joseph’s hospital after a two- 
week illness. 

Mr. Wilson served as a layout 
artist on the old Omaha Bee News 
and operated his own art studio 
for several years before joining 
Bozell & Jacobs in 1943. He was 
elected a v.p. of the agency five 
years ago. 


late | yous 


Over 90 diversi- 

fied industries are lo- 

cated in Bayonne, a 

thriving community of 

79,600 citizens. It is the home 

of many, many famous products from 

we By Pregsiengs or l-parts to 

Dry-docks. Per f. effective buying 

income in Bayonne is 21% more than the 

national average with Retail Food Sales 
28% higher than the average. 


THE PENINSULA OF INDUSTRY 


“Bayonne cannot be sold from the outside” 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
BOGNER & MARTIN 


Nationally 
Represented by 


IT TAKES 


TO MAKE GRADE A 
FARMER PROSPECTS 


CAPPER COUNTRY 


TPA, 
Vocgeitlig 


‘ 
! ,! 
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“Grade 1” soil is rich soil, that 
holds moisture, that feels good 
in the hand... soil that takes the 
seed, nourishes it, and gives back 
plentiful crops. In CAPPER’'S 
FARMER territory you find al- 
most all the soil classified as 
“Grade 1” by the Federal Gov- 
ernment. Here, too, are the most 
prosperous farm families on 
earth ...a vigorous and dynamic 
market offering opportunities 
for your every product or service. 
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TO OBTAIN MARKET DATA USE THIS Col PON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item ~/anted): 


ee ee ee 


ee 


ey 


ee a a a a a ir i | 


CCS HSH HEHEHE EHEHHEHSHEHEHHEHEHTHESHEHESHEHSHESEHSHHHHEHEH  SHSHSHHSHSHETHEESHHEEEHHEHE SESE EEO EEESESE 


This coupon not valid after August 8, 1955. 
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(Continued from Page 123) 


mailed to 1,000 civil engineers in 
architectural, consulting, contract- 
ing, governmental and commercial 
organizations and will be ready 
Sept. 15. It will show the range 
of construction activity by type, 
responsibility for specification or 
purchasing of construction mate- 
rials, supplies and installed equip- 
ment as well as brand preferences. 
To be published by Civil Engineer- 
ing. 


No. 8508. $35 Billion Dollar Mar- 
ket. 

Comprehensive brochure of the 
vast construction market in IIli- 
nois, Ohio and Indiana will be 
published in June by Construction 
Digest. 


No. 8509. A Sound Approach to the 
Railroad Market. 

This is the 1955 edition to be 
published before Sept. 1 by The 
Railway Equipment and Publica- 
tion Co. It will contain up-to-date 
information on the over-all size and 
changing characteristics of the 
railroad market. 


No. 8510. Testing and Inspection 

Equipment Market Survey. 

A study of U.S. hardgoods man- 
ufacturing plants showing use of 
more than 30 types of testing and 
inspection equipment in non-de- 
structive testing, mechanical sur- 
face, electrical and physical prop- 
erty tests. Data is broken down 
by industry. Study also shows 
kinds of information wanted by 
men who specify testing methods. 
Ready by June 15 and issued by 
Materials & Methods. 


No. 8519. Map of North American 
Oil. 

This four-color map of the North 
American continent, ineluding the 
U. S., Canada, Alaska, Greenland, 
and Mexico, measures 38x50”, and 
will be issued as a companion- 
piece to the “Map of Caribbean 
Oil” and “Map of Middle East 
Oil,” described elsewhere in this 
section. This map will show all 
principal oil fields, gas fields, re- 
fineries, pipeline networks, and 
will include pertinent statistical 
data on the petroleum industry in 
these countries. To be published 
in September by Oil Forum. Price 
will be about $10 to all but con- 
tracted advertisers and their agen- 
cies. 


No. 8520. 1955 Survey of Diesel 


Electric Locomotive Units in| 


Railway Service. 
An inventory of diesel units in 
service by individual railroads, 


classified by horsepower ratings. |light metals, zinc, copper, brass, | classifications. 


No. 8518. Truck Ownership Among 
State Highway Departments in 
the U. S. 

This report, to be published in 
June by Roads & Streets, will dis- 
cuss data on truck ownership, by 
truck type and size, based on 
Roads & Streets’ 1954 truck sur- 
vey. 


No. 8511. Annual Survey and Re- 
port of Gas Industry Construc- 
tion Projects—1955 Edition. 

This survey, ready about June 

15, will contain the budgets of 
gas utilities and pipeline compa- 
nies for new construction and 
equipment, broken down by cate- 
gories and amounts. It includes 
maps of new pipelines completed, 
under way, and approved, lists of 
new compressor stations and com- 
munities to receive natural gas 
for the first time. Gas is the pub- 
lisher. 


No. 8512. The Natural Gas In- 
dustry. 

This report, available about 
Aug. 15, is a study of the gas in- 
dustry market, different types of 
gas companies, products they buy, 
data on the size of their operations 
and investments in plant and 
equipment and how to reach the 
men who influence the buying of 
products and services for their 
companies. It will be issued by 
Gas. 


No. 8513. Corporate Aircraft Mar- 
ket. 

American Aviation will publish 
this report July 15 on types of 
corporations owning their own air- 
craft and data on operating and 
equipment expenditures. 


No. 8514. Data on Electroplating 
Industry. 

This booklet will analyze equip- 
ment and material requirements 
and give other information on the 
electroplating field. Ready by 
June, it will be issued by Plating. 


No, 8515. Irons and Steels Market 

Survey. 

A study of U.S. hardgoods man- 
ufacturing plants as markets for 
the carbon, low alloy, high alloy 
and stainless steels and for gray, 
ductile or modular, malleable and 
wrought iron. All data is broken 
down by form of the metal and 
by industry in which used. Materi- 
als & Methods will publish it 
June 15. 


No. 8516. Nonferrous Metals Mar- 


ket Study. 
A report, available June 15, of 
U.S. hardgoods manufacturing 


plants as markets for 15 principal 
nonferrous metals including the 


No. 8517. Fabricated Materials, 

Parts and Shapes Market Study. 

A study of U.S. hardgoods man- 
ufacturing plants as markets for 
26 principal types of fabricated 
materials, parts and shapes. It cov- 
ers castings, forgings, headed 
products, stampings, extrusions, 
spinnings, tubing, metal powder 
parts, etc. The breakdowns indi- 
cate whether ferrous or nonferrous 
and indicate industry in which 
used. It will be made available 
June 15 by Materials & Methods. 


NOTE: Most items here are avail- 
able without charge, but not all. 
Those requesting material which 
bears a price will be billed at the 
stated price by the publishers. 


No. 9000. Meet the Surgeon. 

The American Journal of Sur- 
gery offers this folder, which 
shows age groups, type of practice 
(general surgery and specialties) 
and reader and subscriber prefer- 
ences. 


No. 9001. Who Selects School Ma- 
terials? 

This folder, published by Amer- 
ican School Publishing Corp., re- 
prints a study by The School Ex- 
ecutive, in which school superin- 
tendents report on the way their 
schools investigate, select, specify 
and buy. The study covers 15 ma- 
jor product classifications and 
deals with products required for 
building and equipping of new 
schools and the operation and 
maintenance of existing schools. 


No. 9002. The School Executive— 
School Equipment News. 
Market and media data follow- 
ing the standard NIAA outline are 
contained in this brochure issued 
by The School Executive-School 
Equipment News. 


No. 9003. Where Do School Buyers 

Look for Product Information? 

School and college administra- 
tors and buyers report on the 
sources they consult when seeking 
product information on building 
materials and equipment for their 
schools. Issued by American School 
and University. 


No. 9004. Annual Survey of Educa- 
tional Building. 

This is an analysis of public 
school, private school and college 
building starts of the past year, by 
‘region, type of building and cost, 
‘including number of educational 
| buildings and dollar volume in all 


Issued by The 


Will include the installations in | lead, nickel and titanium. The data | School Executive-School Equip- 
1954 of diesel electric locomotives | will show the form in which metals’ ment News. 


by individual roads, types, horse- 


power, name of builder, etc. Price forgings, castings, and extrusions No. 
to be announced. Will be pub- and by industry in which used. 


lished in June by Railway Age. 


_are purchased, as strip, sheet, wire, 


Publisher is Materials & Methods. 


9005. Which Schools Used 
Whose Products? 


This provides an analysis of ma- 


terials and equipment used in 
school buildings entered in the 
School Executive annual competi- 
tion for better school design, as re- 
ported by the architects. Under 23 
product classifications, the study 
lists manufacturers and the schools 
in which their products are used. 
Issued by The School Executive- 
School Equipment News. 


No. 9006. A Survey Report on 
School Teacher Buying Habits 
Concerning School Supplies and 
Equipment. 

The Instructor has published this 
report on how 1,306 teachers buy 
and requisition school purchases. It 
covers most items used in the 
classroom, shows where funds are 
secured for such purchases, use of 
catalogs, amount done by mail 
order. 


No. 9007. A Report on a Teacher 

Travel Survey. 

This folder, issued by The In- 
structor, contains a survey report 
on how, when and where school 
teachers travel. It gives informa- 
tion on length of vacation travel, 
expenditures, and proposed future 
travel. It also gives information on 
educational travel and sabbatical 
leaves. 


No. 9008. Youth Looks Ahead. 

This is a report from more than 
44,000 high school boys and girls, 
aged 14-18. Future career choices, 
companies considered outstanding 
in major industries and businesses, 
and impressions of advertising 
principles are some of the details 
shown. Published by Scholastic 
Magazines. 


No. 9009. Third (1955) Brand Rec- 
ognition Study. 

This reports a survey of brand 
preferences of about 1,000 busi- 
ness teachers, covering 18 items of 
office equipment and supplies in- 
cluding adding machines, type- 
writers, duplicators, carbons and 
ribbons, pens, ink, etc. Both 1951 
and 1953 are included in the re- 
port. Issued by Business Education 
World. 


No. 9010. School Enrollment Score 
Card. 

The Instructor offers statistics 
on the school market, showing 
comparison of elementary and sec- 
ondary schools, number of pupils, 
number of classrooms and projec- 
tion of statistics to 1960. 


No. 9011. Toiletries and Cosmetics. 

American Journal of Nursing 
has issued this report on the buy- 
ing habits of registered nurses as 
they pertain to toiletries and cos- 
metics. The study covers first and 
second choice preferences, shows 
reasons for choices, annual vol- 
ume of purchases and average unit 
price paid for the products. 


No. 9012. Foundation Garments. 

This is a report on the brand 
preferences of registered nurses 
relative to their purchases of gir- 
dles, corsets and brassieres. First 
and second choices are listed, with 
number of annual purchases, av- 
erage prices, etc. Issued by Amer- 
ican Journal of Nursing. 


No. 9013. Nurses’ Hosiery. 

This is a study of brand prefer- 
ences of registered nurses in their 
purchase of white duty hose and 
regular dress hosiery. It covers 
price range, volume of annual pur- 
chases and first and second 
choices, with reasons why. Issued 
by American Journal of Nursing. 


No. 9014. Nurses’ Watches. 
American Journal of Nursing 
has issued this study of brand 


preferences of registered nurses. 


regarding purchases of duty and 
dress watches. The report covers 
first and second choices, average 
prices paid, source of supply and 


nurses’ criteria for the require- 


ments demanded of a professional 
time piece. 


Advertising Age, May 16, 1955 


No. 9015. Writing Instruments. 

This American Journal of Nurs- 
ing release covers brand prefer- 
ences of registered nurses with re- 
spect to writing instruments. The 
report covers first and second 
choices, reasons why, preferences 
for ball point and fountain pens, 
and criticisms of products cur- 
rently available. 


No. 9016. Nurses’ Shoe Polishes. 
Here are two studies combined 
to show brand preferences of reg- 
istered nurses regarding their pur- 
chase of white duty polishes and 
dress shoe dressings. First and 
second choices are shown, with 
reasons why, requirements of 
nurses for an acceptable white 
polish, and specific criticisms of 
current products in the field. 


No. 9017. Hospital 
Rooms. 

Hospitals, journal of the Ameri- 
can Hospital Assn., has issued this 
booklet of information concerning 
the organization, operation, re- 
sponsibility, equipment listing and 
estimates as to size, character and 
projections of this market. 


No. 9018. Hospital Food Service. 
A report on the special patterns 
of hospital food service influencing 
sales of food and food equipment. 
Issued by Hospitals, journal of the 
American Hospital Assn. 


Operating 


No. 9019. The Hospital Pharmacy, 
a Guide for Marketing and 
Sales. 

This booklet of information, 
valuable to the marketer of hospi- 
tal items, gives facts on size, char- 
acters extent, and projections and 
trends. Issued by Hospitals, jour- 
nal of the American Hospital Assn. 


No. 9020. The Hospital Business 
Office. 
Hospitals offers this study of 
business office procedures and 
equipment requirements. 


No. 9021. Purchasing Study. 

A spot check on hospital pur- 
chasing, volume and procedures 
has been released by Hospitals. 


No. 9025. The Race to Design. 

The story of what’s happening 
in the multi-million dollar inter- 
iors markets, how professional 
designers are buying in great 
quantity for new buildings going 
up, and for acres of interiors 
being redesigned and furnished. 
Issued by Interiors. 


SOON TO BE PUBLISHED 


No. 9022. Administrators Guide. 

Hospitals’ Administrators Guide 
issue, to be published in August, 
will carry data about hospitals, and 
complete listings of all hospitals, 
and a statistical picture of total 
hospital operation in the U. S. 
Regular copies will be $1.50; hard- 
bound copies, $10. 


SORRY! 


Because of the 
vast volume of 
market data 
information 
in this issue 
the usual features, 
such as 
‘Creative Man’ 
and ‘Salesense 
in Advertising,’ 
have been omitted. 
They will all 
be back 
next week. 
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Du Pont, General Electric Capture 
Three Toppers Apiece at NIAA Meet 


Putman Award Goes to 
Armour; McGraw-Hill 
Cites Chicago Chapter 


WASHINGTON, May 10—E. I. du 
Pont de Nemours & Co. and Gen- 
eral Electric Co. took three Top- 
pers awards apiece, to head the 
list of winners in four contests 
traditionally sponsored by the Na- 


NIAA Meeting 


tional Industrial Advertisers 
Assn. The awards were made 
known here yesterday by John M. 
Clampitt, Aluminum Co. of Amer- 
ica, who served this year as chair- 
man of NIAA’s awards administra- 
tive committee. His announcements 
came as part of the program of the 
annual meeting of members, which 
opened the association’s three-day 
conference. 


= A total of 47 prizes—19 more 
than last year—were listed in the 
Toppers contest for outstanding 
industrial advertisements. This 
year, two winners and two honor- 
able mentions were awarded in 
each of 13 classifications. 

In this list which follows, the 
first grouping in each category 
covers companies with gross an- 
nual corporate sales of less than 
$10,000,000, while the second 
grouping consists of winners in 


different 
because it is a 
specialized 
magazine serving 
the snecialized 
needs of a big 
specialized field .. 
send for market 
story, sample copy 


HAYWOOD PUBLISHING CO. 


a 22 E. HURON ST. 


CHICAGO 11, ML. 


the group of advertisers whose 
business totals more than $10,000,- 
000: 


e@ For introducing a new product or 
product feature— 

Selas Corp. of America (A. E. Aldridge 
Associates), winner; honorable mention: 
A. B. Chance Co. (Arthur R. Mogge Inc.). 

E. I. du Pont de Nemours & Co. (Batten, 
Barton, Durstine & Osborn), winner; 
honorable mention: Hercules Powder Co. 
(Fuller & Smith & Ross). 


@ For introducing an element of “news” 
into an established product— 
No entries by smaller companies. 
Wolverine Tube division, Calumet & 
Hecla (Gray & Kilgore), winner; honor- 
able mention: LeTourneau-Westinghouse 
Co. (Andrews Agency). 


e@ For creating brand preference— 
Sanymetal Products Co. (Lee Donnelley 
Co.), winner; honorable mention: Amer- 
ican Thread Co. (J. B. Rundle Inc.). 
Carboloy Dept., General Electric Co. 
(Brooke, Smith, French & Dorrance), 
winner; honorable mention: LeTourneau- 
Westinghouse Co. (Andrews Agency). 


@ For suggesting new applications— 

Sciaky Bros. (Russell T. Gray Inc.), 
winner; honorable mention: Elwell-Park- 
er Electric Co. (Bayless Kerr Co.). 

Kaiser Aluminum & Chemical Corp. 
(Young & Rubicam), winner; honorable 
mention: Black & Decker Mfg. Co. (Van 
Sant, Dugdale & Co.). 


@ For creating acceptance or demand for 
a basic material or component or acces- 
sory on the part of the end-user— 

George W. Borg Corp. (E. R. Hollings- 
worth & Associates), winner; honorable 
mention: none. 

Armour & Co., industrial soap depart- 
ment (Foote, Cone & Belding), winner; 
honorable mention: E. I. du Pont de 
Nemours & Co. (BBDO). 


@ For promoting a line of related prod- 
ucts— 

Patent Scaffolding Co. (Glenn-Jordan- 
Stoetzel), winner; honorable mention: 
Schutte & Koerting Co. (Harris D. Mc- 


Kinney Inc.). be 
General Electric Co. (G. M. Basford 
Ce.), winner; honorable mention: Key- 


stone Steel & Wire Co. (F&S&R). 


@ For acquainting the market with the 
company’s qualifications as a source of 
supply— 

E. D. Bullard Co. (Wank, Lougee, Mc- 
Donald & Lee), winner; honorable men- 
tion: Fenwal Inc. (James Thomas Chirurg 
Co.). 


General Electric Co. (G. M. Basford 


Co.), winner; honorable mention: Le- 


Carney 


Godwin 
Hurley 


GEORGIA REPRESENTATIVES—Here are the newly elected officers of 
the Atlanta chapter of the American Assn. of Newspaper Repre- 
sentatives: Thomas Hurley, Burke, Kuipers & Mahoney, president: 
Robert Carney, Story, Brooks & Finley, secretary; William Godwin, 
Ward-Griffith, v.p., and Edward Hale, Inland Co., treasurer.. 


| 


| 


Tourneau-Westinghouse Co. 
Agency). 


(Andrews 


@ For creating good will for the company 
and/or its salesmen and distributors— 

New York Belting & Packing Co. 
(Fletcher D. Richards Inc.), winner; 
honorable mention: none. 

E. I. du Pont de Nemours Co. (BBDO), 
winner; honorable mention: General Elec- 
tric Co. (G. M. Basford Co.). 


@ For advertising to “middle men”— 
American Tractor Corp. (Andrews 
Agency), winner; honorable mention: A. 
B. Chance Co. (Arthur R. Mogge Inc.). 
United States Steel Corp. (BBDO), win- 
ner; honorable mention: Thomas & Betts 
Co. (G. M. Basford Co.). 


@ For 
leads— 

Lewis-Shepard Products Co. (Horton- 
Noyes Co.), winner; honorable mention: 
none. 

E. I. du Pont de Nemours Co, (BBDO), 
winner; honorable mention: Detrex Corp., 
dry cleaning division (Gray & Kilgore). 


developing inquiries for sales 


@ For small-space advertising— 

Fetter Printing Co. (no agency), winner; 
honorable mention: Symons Clamp & Mfg. 
Co. (Marsteller, Rickard, Gebhardt & 
Reed). 

Delta Power Tool division, Rockwell 
Mfg. Co. (Marsteller, Rickard, Gebhardt 
& Reed), winner; honorable mention: A. 
M. Byers Co. (Ketchum, MacLeod & 
Grove). — 


e@ For product bulletins— 

National Engineering Co. (Russell T. 
Gray Inc.), winner; honorable mention: 
Sloan Valve Co. (Reincke, Meyer & Finn). 

Columbia Southern Chemical Corp. 
(Ketchum, MacLeod & Grove), winner; 
honorable mention: Pittsburgh Corning 
Corp. (Ketchum, MacLeod & Grove). 


e@ For product catalogs— 

Cambridge Wire Cloth Co. (Emery Ad- 
vertising Corp.), winner; honorable men- 
tion: Canadian Line Materials (Akehurst 
Printing Co.). 

Ladish Co. (Cramer-Krasselt Co.), win- 
ner; honorable mention: American Optical 
Co. (Baldwin, Bowers & Strachen). 


|D MINISTRATION 


oe 


R of 1955 AWARD of MERIT 


¥ 


_@ First prize of $2,500 in the com- 


Co’s first place award and $1,000 
went to Chicago Industrial Adver- 
sers Assn., with Industrial Mar- 
keters of New Jersey named for 
second prize and $500. Honorable 
mentions were presented to North 
Texas chapter and to Eastern In- 
dustrial Advertisers, the associa- 
tion’s Philadelphia chapter. 


s Sponsored by the Technical 
Publishing Co.,,of Chicago, the an- 
nual competition for chapter pub- 
lications was won by “Copy,” pub- 
lication of Chicago Industrial Ad- 
vertisers Assn., with second place 
going to “The Reporter,” of the 
Cleveland chapter. 

Chapter prizes of $500 and $250 
respectively were accompanied by 
presentations of gold watches to 
the two editors, James R. Williams, 
Signode Steel Strapping Co., and 
George Kilbride, of Bayless Kerr 
Co. 

Honorable mentions in this com- 
petition went to “Tips,’”’ published 
by Industrial Advertisers of New 
York, Joseph C. Moore, copy serv- 
ice, editor; and “Tomahawk,” pub- 
lished by the Albany, N. Y., chap- 
ter, Bob Russell, Tyconium Co., 
editor. 


A traditional award for “great- 
est increase in net membership,” 
usually announced at the national 
conference, will be made public 
next month. This change in proce- 
dure results from an advance in 
the date of the conference this year 
to a time prior to the close of the 
association’s fiscal year. 


= Winners in Industrial Market- 
ing’s 17th annual business paper 
editorial achievement competition 


| petition sponsored by the Putman 
Publishing Co., Chicago, for dem- 
onstrating that “industrial adver- 
tising is an integral and indispen- 
| sable part of effective selling to 
| industry,” went to Armour & Co. 
|The $1,500 second place award 
wes won by Pittsburgh Corning 
Corp., and the third prize of $1,000 
| was awarded to the Aluminum Co. 
|of America. 

| An honorable mention in the 
| Putman contest was won by Amer- 
|ican Tractor Corp., which re- 
ceived a citation for its achieve- 
ment, as did the three prize-win- 
ners and the following runners- 
up: Aluminum Co. of America, A- 
P Controls Corp., Hercules Powder 
Co., Spang-Chalfant division of 
National Supply Co., Westinghouse 
Electric Corp., and Wyandotte 
Chemicals Corp. 


® For outstanding NIAA chapter 
_achievement during the past 12 
i'months, McGraw-Hill Publishing 


are on display with the prize win- 
| ners listed above. (See story on 
fa 2.) 
| German Directory Available 
Der Leitfaden fur Presse und 
| Werbung, a comprehensive direc- 
tory of newspapers, magazines and 
‘advertising services in West Ger- 
_many, is now available in the U. S. 
‘It contains circulation and rate 
‘figures for all German publications 
and it has a catch-word index in 
'English. It can be ordered, for $5, 
‘from Business Publications, Box 
'154, Mamaroneck, N. Y., a sub- 
scription agency specializing in 
foreign periodicals. 


PRSA Adds Two Chapters 


With the addition of a Connecti- 
cut Valley and a central Texas 
‘chapter, the Public Relations Soci- 
ety of America has brought its 
total chapter membership to 28 


Poe eS es Re AP Ee I ae 2 


; 129 


Radio Ad Bureau Names 


‘Kimble Head of Local Sales 


The Radio Advertising Bureau, 
New York, has created a new local 
sales and services department and 
named R. David Kimble as direc- 
tor, effective May 15. James Baker 
will succeed Mr. Kimble as assist- 
ant director of local sales and serv- 
ice, also effective May 15. 

The department will have tour 
main projects: (1) expansion of 
sales committee presentation plans, 
(2) developing campaigns for new 
local radio advertisers, (3) super- 
vision of twice-yearly local sales 
clinics and (4) increased soliciting 
of chain store business. 


Carling Names Liller, Neal 


Carling Brewing Co., Cleveland, 
has appointed Liller, Neal & Battle, 
Atlanta, to handle Carling’s Black 
Label beer account in a seven-state 
southeastern area. Liller also will 
handle regional public relations 
activities for Carling’s, working in 
cooperation with Nelson B. Moore 
& Associates, Cleveland. 


Beckner Photo Service 


Oak Balloons 


Draw Crowds 
3,800 At Bank Opening 


No wonder 3,800 potential cus- 
tomers in Newport Beach, Califor- 
nia, jammed the Newport Balboa 
Savings & Loan on opening day. 
With these cute “Savettes” doling 
them out, 2,500 helium filled bal- 
loons were given away. Balloons 
sure can sell for you — whether 
it’s merchandise or service — 
whether by giveaways, premiums 
or displays. 


And for quality balloons—bal- 
loons that blow up bigger, stay big 
longer —for the largest variety 
and color selection, try Oak Toy 
Balloons—sure-fire for a low cost 
promotion. 


With or without your imprint 
we have the right balloon for 
your particular promotion. Send us 


the detail 
e details 
== a 
ke 


today. 
‘The OAK RUBBER Co 


‘ groups. 


220 Sycamore Ravenna, Ohio 
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Ford Overseas 
Nears $1 Billion 
Mark: Donaldson 


New York, May 10—Optimism 
about expanding overseas markets | 
was the keynote of the one-day an- | 
nual meeting of the International 
Advertising Assn. last week. 

A series of speakers, including 
J. Walter Thompson Co.’s Arno H. 
Johnson and McCann-Erickson’s | 
Marion Harper Jr., emphasized 
the new opportunities abroad for 
American companies. 


= Dr. Carlos Davila, secretary 
general of the Organization of 
American States and former pres- 
ident of Chile, addressed the 
luncheon and warned the as- 
sembled admen that foreign mar- 
kets are now “vital” to the U. S. 

“You must realize that the pro- 
duction capacity of this country 
is already exceeding national de- 
mand,” he said, “and will continue 
to exceed it by a growing margin. 
For that reason, foreign markets 
ure indispensable for an expanding 
economy.” 

Dr. Davila rejected the theory 
that “an industrialized Latin 
America might »ecome a poorer 
market for U. S. goods. Take the 
case of Canada,” he said. “It be- 
came customer No. 1 of this coun- 
try precisely when it was indus- 
trialized, with the aid of American 
capital.” 

Pointing out that the Latin 
American market is growing rap- 
idly, Dr. Davila said: “Your cli- 
ents should soon realize that the 
$280,000,000 they are now spend- 


MERGER PRINCIPALS—New York’s Hotel Plaza was again the scene of 
the International Advertising Assn.’s annual convention. Two of the 
most sought-after men at the one-day meeting were Arthur A. Kron 
(left), exec. v.p. and treasurer of Gotham Advertising Co., and 
Irwin A. Vladimir, president of Irwin Vladimir & Co. The Gotham- 
Vladimir merger (AA, May 9) was announced at the convention. 
Messrs. Kron and Vladimir will have the same titles in the new 


agency. 


Wienholtz 


Patterson Kendall Wallace 

INTERNATIONAL ADMEN—Conferring around a coffee table are four 
newly elected officers of the International Advertising Assn.: 
Harold E. Wienholtz, account executive, Young & Rubicam’s inter- 


Changing Retail 
Picture Worries 
Promotion Men 


(Continued from Page 2) 
and art service. 

Also on the plus side was the 
“Newspaper Promotion Primer,” 
a 124-page guidebook published 
by the NNPA and written and 
edited by 14 of its members. In- 
tended as a “do-it-yourself guide 
to promotion,” the new primer was 
developed as a direct response to 
the continual creation of new 
newspaper promotion departments 
around the country. Covering 13 
different aspects of promotion, the 
book is available at $3 a copy from 
Frank Knight, Daily Gazette, 
Charleston, W. Va. 


= On the problems side, two 
matters seemed to be weighing on 
the promotion men: 

1. Radio and tv stations were 
continuing to make serious inroads 
on the newspapers’ local retail 
advertising business. 

2. The trend toward “suburb- 
anism” in retail shopping habits 
is advancing without much organ- 
ized opposition from “downtown.” 

Wilson Condict, advertising di- 
rector of the St. Louis Globe-Dem- 
ocrat, started discussion on the 
first point when he reported that 
in the past year there has not 
been much retail movement into 
radio-tv—except that the auto 
dealer associations “have co-op 


money to spend, and are spending 
it on tv.” 
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organizations are few; even fewer 
have weapons that will slow the 
tide.” 

Only 13 of the 30 survey cities 
have established budgets to com- 
bat the suburban retail shift, and 
“most of these are too small to do 
much of a job,” he reported. “4 

“One city of more than a quar- 
ter-million (and a high living 
standard) has a paltry $5,000 
budget. One of our four largest 
cities, on the other hand, raises 
$200,000 a year to maintain the 
prestige and appeal of downtown 
shopping,” Mr. Stolpe said. 


= “You don’t have to look very 
hard to see the stake of news- 
papers in the trend toward sub- 
urbanism,” he continued. “Shop- 
ping center merchants, generally 
speaking, are putting the bulk of 
their advertising dollars into 
handbills, neighborhood weeklies 
and direct. mail.” 

As a result, the proportion of 
retail newspaper advertising lin- 
age to retail sales in one city of 
under 250,000 has decreased 20% 
from 1945 to 1954, Mr. Stolpe said. 

He urged newspaper men to get 
behind the downtown retailers 
and “help loose groups get more 
closely knit.” 


# Arthur Keeney, promotion man- 
ager for the Canton Repository, 
supported Mr. Stolpe’s case by 
citing a survey of shopping habits 
in Canton’s two suburban shop- 
ping centers—done in response 
to a move by one of them to de- 
velop a neighborhood newspaper. 

Among other things, the study 
found that numbers of people 
were driving 30-40 miles, and by- 
passing cities of up to 35,000 pop- 
ulation, in order to shop at Can- 


7 : : mr : ton’s suburban’ centers, Mr. 
ing on ee mp as national division, secretary; Jere Patterson, promotion manager, gp anges Masco ogg Reo Keeney said. 

are as inadequate as the horse anc) 1 ife International, president; George E. Kendall, ad ma , In- . — i 
buggy or the kerosene lamp would i coer ee 9 . “ sem ph challenged this, saying that “in George W. Hicks, circulation 


be in your daily life today.” 


= The $280,000,000 figure men- 
tioned by Dr. Davila actually re- 
ferred to estimated expenditures 
in 1953. International advertising 
by U. S. companies is believed to 
have crossed the $300,000,000 mark 
last year, and a survey released 
at the convention reported that 
“94% of executives in companies 
advertising internationally say 
their export advertising volume in 
1955 will equal or exceed 1954.” 

It was noted at the meeting that 
American selling overseas is more 
and more taking the route of local 


manufacturing facilities. Because 
of the scarcity of dollars, foreign 
American 
manufacturers to set up subsidiary 
plants. Colgate-Palmolive Co. is 
opening its eighth Latin American 
plant, in Lima, Peru, this year. 
Monsanto Chemical Co. is doubl- 
ing its 15,000-acre plant in Mexi- 
many American 
companies, particularly office ma- 
chine makers, have gained access 
to markets by establishing local 


governments prefer 


co. In Europe, 


plants. 


= Ben R. Donaldson, director of 
institutional advertising, Ford Mo- 


tor Co., announced at the conven- 
tion a new world-wide ad cam- 
paign, beginning in June, to re- 


establish the Ford name. Report- | 


ing that Ford’s overseas business 


now is approaching $1 billion, Mr. | 


Donaldson said that in recent 


years—because of war, rationing 


and shortages—some of the luster 


of the Ford name “has been al- 


lowed to fade—by disuse.” 


Mr. Donaldson said Ford now 


ternational General Electric Co., 1st v.p., and George W. Wallace, 
director of advertising promotion, Reader’s Digest International 
Editions, 2nd v.p. ‘ 


your money in any Ford-built 
product,” the copy will say. 

Mr. Donaldson emphasized that 
this campaign is “by no means in- 
stitutional.” It is designed, he said, 
to build product reputation and to 
sell products. J. Walter Thompson 
Co. is the Ford agency. 


s William L. Cunliffe, president, 
Standard Brands _ International, 
commented on figures showing 
that when American companies 
advertise overseas, they spend a 
smaller proportion of their sales 
on advertising than they do in the 
domestic market. 

“It seems pretty much a case 
of wishful thinking,” he said, “to 
expect the advertising dollar to go 
further overseas than in the U. S. 
market, when in innumerable cas- 
es in consumer goods classifica- 
tions, centuries-old dietary and 
health practices must be changed 
before mass purchasing of the 
product can be realized.” 

A report on trends in industrial 
advertising overseas was given by 


Carl W. Linscheid, export mana- 
ger, Fairbanks, Morse & Co. Mr. 
Linscheid said Fairbanks, Morse 
is now “leaning away from trade 
papers and toward more general 
media” to reach a wider audience. 

He also reported that the bal- 


|ance in the company’s ad budget 


is swinging away from the New 
York published media for over- 
seas distribution, in favor of for- 
eign publications. The two reasons 
he cited for this shift were: (1) 
The foreign books are improving 
their standards and (2) “We like 
to advertise in the same pages 
with our foreign competitors.” 

Mr. Linscheid also made a plea 
for more intelligent foreign ad- 
vertising. He said: “Let’s not be- 
little the intelligence—or the hope, 
or the ambition—of the new mass 
markets which American adver- 
tisers can and will develop. Let’s 
not advertise ‘down’ to them in a 
jungle of cheap printing, question- 
able translations and misfit adap- 
tations of our domestic advertise- 
ments.” 


all markets, radio stations are tak- 
ing in a large amount of retail 
advertising, especially from the 
small retailers.” 

He reported on a Journal pro- 
gram in which locally-sponsored 
radio and tv programs are checked 
by a simultaneous phone survey 
to see how many “listeners” are 
actually listening. Retailer-spon- 
sors are brought in to listen in as 
the calls are concerning their pro- 
grams. and a_ cost-per-thousand 
sales pitch is then made on the 
basis of the results—plus the spon- 
sor’s revealed figures on how 
much he has been spending for 
the show. 

Other promotion men said their 
papers are conducting or planning 
similar surveys to find out who’s 
listening to local radio and tv, and 
how much is being paid for it. 


® Bert Stolpe, promotion manager 
of the Des Moines Register & Trib- 
une, provoked discussion of the 
suburban retail drift when he re- 
ported on a survey he conducted 
of downtown retail activity in 30 
major and middle-size markets 
across the country. Mr. Stolpe 


found that “effective downtown 


manager of the Pittsburgh Post- 
Gazette, raised one further prob- 
lem for the promotion men when 
he warned them that “the nickel 
newspaper is on the way out.” 

“For those who think otherwise, 
there are the all-too-frequent ex- 
amples of suspended publications 
and unwelcome mergers,” he said, 
adding that promotion men will 
be called on to play a big role in 
selling readers on the price 
change. 


Gas Account to O’Rourke 

Coldiron & Peeples Oil Co., Red- 
wood City marketer of “Lucky 7” 
gasoline, has named John O’- 
Rourke Advertising, San Francis- 
co, to develop a campaign of ad- 
vertising and promotion for its 
chain of service stations in North- 
ern California and Oregon. The 
O’Rourke agency also has been ap- 
pointed to direct public relations 
for the Central Eureka Corp. of 
San Jose. 


Herb Nelson Moves 
Herb Nelson & Co. has moved to 


new offices in San Francisco at 461 
Market St. 


feels it is time to promote its name 
vigorously in the international 
market. Four-color spreads will be 
run in international media fea- 
turing “the world-wide Ford com- Dykes 
P a aaetee of ads will be used to | REFRESHER Courste—Among those present at a well-attended NNPA con- 
point out that Ford sells 619 dif- vention cocktail party were the newspaper promotion men and guests 
ferent models of cars, trucks and | Shown above. At left: Ray Dykes, classified advertising manager, 
tractors in 87 countries. “Where-| Westchester County Publishers, and president of the Assn. of Classi- 
ever you live—you get more for| fied Advertising Managers, and Clarence Harding, South Bend Tri- 


Barker Ryan 


bune. Center: Ed Reap, Los Angeles Times; Rudy Marcus, Daily 
Press, Riverside, Cal.; Dave Henes, Phoenix Republic & Gazette. At 
right: Mel Barker, Chicago Sun-Times, and Tim Ryan, Printing Ink 
Division of Interchemical Corp., New York. One hundred and fifty 
members of the NNPA were at the meeting. 
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National Advertised Brands Popular 
in 20-Market Brand-Preference Study 


(Continued from Page 3) 
20 markets are: 
Crisco (all-purpose _ shorten- 
ings); Kellogg’s corn flakes (cold 


breakfast cereals); Hormel’s Spam. 


(canned luncheon meats); John- 
son’s products (paste floor wax); 
Johnson  (self-polishing floor 
wax); Spic and Span (products for 
linoleum and tile floors); Spic and 
Span (products for painted walls 
and woodwork); Ajax (powdered 
scouring cleansers); Pond’s (facial 
cream); Gillette (safety razor 
blades); Kleenex (facial tissues). 


® Brands with first-place prefer- 
ence in 19 of the 20 markets are: 

Gerber (strained baby foods); 
Maxwell House (instant coffee); 
Scot (paper napkins); Jell-O 
(dessert powders for puddings); 
Tide (products for household laun- 
dry); Palmolive (brushless shav- 
ing cream). In one _ market, 
Modesto, Palmolive is tied for first 
place with its sister shaving cream, 
Colgate. 

Brands holding first place in 8 
markets are: 

Gerber (chopped baby foods); 
Puss ‘n’ Boots (cat food), this 
product tied for first place in 
Honolulu with Calo; Reynolds 
(aluminum foil); Air Wick 
(household deodorizers). 

Many other brands held first 
place in preference in more than 
half of the markets covered, up to 
17. 


® In addition to showing brand 
preferences, percentage of users 
in each product classification 
among the 50,000 families polled 
is shown. Most products show little 
change in percentage of users in 
1955 over 1954. 

In two product categories, how- 
ever, notable increases in usage 
are shown for almost every mar- 
ket. These two categories are (1) 
frozen chicken pies, turkey pies or 
turnovers, and (2) frozen beef pies 
or turnovers. In many markets, 
usage of these products has 
doubled, and in some it has even 
tripled and quadrupled. 

Some piquant variations in food 
preferences are shown in the 20- 
market study. For example, canned 
tuna is slightly more popular in 
seaboard cities than in inland 
cities. Percentage of users in sea- 
board cities shows canned tuna 
used by 91.8% of the Seattle re- 
spondents; Portland, Ore., 93.8%; 
Long Beach, 91.3%; San Jose 
95.8%; Honolulu, 97.5%; Portland, 
Me., 77.5%, and Washington, 
88.6%. In such inland cities as 
Cincinnati, 66.8% used canned 
tuna; 68.6% in Indianapolis; 
Milwaukee, 79.9%; Omaha, 77.9%; 
Columbus, 76.7%. 


® Contrariwise, uncooked frozen 
fish was more widely used in 
inland cities than in seaboard 
cities. Users in inland cities were 
46.4% in Columbus; 33.2%, Cincin- 
nati; 50.7%, Indianapolis; 47.5%, 
Omaha. But in seaboard cities, 
users were 10.6% in Portland, 
Me.; 10.9%, Seattle; 15.9%, Port- 


land, Ore.; 31.3%, Long Beach; 
245%, San Jose, and 23.1%, 
Honolulu. 


The most universally used food 
is evidently sugar. In all 20 mar- 
kets, 99% or more of the respon- 
dents reported they used sugar. 
Most popular brand of sugar in 
this report is C&H, with 11 first 
p_aces, mostly in the western mar- 

\kets. Jack Frost has three first 
i places, Domino and U.&I., two first 
places each, and Revere and God- 
» chaux, one first place each. 

©. Soap products also seem to have 


"* 


reached universal acceptance. Us- 


mge ranges from 99.1% in one mar- | 


in four markets for soaps used for 
fine fabrics. 


® The study also reveals that 
pet ownership—cats and dogs— 
is a much more popular pastime 
in the western states, and especial- 
ly in California, where evidently 
_the weather makes it easier to live 
graciously, spaciously and with 
animals. 

_ All the 20 markets represented 
in this consolidated report have 
put out their own individual re- 
ports. These separate reports in- 
clude more detailed information 
for each market. 

ADVERTISING AGE has already 
reported on three of these indivi- 
dual reports: the Milwaukee Jour- 
nal and Omaha World-Herald 
(AA, April 18) and the Washing- 
ton Star (AA, March 28). 


Revion Asks 
Coty for $500,000 
in Countersuit 


(Continued from Page 3) 
the Coty suit is “fraudulent in 
purpose and design” and instituted 
“with the intent to deceive the 
public at large and the distributors, 
dealers and consumers” with whom 
Revlon does business. 

Coty did not ask for monetary 
damages, saying it was only inter- 
ested in an injunction. But Revlon 
is presenting a counter-claim for 
$500,000 in damages, as well as 
for an injunction to stop Coty 
from making these allegations and 
from promoting its lipstick as “an 
entirely new type.” 

Revlon denies that it never used 
this campaign idea prior to March 
8 of this year, as charged by Coty. 
Also denied is the Coty allegation 
that Revlon’s advertising for its 
lipstick was false and misleading 
because the product “is the same 
lipstick, without any change in 
formula, which defendant Revlon 
has been selling for years.” 


= The claim for $500,000 is based 
on the charge that Coty’s ad cam- 
paign and court suit have done 
Revlon “great harm.” The Revlon 
reply particularly cites Coty’s at- 
tempt to give its suit “nationwide 
publicity and circulation by state- 
ments and reports to newspapers, 
trade papers and publications.” 

Revlon says all this was done 
by Coty with the intention of “de- 
stroying the business and good 
will” of Revlon. 

The reply to the Coty suit was 
filed on behalf of Revlon and CBS. 
Weintraub is using separate coun- 
sel. Next step in the litigation will 
be pre-trial examinations. 


Transfilm Reorganizes 
Transfilm Inc., New York, has 
reorganized its structure and set 
up three autonomous film produc- 
tion divisions. Robert Klaeger, 


Lowendahl, exec. v.p., takes charge 
of all industrial motion pictures 
and special projects and v.p. Pud 
Lane is head of the slidefilm divi- 
sion. 


Miles Labs Buys ‘John Daly’ 
Miles Laboratories Inc., Elk- 
hart, Ind., will sponsor the Mon- 
day, Wednesday and Friday seg- 
ments of “John Daly & the News” 
over the American Broadcasting 
Co. television network, 7:15-7:30 
|P-m., EDT, starting July 4. Alka- 
Seltzer and One-A-Day Brand 


= to 100% in seven markets for| vitamins will be advertised. Geof- 
. oaps used in washing dishes, and|frey Wade Advertising, Chicago, 


from 98% in one market to 100% | 


is the Miles agency. 


v.p., will head the television com-| 
mercial production division. Walter | 


Brown & Bigelow Sales High 


highest mark in the company’s 59-|figure includes income from the 
Sales for Brown & Bigelow, St. year history, according to the an-| advertising alt 
Paul, reached $5,686,357 in, 1954,/nual report released here. The|tion’s nine subsidiaries. 
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specialties organiza- 


there's real SALES POTENTIAL in the 
Hammond-East Chicago ‘Dual-City’ Market! 


AND HERE ARE SOME 
FIGURES TO PROVE IT: 


1954 Retail Sales ...-...-..- $197,274,000 
Redes se ws te 45,810,000 
OOS Sa 16,411,000 
SE a 4,735,000 
Pe a ae 23,254,000 
Apparel 2. se eee ee ees 14,390,000 
Home Furnishings .-.----- 10,955,000 
pS ran ae 39,942,000 
Filling Station... +--+ +s 9,120,000 
Bldg. Mat. & Hdwe. . . .- ~~. 13,013,000 
Consumer Spendable Income . . . 304,232,000 


Source 1955 Consumer Market 


Represented by: BURKE, KUIPERS & MAHONEY, Inc. 


“Could you spare a few pennies to combat 
the forces of communism ?” 


Reprinted by courtesy of the Wall Street Journal 


For a few pennies a line... 


the ROME DAILY AMERICAN does not only “Combat the 
Forces of Communism” in Italy and the Middle East but offers 
the advertiser the richest market in Europe. 

The ROME DAILY AMERICAN 
Language Newspaper printed in Italy and its circulation 
It also reaches readers in most of 
the nations of Southern Europe and the Middle East. 


1. In 1954 — 581,000 Americans visited Italy alone. 
2. They spent over $150,000,000 
3. They buy your products in Italy. 

4. They are reminded to buy your products back home. 


If you are not already placing your sales message regularly 
. now is the time to act, 


dominates this market. 


in the ROME 


P. S. Yes, we have a captive audience, for if Americans cannot reod or under- 
. to get “up to the minute news” they must read 


stand the Italian language . . 
the ROME DAILY AMERICAN. 


—4th WORLD PETROLEUM CONGRESS— 
Special 30- page Supplement 


with June 4th issue. 
Closing date May 28th. 


DAILY AMERICAN 
for pennies you reach millions. 


the only daily English 


(exclusive of transportation). 


RAY VIR DEN, Publisher 


ROME 


DAILY 3 AMERICAN 


A od cal eee al 


eee ee ee oo) Tr) 


ROME, ITALY 

8, via Dandolo 
Cable: ROMAMER 
Tel. 587115 


NEW YORK - N.Y. 

270 Park Ave. 

Cable: RAYVIRDEN - N.Y, 
Tel. Plaza: 5-306] 
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Motive Research 
Claims Too Much, 


Politz Declares 


Pros, Cons of Study 
Are Cited in Meet at 
Marquette University 


MILWAUKEE, May 10—Motivation 
research is a misnomer when it is 
applied to any single technique, or 
even any group of techniques, Al- 
fred Politz, Alfred Politz Inc., New 
York, told admen and women at- 
tending Marquette University’s 
first annual advertising conference 
on motivation research. 

“Biological research is research 
aimed at finding out information 
in biology,” Mr. Politz said. “It 
would be ridiculous for a biologist 
to insist that this knowledge 
should be discovered in any par- 
ticular way. 

“Similarly,” he said, “motivation 
research is research aimed at im- 
proving our understanding of hu- 
man motivations. It is not limited 
to any one way of achieving this.” 


= Mr. Politz declared that the 
creative research man can consti- 
tute himself a “sample of one” and 
produce knowledge from this sam- 
ple about what motivates large 
numbers of persons. He cited his 
thinking in the case of consumer 
dissatisfaction with an automobile 
which didn’t “feel” as if it had 
enough pickup. 

As a result of his “sample of 
one” analysis of what makes a 
driver feel his car has a good or 
poor pickup, he said, the adver- 
tiser found that a car with “a 70 


THE EGGHEAD 
AND THE OTHERS 


53 W. Jackson, Chicago 4 


Thad 
€ 
4 


McClellan 


Stewart 


Bedell 


Pryor Baudoux Hoke 


PANEL IN ACTION—Judges scan entries in the advertising exhibition 
of Philadelphia Women in Advertising, sponsored by the Phila- 
delphia Club of Advertising Women, at Strawbridge & Clothier’s 
auditorium. Shown here with Mabel Baudoux, head of Mabel Bau- 
doux Inc., PCAW president, and Florence McClellan, Strawbridge & 
Clothier’s copy chief, exhibit chairman, the judges are James Stew- 
art, ad manager, Hanscom Bros. bakeries and president of the Phila- 
delphia Sketch Club; Clyde Bedell, Clyde Bedell Inc., advertising 
consultant and Advertising Age columnist; Robert Pryor, WCAU, 
and Henry Hoke, editor of the Reporter of Direct Mail Advertising. 


horsepower engine and a soft ac- 
celerator spring seems to have as 
much pickup as a 160 horsepower 
engine with a hard spring.” 

Many proponents of motivation 
research, Mr. Politz indicated, are 
guilty of intellectual dishonesty in 
claiming too much for what is only 
a fragmentary usage of Freudian 
psychology. 


s “If we are going to entice ad- 
vertisers with psychological refer- 
ences,” he said, “we should teach 
them the full relationship of the 
unconscious to the conscious, ac- 
cording to Freud. The Freudian 
unconscious is not necessarily what 
students of motivation are talking 
about when they discuss depth in- 
terviewing with clients. 
“Freudian terminology is often 
overemphasized in motivation re- 
ports. A kernel of truth can exist 
in this application, but Freudian 
terminology is often inapplicable. 
“Furthermore,” Mr. Politz de- 
clared, “motivation research does 
not uncover causes of behavior. 
The chain of causes which produce 
any given form of activity is in- 
finite. It is made up of an infinity 


your photoengravings deserve 
a one track mind Our undivided attention 


is focused on your job 
when you entrust your 
photoengravings to us. 
That is why you always 
get superior results 
when you print from 
Laurence plates. 
And that is why so many 
Laurence customers are 
Laurence boosters. 


+ 


Are you receiving your free copies 
of “Laurence’s Guide for Photoengraving 


Buyers”? If not, write or phone today. 


+ a ure nr cm ©& inc-cuicaco 
FINE PHOTOENGRAVINGS FOR 20 YEARS 


547 South Clark Street 


WAbash 2-6284 


of small forces.” 

Mr. Politz attacked what he 
called the “truth dogma” in moti- 
vation studies, asserting that ‘one 
of the main obstacles to consumer 
research consists of considering 
the answer to a question as true 
or even relevant.” — 

If, for example, New Yorkers 
tell interviewers that they read 
The New York Times, he said, 
this may have no bearing on their 
reading habits. “But,” he added, 
“it could be very relevant in in- 
dicating the prestige of this news- 
paper.” 

“We should not make use of an 
invalid method,” Mr. Politz as- 
serted, “just because the valid 
method is almost impossible to 
achieve.” 

Mr. Politz decried the attitude of 
motivation researchers who con- 
temptuously refer to orthodox 
market research as “nose count- 
ing.” The answer, he indicated, 
lies in combining creatively the 
various forms of gathering infor- 
mation, in a process he referred to 
as “soul counting.” 


= Eva Mueller, study director at 
the survey research center, Uni- 
versity of Michigan, recounted a 
study of purchases of large ap- 
pliances, which indicated that 
while 25% of buyers deliberated 
the purchase thoroughly ahead of 
time, another 25% bought on im- 
pulse. 

These impulse purchases, she 
said, were made with only a brief 
period of planning, no gathering of 
information and very little fam- 
ily discussion. The rest of the 
group studied was between the two 
extreme groups. 

The deliberate buyers, the study 
showed, consisted largely of col- 
lege educated persons, white collar 
workers under 35 and earning $5,- 
000-$7,000, who were under no 
pressure to purchase immediately 
and who had not had previous ex- 
perience with the product. 


= The large-appliance study was 
correlated with a study on sport 
shirt purchases; here it was found 
that the impulse buyers. of ap- 
pliances were the same group 
which devoted much deliberation 
to the purchase of sport shirts. 
Dr. Mueller concluded that the 
reason for this seemingly contra- 
dictory activity was that members 
of “the low income, low education 
group feel competent to judge a 
shirt, but they are discouraged 
from choosing household ap- 
pliances with great care by the 
difficulty of evaluating their quai- 
ity and performance.” 
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No. of 


Syndicated: 
TN i dn sccsnnccecs 35 
American Weekly ..........000+ 29 
Pictorial Review ...........00 10 
DEE rithhaatansigasahtvoorsiecaestanh 47 
Family Weekly  ..........s0000 88 
TEINS Silahccccgdteiingsoioapdaneresenuneds 209 
Total, less duplication ........ 
Locally-edited: 
Gravure 47 
Letterpress 70 
Total 117 


eeeeeeee 


Total, less duplication 


Total 326 


Total, less duplication 


U. S. Sunday Magazine Distribution 


Magazines Newspapers 


Combined distribution, syndicated & locally-edited: 


No. of No. of Circulation 
Cities 3/31/54 

35 35 11,003,213 
29 29 9,934,186 
10 10 5,290,492 
47 47 6,395,182 
88 88 2,062,331 
34,685,404 

193 169 26,893,015 
47 40 21,866,279 
67 60 9,239,755 
30,106,034 

106 88 28,504,002 
65,791,438 

244 202 42,017,329 


Nichols Reveals 
‘Revolution’ in 
Magazine Habits 


St. Louis, May 10—A “revolu- 
tion” in reading habits is shifting 
the former power of general 
magazines to Sunday  supple- 
ments, supermarket-distributed 
magazines and highly specialized 
service and hobby publications, 
according to William Nichols, ed- 
itor of This Week Magazine. 

In a speech before the St. Louis 
Advertising Club last week, Mr. 
Nichols said, “Today there are 
244 newspapers, each distributing 
one or more Sunday magazines 
to a total unduplicated audience 
of 42,017,329 families.” He added 
that ~the total number of U. S. 
households is 46,893,000. 

A reason for the growth of 
Sunday supplements, he § said, 
was the coming of the five-day 
week, which “combined with the 
impact of television and all the 
other distractions during the 
week, has made the weekend a 
‘blessed island’ of leisure when 
people really have the time and 
desire to read.” 


= Mr. Nichols presented the fol- 
lowing figures to point up “The 
Growing Role of Sunday Maga- 
zines”’: 

Sunday newspapers in 


i Mlb -ecbbbsascuieapiccsetaess 544 
Total circulation ............ 45,948,554 
Total families in 
ee 42,826,281 
Total tv sets in 

f | Vrs 32,262,000 


+ 1950 Census. 
tT November, 1954, NBC Estimate. 
Other figures presented by Mr. 
Nichols are shown in the table 
above. 


NICHOLS HITS TOO 


MUCH ‘SPECTACULAR’ 

Cuicaco, May 10—“Too many 
‘spectaculars’—in television or 
other media—have a reverse-Eng- 
lish effect because they make the 
viewer or reader feel small and 
insignificant.” 

With this complaint, William 
Nichols, editor of This Week Mag- 
azine, issued a call for a “person 
to person” approach to the mass 
audience. Speaking at a luncheon 
honoring the 20th anniversary of 
his publication, Mr. Nichols also 
entered a claim for newspapers 
and newspaper supplements as the 
best media for employing this ap- 
proach. 


= “Ata time when so many things 
are making the individual feel 
lonely, afraid and insignificant, 
newspapers and newspaper maga- 
zines are helping him feel impor- 
tant and secure again,” he ~ de- 
clared. 

Elaborating on “person to per- 
son journalism,” Mr. Nichols lik- 
ened it to an old maxim of the 
Boston Globe: “Print the name of 


everybody in New England once 
a year.” 

“At This Week,” he continued, 
“we have the ‘promotables’ and 
big names. But we also seek arti- 
cles which will make 11,000,000 
housewives in 11,000,000 homes say 
to their husbands, ‘Here, honey, 
this is about you.’ 

“Such stories are not sensational, 
but they’re believable,” he added. 


NARTB Elects Shatto; 
Appoints Three New Members 


G. Richard Shafto has been 
elected as chairman of the tv code 
review board of the National Assn. 
of Radio & Television Broadcasters, 
Washington. Mr. Shafto is presi- 
dent of WIS-TV, Columbia, S. C., 
and present member of the board. 
He succeeds John E. Fetzer, 
WKZO-TV, Kalamazoo, whose 
term has expired. Mr. Fetzer will 
serve with the board in an ex 
officio capacity for one more year. 

The association has also appoint- 
ed three new members to succeed 
members whose terms have ex- 
pired. They are Roger W. Clipp, 
general manager, WFIL-TYV, Phila- 
delphia; Mrs. Hugh McClung, 
president and general manager, 
McClung Broadcasting Stations, 
San Francisco, and Richard A. 
Borel, director of television, 
WBNS-TV, Columbus, O. 


Slade Tests New Product 

D. & L. Slade Co., Boston, is test- 
ing a new product, Slade’s barbe- 
cue sauce spice, in several New 
England markets during June, July 
and August. Newspapers are being 
used. Abbott Kimball Co., New 
York, is the agency. 


(Reach Over 


Advertising 


New York City’s newest Ad 
Medium, Official Timetables 
for all City Subways, pin- 
points local and neighbor- 
hood advertising as well as 
national! Lowest rates per 
reader ever offered ... Write 
or call for Rate Card today. 


OFFICIAL TIMETABLE CORP. 


New York 16, N.Y. 
——-MUrray Hill 9-0280 


with SUBWAY TIMETABLE 
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Advertising Age, May 16, 1955 


Justice Dept. Files 
Against 6 Associations 


(Continued from Page 1) 


cies and agreed that only recog- 
nized agencies should receive cred- | 
it and commission. The result, the 
government says, has been a boy- 
cott which hinders agencies not 
recognized by the associations. 
Another effect, the government 
said, is that national advertisers 
have been prevented from placing 
advertising copy direct with pub- 
lishers, and have been compelled 
to employ advertising agencies rec- 
ognized by the associations. 


s To correct the allegedly illegal 
practices, the government asks 
that the publishers’ associations be 
required to drop their recognition 
systems and that each publishing 
association be enjoined from 
adopting any rule dealing with 
credit or commissions extended by 
individual publishers. 

The government also asked that 
the Four A’s be enjoined from 
adopting any policy which requires 
or induces its members to refrain 
from using speculative presenta- 
tions to compete with each other 
for new business. 

The associations have 20 days 
in which to answer the complaint, 
but additional time is allowed by 
the courts when required. 


# As the complaint was filed to- 
day the Justice Department and 
ANPA were involved in a second 
flare-up over behind-the-scenes- 
pre-filing consultation arrange- 
ments. 

Last week Anti-Trust Chief 
Stanley N. Barnes declared nego- 
tiations looking toward pre-filing 
settlement “were almost impos- 
sible,” in view of publicity which 
was given the case in New York 
(AA, May 9). 

In Des Moines last night Attor- 
ney General Brownell claimed 
ANPA again upset the normal pro- 
cedure when Mr. Slocum appeared 
before the National Newspaper 
Promotion Assn. in Chicago Tues- 
day and charged that the Justice 
Department has refused to nego- 
tiate unless it is assured that the 


negotiations will result in a con- 
sent decree. 

(See Page 1 for story on Mr. 
Slocum’s NNPA talk.) 


= Mr. Slocum said ANPA is pre- 
pared to make any necessary 
changes in its procedures, but that 
it is concerned about any settle- 
ment which would force the free 
press to operate under a court in- 
junction. 

“What is right is never blocked, 
nor should the position of either 
party be frozen by public an- 
nouncement,” Mr. Slocum said. 

At his Des Moines press confer- 


filed was announced by Mr. 
Barnes this morning while he was 
testifying before the House judici- Basically, there are two: 
ary committee. } 
= Under questioning by committee 
members who asked for proof that 
the anti-trust laws are being ag- 
gressively enforced, he pointed out 
that 20 new cases have been filed 
this year. 

“That includes a certain case 
which we filed in New York this 
morning that has occasioned some 
comment in the public press,” he 
said. “Only yesterday I read that 
an advertiser said this was a case 
which would never be filed.” 

Later he told the committee the 
advertising case is based on two 
matters: 

1. The 15% agreed-upon rebate 
for the advertising agency, which 
is fixed, by agreement, by groups 
of alleged competitors. 

2. The recognition system, 
whereby the policing of member- 
ship in the agency association is 


competition. 


groups to: 


any agency. 


6. Let competition determine 


Highlights of the Anti-Trust Complaint 
Who is involved? 


The American Newspaper Publishers Assn.; the American 
Assn. of Advertising Agencies; Associated Business Publications; 
Agricultural Publishers Assn.; Periodical Publishers Assn., and 
Publishers Assn. of New York City. 


What are the charges? 


1. That the recognition system places a penalty on direct ad- 
vertisers and amounts to a boycott of agencies not granted rec- 
ognition, including house agencies. This is so, the Justice De- 
partment contends, because direct advertisers and unrecognized 
agencies cannot get the agency commission on advertising they 
place, and their ability to get credit is restricted by such practices 
as the blacklisting of unrecognized agencies by “some” of the 
associations. The government also contends that the ban on 
speculative new business presentations results in lessening of 


2. That the establishment of a standard 15% agency commis- 
sion, with penalties for rebating, amounts to price fixing through 
agreement between the media groups and the agencies. ° 


What does the government want? 
The Justice Department seeks an agreement by the accused 


1. Drop their recognition systems. 
2. Eliminate joint action in denying credit or commissions to 


3. Abandon group policies on fee splitting. 
4. End adherence to published rates. 
5. Stop frowning at speculative presentations. 


the rate of agency commission. 


performed by publishers, prevent- 
ing small entrepreneurs from get- 
ting into the business. 


received a commission from the 
publisher, or bought space and 
jobbed it out to advertisers at the 
= He repeated the summary of the highest mark-up he could secure. 
situation outlined in the statement! Competition was primarily on a 
which was issued last week: that) PT ice basis. 
a veritable private government; With the development of mass 
exists which fixes the conditions| Production, 
for newcomers’ entry into the) Manufacturers came to depend on 
business; fixes the rates which the | @dvertising as a means of market- 
agencies already in the business img their goods and services on a 
might charge and fixes a sanctu-| "ationwide basis. : : 
ary from competition for ad agen-| The advertising agent's function 
cies by, in effect, barring advertis-| 8tadually changed from that of 
ers from dealing directly with| Merely a space salesman to that of 
newspapers and magazines. planning and producing advertis- 
“What we object to,” he added, | ing, as well as advising advertisers 
“is the required charge of 15% and selecting media. “Nevertheless 
to persons who don’t want to use | the advertising agent continued to 
advertising agencies, but have to depend upon agency commissions 
pay it.” He explained that adver-| for its principal source of remu- 
tisers placing ads direct pay 100% | meration.” — ; 
of the rate. The publisher keeps) During this period, certain media 
the 15%, and the advertiser is @Ssociations adopted procedures 
forced to pay all the production | through which advertising agencies 
costs on top of the 100% rate. |could establish credit standings 
‘that would be accepted by mem- 


bers of these associations, the com- 


= The government’s complaint . ‘ 
pictured a situation in which the. plaint explained. 
Four A’s and other media groups) : ‘ 
operated arrangements which| ® According to the complaint, the 
tended to deprive house agencies | alleged offenses have existed since 


‘about 1917. At that time, it said, 


or agencies which work for less) : ‘ . 
than 15% of credit or commissions. the Four A’s met with magazine 
publishers and others in an effort 


The government outlined these : . 
elements of conspiracy: Four A’s to gain uniform acceptance by all 
continuing agreements and concert | media of a 15% 
of action among its members to, Four A’s members, as well as a 2% 
retain and not rebate commissions; | ash discount. 
At various times since, it said, 


to maintain a rate of 15% of gross 1 me 

rate and to refrain from compet-| the media associations have adopt- 
ing with each other “by submitting | ed and promulgated standards and 
advertising copy, art work, illus-| procedures to strengthen their rec- 
trations, detailed plans, market|ognition systems. These standards 
surveys or similar material to a| “require that each advertising 


the complaint said, | 


commission for | 


abide by and use the standard 
contract and order forms, which 
were attached to the text of the 
complaint. 

Some associations also require 
agencies to enter into a written 
contract, the government said, re- 
quiring them to submit a list of 
its clients with the amount spent 
by each, certifying that clients will 
pay gross rates, and that future 
business will be solicited on that 
basis and that the agency will not 
place advertising for non-recog- 
nized agencies. 


= “Each of the defendant media 
associations publishes and trans- 
mits to its members, and to each 
other, various ‘confidential’ bulle- 
tins, letters, reports and lists con- 


| taining information concerning ad- 


vertising agencies which have ap- 
plied for recognition,” the com- 
plaint said. 

“The information also includes 
the names of advertising agencies 
which have been denied recogni- 
tion. Members of the media asso- 
ciations are expected to, and do, 
blacklist, and refuse credit and 
agency commission to those adver- 
tising agencies denied recognition, 
and often refuse to do business 
with them except on a cash basis 
without commission.” 


How Five Defendants 
Reacted to Filing 
of Anti-Trust Suit 


(Continued from Page 1) 
address in Chicago Tuesday night 


ence the Attorney General said his’ 
organization had called Mr. Slo-| 
cum after the ANPA convention | 
and asked if he desired to continue | 
negotiations, and that he was sup-| 
posed to let them know. 

“Next thing was his statement in| 


Chicago,” Mr. Brownell said. 


s Mr. Barnes had previously indi- 


hat ANPA was seeking a/™ission; \ 
p's . | recognition from agencies that split 


settlement which would not in- 


volve a consent decree. At that|Commissions; denying recognition 
'to house agencies and advertising 


time, he said, “All groups—no mat- 
ter what their power—must be 
treated alike.” 

This morning he told ADVERTIS- 
ING AGE he would never consider 
a settlement which allowed an 
anti-trust offender to get off with- 
out a consent decree. 

“Why, that would be private 
government,” he said, indignantly. 
“We could never enforce such an 
arrangement, and it would be 
grossly unfair to others who have 
been forced to take a decree.” 
News that the case was officially 


‘recognized agencies; allowance of 


| establishments; 


‘rates. 


national advertiser in speculative 
solicitation of new business.” 
Publishing associations: Contin- 
uing agreements and concert of 
action; adopting standards of rec- 
ognition and adherence by mem- 
bers to these standards; extension 
of credit and commission only to 


commissions only to agencies 
which agree to retain the full com- 
denying or withdrawing 


agencies controlled by or affiliated 
with media or print and engraving 
charging gross 
rates to direct advertisers and ad- 
hering to published advertised 


agency seeking recognition file 
written application and furnish in- 


formation to the effect that: ve . “Starting more than a year ago, 

“1. It is a bona-fide advertising: aNpA offered full cooperation to 
agency; i.e., functions as an inde- the department and expressed a 
pendent contractor, and is not a) willingness to make any changes 
house agency or an agency cON-| jn jts practices required under law 
trolled by or affiliated with a me-| changed by court decision. But the 
dium, printing or engraving estab-| only basis on which the Justice 
lishment. = Department was willing to discuss 
“2. Its principals are of g00d their position was if we would 
reputation and have advertising agree in advance to a consent de- 
experience and ability. _ cree to be entered against us in 
_ “3. Its financial condition is ‘sat-| court, a continuing injunction 
isfactory.’ | against us. 

“4. Its business methods are; “We had to agree to that result 
‘proper’ and its payment prompt.|as the price of discussion with 

“9. It retains all agency commis-/| them. It is not true that discussion 
sions and does not rebate to itS|on any other basis was available 
clients any part thereof.” to us. 


“This we felt was not only un- 


(see story on Page 1). 


@ The government said that prior | 


to 1917 the advertising agent was 
a merchant or broker who secured 
advertisements from business con- 
cerns and had them published in 
newspapers and magazines. He 


either sold space, for which he 


® In addition, the complaint said, 
the association requires the agen-| 
| cy to demonstrate that it places 
| advertising with members of the 
| association, has a specified mini- 
mum capital, furnishes a state- 
ment of financial condition audited 
by a qualified CPA and agrees to 


reasonable and unfair, but con- 
firmed the desire which has exist- 
ed in some Department of Justice 
underlings for some years to haul 
the press into court. That attitude 
has concerned us more than any 
charges, because if changed law 
requires changes in our practices, 


133 
we of course will adjust to that.” 


a Fred W. Potter, counsel for Ag- 
ricultural Publishers Assn., and 
partner in the law firm of Holmes, 
Dixon, Knouff & Potter, Chicago, 
told AA several hours after the 
suit was filed that APA had not 
yet been served with a copy of the 
suit, and did not know what was 
in it. 

“No direct investigation has 
been made of our operation by the 
Department of Justice,” he added, 
“nor have the grounds for the 
civil anti-trust action today filed 
by the department been previously 
made known to us. 

“The government has already 
suggested, however, that we agree 
to its charges by entering into a 
consent decree before suit. We nat- 
urally do not feel that we have 
been in violation of the anti-trust 
laws in any particular. 


a “At the present time, we can 
only await receipt of the complaint 
to ascertain the nature of the gov- 
ernment’s charges,” Mr. Potter con- 
tinued. “Unless something should 
develop in the meantime which 
would be of interest generally, we 
do not expect to make any further 
statement prior to receipt and 
examination of the complaint. As 
far as APA is concerned, this case 
will not be tried in the press, but 
will be handled in an orderly man- 
ner in regular legal channels.” 

When AA read to Mr. Potter 
portions of the complaint which 
specifically concerned the Agri- 
cultural Publishers Assn., he also 
pointed to what he called an error 
in fact: Contrary to what the 
Justice Department stated, Agri- 
cultural Publishers Assn. is in- 
corporated. 

“The simple fact is,’’ Mr. Potter 
commented, “that the department 
wanted to investigate our files— 
as it did those of some other de- 
fendants—and we refused them 
access. We did not think the Jus- 
tice Department, in absence of 
subpoena, had any right to come 
in and search our files.” 


® Associated Business Publications 
has thus far taken no action on the 
suit, President William K. Beard 
Jr. told AA and may—or may not 
—do so at the organization’s an- 
nual spring conference, scheduled 
to take place at Hot Springs, Va., 
May 25-28. 

“In my opinion,” Mr. Beard said, 
“there’s been too much talk about 
this already.” 


es If the law, “as currently in- 
terpreted,” demands any changes 
in the activities of the Four A’s, 
the changes will be made, accord- 
ing to George Link Jr., counsel 
to the American Assn. of Adver- 
tising Agencies. 

Mr. Link, asked for comment 
on the anti-trust action filed 
against the Four As, the ANPA 
and other media groups, issued 
the following statement: 

An examination of the government's 
complaint in the anti-trust advertising 
suit, insofar as it relates to the Four A’s, 
shows that it complains of essentially 
the same activities described in the Fed- 
eral Trade Commission action against 
ANPA, the Four A’s and others in 1923. 

After seven years of litigation, and 
after full hearing and consideration, the 
commission dismissed the complaint. The 
government took no appeal. Since that 
time, there have been no changes in the 
activities of the Four A’s in the field 
covered by the Department of Justice 


complaint. 

In January, 1954, the Department of 
Justice requested permission to examine 
the files, records and minutes of the 
Four A's. This request was voluntarily 
complied with. 

During all this time, the Department 
of Justice has been advised that, if the 
law as currently interpreted requires any 
change in Four A's activities, the Four 
A’s will adjust its activities to the law. 

This has always been and will continue 
to be the policy and position of the 
Four A's. 

The action of the Department of Jus- 
tice relates solely to alleged collective 
agreements by the associations concerned 
and their members. It does not in any 
way request any change in the individual 
arrangements between agencies and their 
clients or agencies’ individual arrange- 


ments with individual media. 
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By 


Pfeifer Staudt Wells Moebius 


FACIAL FOLIAGE—This quintet, which called itself Corp., and president, National Industrial Advertisers ts f 
“three generations of the Smith Bros.,” gathered at Assn.; R. G. Wells, president, Wells-Badger Co.; pantie Rape AR law rad = wae anbetoNen On pers > ed 
the Milwaukee Advertising Club’s dance. The group Carl Moebius, vice-president of Moebius Printing three-way portable radto, ene. TS UO. Were Nav 


j exhibit at the electronics parts show which opens May 16 in the 
Belt Co.; George Staudt, ad manager, Harnischfeger consin Trust Co. ieee Wien 


NNPA SIDESHOW—Photos above show some of the browsing promotion directors gathered Burke, New Orleans Times-Picayune. In center picture are Court Conlee, Milwaukee 
between sessions at the NNPA’s 1955 convention in Chicago. At left are: Stanley Journal; Angelo DiBernardo, Pittsburgh Post-Gazette; John Burgoyne, Burgoyne 
Adams, advertising manager, Chicago Daily News; Edward Akers (standing), Daily Grocery & Drug Index, Cincinnati, and Harry Roberts, Toledo Blade. At right are 
News news editor, and promotion men Joel Irwin, Cincinnati Enquirer, Lou Pryor, Millard Cope, News Messenger, Marshall, Tex.; James Cooper, John Budd Co., Chicago; 
Chicago Daily News, John F. Blatt, Oklahoma City Oklahoman & Times, and Martin Frederick N. Lowe, Detroit Free Press, and John Musgat, Moloney, Regan & Schmitt. 


; 


Dittmer Snelgrove Byles Maloney Tee Beveridge Leech Atkinson MacMillan 


MEN OF ACA—As the Assn. of Canadian Advertisers wheeled into Toronto last week for Digest research director in the U. S.; John Tee, Electric Auto-Lite Ltd., Mrs. Edith 
its 40th annual meeting, here are some of the delegates and visitors caught by the Beveridge, Baker Advertising Agency; and Thomas W. Atkinson, Du Pont Co. of Cana- 


: ; camera: Vincent Dittmer, CKNX-TV; Ralph Snelgrove, CKVR-TV and CKBB,and W._ da, flanked by two men from McKim Advertising, G. W. Leech and D. J. MacMillan, 
é D. Byles, radio and tv supervisor for Young & Rubicam Ltd.; John Maloney, Reader’s radio and television director. 


a Soe 


* . Shelly 


ADMEN AND ADVERTISERS—In these groupings at the Assn. of Canadian Advertisers con- General Electric Co., before the Toronto Telegram display, and James A. Bromley, 
vention in Toronto are Leon Shelly, Shelly Films, and Gerry Moses and Kim McIlroy, ACA assistant general manager; Cecilia Long, Ronalds Advertising, and John O. Pitt, 
both Imperial Oil Ltd.; A. P. Morrow, General Motors, and H. H. Rimmer, Canadian Canadian Fairbanks-Morse. 


Mellroy Morrow Rimmer Bromley Long Pitt 
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includes H. G. Pfeifer, advertising manager, Chain Co., and Robert Bell, trust officer of the First Wis- % complete operating radio amateur or “ham” station as part of its 4 
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U. of Illinois’ Top 
Franklin Medal 
Goes to ‘Redbook’ 


(Continued from Page 2) 
= Simmons-Boardman Publishing 

oO. 

The afternoon session, “Better 
Learning Through Better Reading,” 
was based on talks by J. Burke 
Wilkinson, special assistant for 
public affairs of the Department of 
State; Donald D. Durrell, professor 
of education, Boston University; 
and Daniel D. Mish, educational 
director, Look. 

Other editors and educators 
served on panels which discussed 
questions raised by the talks given 
at each session. The conference 
summary and recommendations 
were made by Arthur F. Corey 
and Roy E. Larson, the co-chair- 
men of the event. Mr. Corey is 
executive secretary, California 
Teachers Assn., and Mr. Larson is 
president of Time Inc. 


® Redbook was selected as winner 
of the Benjamin Franklin gold 
medal award on the basis of three 
articles on civil liberties which 
appeared in the publication during 
the year. The articles were “The 
Schools That Broke the Color 
Line,” by William Peters, in 
March; “What Is a Security Risk,” 
by William Peters and Oscar 
Schisgall, in April and “Fear on 
the Campus” by Andre Fontaine, 
in October. 
Other award winners were: 


e Most distinguished magazine 
writing involving original report- 
ing: Joseph and Stewart Alsop, for 
their article, “We Accuse,” in 
Harpers Magazine in October. 


e Best writing depicting life, cul- 
ture and institutions in the U. S., 
Alan Paton, for his Collier’s arti- 
cles on the Negro in America. 


e Best interpretation of the for- 
eign scene: Robert Sherrod, July 
17 The Saturday Evening Post. 


e Best biographical writing: 
Thomas Whiteside’s profile on 
Sylvester Weaver Jr., published in 
The New Yorker, in October. It 
was called “The Communicator.” 


e Dwight MacDonald, author of 
“The Lie-Detector Era,” in the 
June 8 and 22 issues of The Re- 
porter, was cited for the most mer- 
itorious presentation in any cate- 
gory not covered by other awards. 

The conference opened with a 
keynote address last evening by 
Norman Cousins of the Saturday 
Review. At the awards dinner to- 
night, U. N. Ambassador Henry 
Cabot Lodge Jr. and Vice-Presi- 
dent Richard Nixon spoke on 
America’s needs for greater public 
understanding of national and 
world issues. 


NEUBERGER APPROVES 
SUBSIDY IF DESERVED 


WASHINGTON, May 11—A fresh- 
man-member of the Senate post 
office committee made it clear to- 
day that he will not support ad- 
ministration proposals for in- 
creases in postal rates for news- 
papers and magazines. 

Sen. Richard L. Neuberger (D., 
Ore.) told a meeting of magazine 
editors and educators here that: 
“The dissemination of information 
is important.” He said he sees) 
nothing wrong with subsidizing it. | 


He chided some publications for | 


attacking farm subsidies while wel- 
coming postal subsidies, however. 
“T see nothing wrong with subsi- 
dies for publications, farmers, air- 
lines, business or others where 
they serve the public’s good.” 

His observations were offered 
during a panel discussion at the 


conference here today. He said 
magazines have improved in many 
respects in recent years, partic- 
ularly in the technical sense and 
in their willingness to treat such 
topics as sex, religion and health 
more candidly. 

He complained, however, that 
they have become “more biased” 
politically as “opinions have 
sharpened” in recent years. 


® “There should not be any polit- 
ical bias outside of the editorial 
page,” he said, “whether liberal 
Democrat, which I happen to be, 
or conservative Republican.” 
On the postal issue, he said he 
saw no reason why the Post Office 
should be required to make a prof- 
it, or why postal salaries should 
be based on postal income. He said 
the Post Office is no different than 
other government agencies. Cer- 
tainly, he added, no one would pro- 
pose that visa fees should be raised 
in order to pay for salary increases 


‘Electrical Merchandising’ Tops Winners in 
‘Industrial Marketing’ Editorial Competition 


(Continued from Page 2) 
Distribution.” 


Certificates: Electrical Manufacturing, 


Frank J. Oliver, editor, and Factory Man- | 


agement & Maintenance, M. J. Murphy, 
editor. 

MERCHANDISING, TRADE AND 

EXPORT PAPERS 
Best Series of Articles 

Plaque to Department Store Economist, 
Frank X. Kiefer, editor. “The Custom- 
er Revolution and the Department Store.” 

Certificate: American Lumberman & 
Building Products Merchandiser, Arthur 


A. Hood, editor. 
Best Single Article 


Plaque to Electrical Merchandising, 
Laurence Wray, editor. “Report on 
Trade-Ins.” 

Certificate: American Artisan, Clyde 
M. Barnes, editor. 


Best Single Issue 
Plaque to National Petroleum News, 
Frank Breese, editor. June 30, 1954. 
Certificate: Domestic Engineering, 
James E. Purnell, editor. 
Best Graphic Presentation 
Plaque to Hardware Retailer, Glendon 


| 


editor; Transporte Moderno, Paul Green, 
publisher, and Parts Jobber, Mal Parks 
Jr., editor. 
Best Original Research 

Plaque to Electrical Merchandising. 

Certificates: American Automobile, 
James U. Steinfirst, editor, and Linens & 
Domestics, Julian Elfenbein, editor. 

CLASS, INSTITUTIONAL AND 
PROFESSIONAL PAPERS 
Best Series of Articles 

Plaque to American Restaurant, C. A. 
Patterson, publisher. “Personnel.” 

Certificates: Modern Hospital, Robert 
M. Cunningham Jr., editor, and Hotel 
Monthly, J. Knight Willy, editor. 

Best Single Article 

Plaque to Hotel Monthly. “There’s 
Gold in Them New Yorker Hills.” 

Certificates: “Industrial Sports & Rec- 
reation,” Luis J. A. Villalon, editorial 
director; Progressive Architecture, Thom- 
as H. Creighton, editor, and Restaurant 
Management, James S. Warren, editorial 
director. 

Best Single Issue 

Plaque to GP, Mac F. Cahal, managing 

publisher. June, 1954. 
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Gueft, editor. 
Best Graphic Presentation 
Plaque to Industrial Design, Jane 

Fiske Mitarachi, editor. 

Certificates: interiors; Hotel Manage- 
ment, GP, Hugh H. Hussey, M. D., 
medical editor; Modern Medicine, Walter 
Cc. Alvarez, M. D., editor; Progressive 
Architecture and Church Property Ad- 
ministration, Fred E. Kane, editor. 

Best Original Research 

Plaque to The School Executive, Walter 
D. Cocking, editor. ‘“‘Who Selects School 
Materials?” 

Certificate: 


Smith, Rose & Co. Moves 


Smith, Rose & Co., New York 
public relations counsel, has moved 
to larger quarters at 270 Park Ave. 


Industrial Design. 


SECRETS of WRITING POWER 


revealed in The Wizardry of Words—ideas of 
many masters on how to get the ‘feel’ of 
words and make writing ‘alive.’ A new, fast 
way to get at the core of good writing. 
You'll get a lift from this meaty 48-page 
book of inspiration and sound advice .. . $1 


. E. Hackney, editor. Certificates: Hotel Management, Walter A.C. BELDEN, 394-B Pacific Ave., San Francisco |!, Calif. 
in the State Department. Certificates: Jewelry, Lew Schwartz,|O. Voegele, editor, and Interiors, Olga 

“Quicknic” 

Tape Tricks 

Paper Plusses 


@ Would you like a good old-fashioned picnic without 


the old-time drudgery? Then, have a “Quicknic”—a quick- 
to-fix family picnic. Today, almost every picnic treat you 
can think of comes in cans or steel-topped containers, Cre- 
ated by U. S. Steel, the “Quicknic” idea breaks this June on 
TV, and July in The Saturday Evening Post and McCall's. 


Manufacturers and retailers coast to coast are tying in. 


%, 


@ When 


Flying High 


Cellophane Tape 


Pact tae. Oh 
% = 199 trehes 
yeamerewemr 


dispenser for “Scotch” Brand Cellophane Tape was in- 
troduced on Arthur Godfrey’s morning CBS TV-Radio pro- 
gram, more than 300,000 dollar bills poured in. Dispenser 
boom had important “side effect”—stores reported con- 
siderable climb in sale of big rolls of “Scotch” Brand Tape 


to fill the popular new accessory. 


By BBDO Minneapolis. 


© Today’s value-conscious buyer wants to know what 
he’s getting for his money. Hammermill is out to tell him. 
Its new campaign, via BBDO Cleveland, shows businessmen 
exactly why Hammermill Bond prints, types, looks better. 
In leading business and consumer magazines, each ad fea- 
tures an extra-quality step in manufacturing that points up 
the basic theme, “. . . yet Hammermill costs no more.” 


Q Cute youngsters on a flying pudding box show tele- 
viewers why My-T-Fine is New York City’s largest-selling 
pudding. Singing the new My-T-Fine song, and sailing from 
house to house, the kids find satisfied users everywhere. Even 
a cow moos a reminder that My-T-Fine pudding is a mighty 
fine way to serve milk, The commercial was recently saluted 
as one of the “best of the month” in Advertising Age. 


BATTEN, BARTON, DURSTINE & OSBORN, INC. Advertising 
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McKay Stresses 


U.S. Wish to Be 
Industry's Partner 


(Continued from Page 1) 
the new and improved products 
and services that can be produced 
with them.” 

The secretary’s remarks cli- 
maxed a conference which began 
Sunday evening with a buffet at- 
tended by NIAA members and 
their senators and representatives. 
It continued through a _ business 
meeting, a discussion of what in- 
dustry sales plans demand of ad- 
vertising men, a full day of talks 
with government bureau chiefs 
and a final day of panels and clin- 
ics devoted to basic advertising 
techniques. Unique in NIAA con- 
ference history was a women’s 
program that included four dis- 
cussions on industrial advertising 
and some of its problems, for the 
benefit of some 200 wives present. 


® Prior to the secretary’s closing 
address, the conference heard 
Harold F. Smiddy, v.p., manage- 


it takes talent... 


When Michelangelo created his 
famed sculptures, talent was re- 
vealed in every magnificent line. 


And when Eureka creates a pre- 
mium promotion, talent is reveal- 
ed in every phase of design and 
production. 50 years of experi- 
ence enable us to turn out the 
type of campaign that is truly ‘‘at 
a premium" ...stamps, coupons, 
catalogs and collection books that 
are individual works of art! Con- 
sult us for the profitable answers 
to your premium problems! 


EUREKA SPECIALTY PRINTING CO. 
592 Electric Street, Scranton 9, Pa. 


| facilities 


ment consultation, General Elec- 
tric Co., discuss the advertising 
man’s function as a manager of 
personnel, 

After outlining the fundamental 
changes in the past decades which 
have influenced the shaping of 
industrial society as it exists today, 
Mr. Smiddy set forth four chal- 
lenges facing the members of his 
audience. 


e To seek and perceive the reali- 
ties causing industrial customers 
to react as they do in the current 
domestic economy. 


e To sense conditions arising from 
the technological and political nar- 
rowing of today’s world. 


@ To modernize whole concepts of 
distribution and marketing. 


e@ To integrate the work and the 
management of the advertising 
function with these new concepts. 


“The problems of advertising 
management,” he said, “have now 
clearly become so significant and 
so varied that they need to be sub- 
jected increasingly to the same 
kind of scientific analysis which 
has been found so effective in fac- 
tory management. Yet there is need 
to devise special techniques ap- 
propriate to this particular man- 
agerial work. . .” 

Noting that same need now ex- 
ists for the advertising manager to 
have an appreciation of the work 
of managing as to have profes- 
sional competence in advertising as 
such, Mr. Smiddy concluded: 


® “It is plain that new types of 
managerial skill are of the essence. 
In the leadership of advertising, as 
of all other functional activities, 
it is the biggest job that any of us 
has yet faced. It will call for crea- 


| tive skills and for imagination, for 


new daring and capacity.” 

Under Secretary of Commerce 
Walter Williams told the members 
yesterday that, “Our biggest pro- 
motion job is to advance the eco- 
nomic well-being of our country.” 
He listed four methods for accom- 
plishing this: research, a sound 
economy, an understandable gov- 
ernment-business relationship, and 
a workable distribution system. 
One major industrial producer, 
he noted, recently revealed that for 
every dollar spent in research, 
three dollars were invested in re- 
sultant new equipment for pro- 
ducing what had been indicated by 
the research. 


® At another session, six bureau 
chiefs of the Department of Com- 
merce explained the department’s 
for serving American 
business. 

Elsewhere, the role of promo- 
tional personnel in propelling the 
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ATTENTION—NIAA board meeting included these attentive gentlemen. 
In top panel, H. W. Kilgore, N. Slater & Co., Hamilton; T. Stanley 


Glover, v.p., 
Glasier, Canadian Allis-Chalmers 


Ferres Advertising, 


Ltd., Hamilton, and J. F. 
Co., Montreal. In bottom panel, G. 


M. Robinson, Mohawk Paper Mills, Albany, N. Y.; H. W. Seifert, 
Behr-Manning Corp., Troy, N. Y., and J. R. Smolenske, Denver. 


nation toward a more dynamic and 
secure economy was outlined by a 
panel including one congressman 
and representatives of the State 
Department, the Federal Trade 
Commission, the Civil Defense 
Administration, the Defense De- 
partment, the U. S. Information 
Service and the White House. 
The panel stressed the pert ad- 
vertising must play in achieving 
“Target 1965—a $500 billion econ- 
omy,” the theme of the conference. 


® Claude Robinson, president, 
Gallup-Robinson, Princeton, N. J., 
emphasized that advertisers must 
choose ideas over mechanical de- 
vices in order to sell goods and 
services. 

Studies by his organization, Mr. 
Robinson revealed, show that such 
devices as excessive printing on 
tint-blocks, lavish use of color 
purely as an attention getter, art 
that fails to help the reader see 
the product, as well as what he 
styled “addy” ads, fail to score im- 
pressively on reader recall checks. 

Following a luncheon at which 
Will A. Foster, v.p. in charge of ad- 
vertising, Borden Cheese Co., 
spoke, a panel of four sales execu- 
tives outlined their ideas of the 


importance of the advertising man- 
ager in the ten-year period imme- 
diately ahead. B. S. Chapple, as- 
sistant exec. v.p., U. S. Steel Corp. 
and a former NIAA president, was 
chairman; participants were L. S. 
Hamaker, general manager, sales, 
Republic Steel Corp., J. M. McKib- 
bin, v.p., Westinghouse, and E. C. 
Tudor, president, Industrial De- 
velopment of Engineers Associates. 


@ “Many advertising folks,” said 
Mr. Tudor, “operate on the prin- 
ciple that their art is so basic that 
nothing will ever change or be new. 
I call your attention to the fact 
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Advertising Age, May 16, 1955 


that we are discussing here a mar- 
ket that will exist 10 years irom 
now. 

“Consider, further, that a tre- 
mendous portion of our advertis- 
ing budget of today is being spent 
in a medium that did not exist 10 
years ago. The conclusions are ob- 
vious.” 


s Education Committee Chairman 
Jordan D. Wood described “the 
three bears that NIAA has by the 
tail”: (1) the problem of “Educa- 
ting tomorrow’s brass well enough 
to understand what tomorrow’s ad- 
man is saying,” (2) the question of 
proper academic and_ technical 
training for the advertising man 
and (3) the problem of educating 
the consumer public to a realiza- 
tion of the role of advertising in 
the national economy. 

Mr. Wood quoted a report in the 
Feb. 14 issue of ADVERTISING AGE, 
which disclosed that “more than 
half of 44,609 students recently 
polled by Scholastic Magazines be- 
lieve that advertising raises the 
cost of products.” 

Final registration figures indi- 
cated that this was the largest an- 
nual conference in NIAA history, 
with a total of more than 1,200 in 


attendance. 


Johnson & Johnson Co. 
Makes Big Daytime TV Buy 

In what the network calls one 
of the largest sales of daytime 
television it has made this year, 
Johnson & Johnson Co. New 


| Brunswick, N.J., is launching a 


saturation campaign over three 
NBC programs. The campaign will 
introduce Johnson & Johnson’s 
new product, Baby Shampoo. 

The company is sponsoring one 
15-minute segment each of “Ding 
Dong School,” “The Tennessee 
Ernie Ford Show,” and the “Pinky 
Lee Show,” for eight consecutive 
Wednesdays. Young & Rubicam is 
the agency. 


Tucker Wayne Named 

White Ice Cream and Milk Co., 
Wilmington, N. C., has appointed 
Tucker Wayne & Co., Atlanta, to 
handle its advertising. 


Here Type Can f 


Major League Typography 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Adwertising Age, May 16, 1955 


SEC Head Warns 
U.S. May ‘Police’ 
Financial Ads 


New York, May 13—Much of 
the current advertising of securi- 
ties is “unsound, both from the 
standpoint of the industry and of 
the American investor,” J. Sinclair 
Armstrong, chairman-designate of 


the Securities and Exchange Com-. 


mission, told the Investment 
Council Assn. of America here 
yesterday. 

Neither government regulation 
nor industry self-regulation of 
securities advertising has proven 
adequate, Mr. Armstrong de- 
clared. 

“Either the commission or the 
industry, and perhaps both,” he 
said, “are going to have to take 
prompt steps to correct this situ- 
ation. 

“Conceivably, effective federal 
policing of securities advertising 
could be a cure. There is some of- 
ficial policing now in connection 
with new issues publicly offered, 
and of securities of investment 
companies. But, by and large, the 
commission does not, as a matter 
of routine, supervise securities ad- 
vertising generally. 

“T ask you, should SEC request 
Congress for increased appropria- 
tions, so as to inspect all advertis- 
ing for possible violations of the 
anti-fraud provisions of the stat- 
tutes—so as to eliminate or con- 
trol the allurements presently 
being held out to the public in 
the financial pages of newspapers, 
broadcast on the air waves, or 
sent through the mail?” 


® As an alternative, Mr. Arm- 
strong suggested that the self- 
regulating organizations of the 
securities business undertake “to 
prescribe and inforce standards 
which take the flamboyance and 
the ‘come-on’ techniques out of 
securities advertising.” 

Mr. Armstrong declared that 
the failure of the securities indus- 
try itself to take steps to control 
advertising “in the face of wide- 
spread, justified criticism of un- 
desirable practices indulged in by 
a minority” was an invitation to 
government to stamp out bad 
practices and set up regulatory 
controls. 

“In the long run,” he said, “the 
public interest in fair advertising 
of securities will have to be 
served.” 


Erpf Is Named a 
DuMont Director 


CuiFToN, N. J., May 12—Armand 
G. Erpf, a general partner in the 
investment house of Carl M. Loeb, 
Rhoades & Co., has been elected to 
the board of directors of Allen B. 
DuMont Laboratories. 

He succeeds General Superin- 
tendent Bruce T. DuMont, who has 
resigned. His election is viewed by 
some as a victory for the invest- 
ment house, which had threatened 
a proxy battle unless it received 
representation on the board. 

In announcing Mr. Erpf’s elec- 
tion to the board, DuMont stated: 
“His selection as a DuMont direc- 
tor is the culmination of a series 
of conferences over the past 


several months between Mr. Erpf 


and Dr. DuMont, in which an ag- 


gressive and progressive course of 


company action was agreed upon. 


“Company objectives, which Mr. 
Erpf will assist management in 
developing, are expected to result 
in substantial expansion of elec- 
tronic research, development and 
manufacturing for consumer, in- 
dustrial, broadcast and government 


Last Minute News Flashes 
Paper-Mate Sets $5,000,000 Campaign 


New York, May 13—Paper-Mate Pen Co. will introduce a new 


ad campaign in the history of the ballpoint pen industry.” The cam- 
paign, to be climaxed by a back-to-school promotion in August, will 
feature “People Are Funny” on NBC television and radio, a concen- 


a page in Reader’s Digest and two pages in Life. David Kittredge, ad 
manager, said Paper-Mate will spend more than $5,000,000 this year 
on promotion. Foote, Cone & Belding is the agency. 


‘Lucky Strike Sets Push in Comics and Supplements 


| New York, May 13—American Tobacco Co. plans to use newspaper 
comics and the comics format in Sunday supplements to push Lucky 
Strike. The drive, which begins in July, will be the first in the medi- 
um for Luckies. The comics budget reportedly was set up by diverting 
some tv money. American hopes to capitalize on “the great reader- 
ship” of comics and by pinpointing some markets that “we want to get 
into.” Metro Sunday Comics, a number of independents, The Ameri- 
can Weekly and Family Weekly are scheduled. Batten, Barton, Durs- 
tine & Osborn is the agency. 


Needham & Grohmann Gets Hollandia Watch 


New York, May 13—Hollandia Co., recently organized distributor 
in the U. S. of Marvin Swiss watches, has appointed Needham & Groh- 
mann as its advertising agency. The account has been dormant for 
the past three years. Advertising plans call for insertions early this 
fall in Sunday supplements, national magazines and business papers. 


Simmons Forms New Radio Station Rep 


New York, May 13—Formation of Simmons Associates, national 
sales representative for radio stations exclusively, has been an- 
nounced by David N. Simmons, recently resigned as v.p. of John 
Blair & Co. Mr. Simmons plans to open a Chicago office by June 1 and 
a San Francisco office in the near future. A client announcement is 
expected next week. 


World Broadcasting Plans $1,500,000 Promotion 


New YorkK, May 13—World Broadcasting System will announce 
Monday what it calls “the most extensive promotion campaign in 
the history of radio.”’ The program involves radio listener and station 
personnel contests and will have a reported investment of $1,500,000 
in a 26-week period. 


Hascall Joins Tatham-Laird; Other Late News 


@ E, F. Hascall Jr., formerly exec. v.p., Henri, Hurst & McDonald, Chi- 
cago, has joined Tatham-Laird, also Chicago, in an executive capacity. 


® James Beach, who has been sales manager of WBKB, Chicago, has 
been named director of ABC-TV’s central division, succeeding Gerald 
Vernon, who has resigned. 


e Arthur D. Schulte, board chairman of Park & Tilford Distillers 
Corp., has resigned, effective June 30. Early this year, Mr. Schulte, 
then president, sold his controlling stock interest in Park & Tilford 
to Schenley Industries (AA, Jan. 10). He resigned, he says, to “de- 
velop new business interests outside of the liquor industry.” What 
these are he declined to say. He succeeded his father, the late David 
A. Schulte, as president of Park & Tilford in 1945 and was succeeded 
in that position early this year by Stanley L. Brown, formerly v.p. 
of James Beam Distilling Co., Chicago. 


e Bob Gilleran, formerly circulation promotion manager of Macfad- 
den Publications, has joined Pocket Books Inc., New York, as sales 
promotion manager. 


Murrow Show Dropped in Search for New 
Format, Not to Avoid Controversy: Alcoa 


PitTsBURGH, May 12—The Alu-| torney general with a transcript of 
minum Co. of America has| the broadcast. Remarks made by 


model—the $1.69 Tu-Tone—this summer with the “most extensive 


trated series of radio and tv spots, metropolitan newspapers, Sunday | 
supplements, including The American Weekly and Metropolitan Group, | 


dropped Edward R. Murrow and 
his CBS “See It Now” television 
show. Mr. Murrow will appear un- 
der Alcoa sponsorship for the last 
time July 5. 

At CBS there was no comment 
to be had on the dropping of “See 
It Now” by Alcoa, and there were 
no indications that a new sponsor 
had been lined up. 

Top Alcoa officials in the past 
reportedly have expressed dissat- 
isfaction at finding themselves in 
hot water over controversial is- 
sues that Murrow has tackled. 
Company spokesmen, however, 
denied that discontinuance of the 
Murrow show was an outgrowth 
of any conflict. 


s “See It Now” has had a history 
of getting involved in controver- 
sial issues, big and small. The most 
famous, of course, was Ed Mur- 
row’s run-in with Sen. Joseph 


sions. 


one of the participants in the pro- 
gram were alleged to have been 
uncalled for and untrue. 


s Mr. Murrow’s program has been 
sponsored by Alcoa since Decem- 
ber, 1951, starting with 18 stations. 
It is now on 54 stations and re- 
portedly costs Alcoa about $2,000,- 
000 a year for 44 telecasts—about 
$45,000 a program. 

An Alcoa spokesman said that 
since the Murrow-McCarthy has- 
sle, “we’ve had five chances to 
drop the show. We have options to 
do so every 13 weeks. If we had) 
wanted to discontinue Mr. Mur-| 
row because of the McCarthy con- 
troversy, we would have gotten 
around to it before this.” 


From the Femous 
Mickelberry's Kitchen 


| A Sensational 
NEW 


ae * | 
EEF STICKS 


Thawme! 
Tender Lean Beef Artaty 


mena 


A Meal in Minutes! by: 


= 


BEEF sticKS—Mickelberry Food 
Products Co., Chicago, kicked off 
a campaign for its new beef sticks 
with this ad in the Chicago Daily 
News. The company plans other 
insertions in the News and the 
Milwaukee Journal, plus radio and 
tv spots. L. W. Ramsey Advertis- 
ing Co., Chicago, is the agency. 


Six Agencies Bid 
on Florida Citrus’ 
$3,500,000 Account 


LAKELAND, Fia., May 12—The 
Florida Citrus Commission, open- 
ing competitive bidding for the 
first time in five years, has selected 
six agencies to make presentations 
for its $3,500,000 account. 

On June 1, Dancer-Fitzgerald- 
Sample, Cunningham & Walsh, 
Batten, Barton, Durstine & Osborn 
and Grant Advertising will make 
their pitches. 

On June 2, the commission will 
hear J. Walter Thompson Co., 
which has had the account since 
1950, and Benton & Bowles, which 
handled the business for seven 
years prior to JWT’s tenure. 

The citrus account is renewable 
each year, but the commission has 
not asked for competitive bids 
since 1950, when—following criti- 
cism of Benton & Bowles’ service— 
it listened to presentations by Ken- 
yon & Eckhardt, McCann-Erickson 
and JWT. 

The decision to reopen bidding 
again follows criticism of the 
agency handling the account. Lead- 
ing citrus growers have been ques- 
tioning Thompson’s media choices. 


= In 1950, Benton & Bowles was 
on the carpet for concentrating the 
ad budget—then only $1,600,000— 
in national magazines. When JWT 
took over, magazine expenditures 
were cut substantially in favor of 
newspapers. 

As promotional funds grew, 
JWT recommended increased 
spending in television. For 1954-55, 
the agency proposed a $1,000,000 
budget for tv, most of it for Dave 
Garroway’s “Today” show on the 
National Broadcasting Co. network. 

The commission balked at put- 
ting all its broadcast eggs in the 
tv basket. Some members also ob- 
jected strongly to the choice of 
“Today.” 

Finally the commission ear- 
marked $700,000 for tv, proposing 
“Twenty Questions” (DuMont) as 
an alternate to “Today.” And Mu- 
tual sold the commission on an 


® Meanwhile, another executive at | 


cessor program could be expected 
in the near future. He indicated 


McCarthy, a front-page squabble) the new program will not adhere 
that assumed considerable dimen-| to the format of the Murrow show. | the commission are provided by a 
Alcoa’s action also has been as-| PerT-box tax on all oranges, grape- 


request of Texas’ attorney general, 


John Ben Shepperd, Alcoa report-| effort for immediate sales of alu- v.p. and director of sales for the 
edly has agreed to furnish the at-| minum is in prospect. 


the company now 
| Plans to “sell hard.” The Murrow 


e | 
Alcoa said announcement of a suc- 


$800,000, 52-week purchase of Tom 
Moore’s network radio program, 


Ryle Is President 


in Transitads’ 
New Management 


New York, May 11—The exec- 
utive lineup of National Transit- 
ads, biggest national transporta- 
tion advertising company, was 
sharply shuffled today, as execu- 
tives from Chesapeake Industries 


_(which acquired National Trans- 


itads 19 months ago) moved into 
the top spots. 

Joseph D. Ryle, who joined the 
company in January, was named 
president, replacing Edmund J. 
Frazer. Previously he had been 
exec v.p. of the Federation for 
Railway Progress, one of Robert 


tions. Before joining the federa- 
tion he was public relations direc- 
tor of American Airlines. 


s Mr. Frazer’s father, George E. 
Frazer, formerly chairman of the 
board, was succeeded by Living- 
ston Goddard, who had been a di- 
rector of the company and also 
treasurer of Chesapeake Indus- 
‘tries. 

Present plans call for Edmund 
Frazer to remain with the com- 
pany in an advisory sales capacity; 
George Frazer will continue as a 
director. 

The changes came at a board 
of directors meeting today. 


= Also announced was the election 
of John K. Dunn as v.p. of sales. 
Mr. Dunn has been with New 
York Subways Advertising Co. 
since 1943, and earlier was with 
General Outdoor Advertising Co. 
and the New York World-Tele- 
gram. 

Chesapeake Industries paid the 
Frazer family “more than $1,000,- 
000” in September, 1954 for the 
property. At that point, the com- 
pany was the sixth subsidiary ac- 
quired by Chesapeake in an 18- 
month period. 


Flanagan Will Retire 
from SRA Duties to 
Handle Own Business 


New York, May 13—Thomas F. 
Flanagan, managing director of the 
Station Representatives Assn. for 
the past seven years, will retire 
from active direction within the 
next few months. 

The announcement was made by 
Adam J. Young Jr., president of 
SRA, who said further that Mr. 
Flanagan’s retirement is motivated 
by his desire to devote more time 
to personal business interests. 

Mr. Flanagan will continue to 
work with the association, how- 
ever, on a long-term active con- 
sulting basis. He will make his 
office in the association’s New 
York headquarters and will under- 
take special assignments from time 
to time, according to Mr. Young. 

It does not appear that there will 
be any basic changes in the future 
operations of the Station Repre- 
sentatives Assn. It is hoped that a 
new managing director will be 
announced in the near future, but 
it was indicated that no individuals 
are under consideration at this 
time. 


es “I have been neglecting things 


“Ladies Fair,” originating in Flor- 


ida. 
Advertising funds available to 


Most recently, the program ap- cribed to “a basic change in sales fruit and tangerines moving into 
pears to have stirred up a hornet’s promotion”; 
nest with its telecast on the Texas 
veteran land grab scandal. At the 


commercial channels. 


_tv show is considered institution-| Victor P. Strite Resigns 


_al advertising, and a hard-selling 


Victor P. Strite has resigned as 
‘American Safety Razor Corp. 


of my own which I should be 
working on,” Mr. Flanagan ex- 
plained, commenting on his retire- 
ment. Following his recent illness 
—he was out about a year and a 
half—it was his intent to devote 
less than full time to SRA activ- 
ities. Increasing pressures of the 
job, particularly because of the 


slack off, he explained. 


R. Young’s promotional organiza-. 


complications and growth of tele- 
vision, have made it impossible to 
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THe ADVERTISING Market PLACE 


Rates: $1.25 per line; minimum charge $5.00, Cash with order, Figure all cap 


lines (maxintum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date, Display classified takes card rate of $14.50 per 


column inch. Reguler card discounts, 


size and frequency, apply on display. 


RE NEE SREB a I SN SE RRM NN TTR TIE 


HELP WANTED 


HELP WANTED 


BUSINESS PAPER 
ADVERTISING REPRESENTATIVE 
Opening in Chicago office for experienced 
man under 50 to handle established busi- 
ness paper in mid-west territory. Prefer 
man from Chicago area with business 
paper sales experience, preferably on 
merchandising publication, and agency 
and account contacts. Substantial salary, 
expenses and bonus. Write giving back- 
ground, recent photograph and references 
to: W. J. Rooke, W. R. C. SMITH PUB- 
LISHING COMPANY, 806 Peachtree 
Street, N. E. Atlanta, Ga. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
* ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


EXPERIENCED ACCOUNT MAN 
Small growing midtown agency will 
make very advantageous arrangements 
with account man of 5 years experience 
minimum who immediate billing. 
Send Resume. 

Box 7554, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING MANAGER with creative 
ability for established Franchised Soft 
Drink Beverage Company. Previous ex- 
perience in beverage industry preferred. 
Excellent opportunity for advancement. 
State experience, salary expected, and 
references in reply. 

Box 7552, ADVERTISING AGE 

200 E. Illinois St., Chicago li, Il. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


Salesman to sell Outdoor Advertising in 
local New Jersey area. Outdoor exper- 
ience not necessary. Lucrative salary. 
Give age and experience. 

Box 7548, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SALES PROMOTION 

Leading manufacturer of building mate- 
rials offers opportunity for man under 30 
to handle preparation and distribution of 
sales promotion material for trade and 
consumer magazines. Qualifications in- 
clude initiative, imagination, supervisory 
ability, some knowledge of production, 
proven copywriting experience and abil- 
ity to help create and develop practical 
merchandising programs. Chicago location. 

Box 7543, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


EDITOR 

National construction magazine published 
in New York City seeks experienced 
writer-editor. Must have strong civil en- 
gineering and construction background. 
Will work in NYC several months, then 
take over as Midwest editorial representa- 
tive in Chicago. Submit complete resume. 

Box 7545, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING PLACEMENTS 
BOB LETHBRIDGE 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill, FI-6-1155 


ADVERTISING COPYWRITER 
Strong on sales literature, for key posi- 
tion in fast growing department of lead- 
ing air conditioning manufacturer. Here 
is a splendid opportunity for an interest- 
ing career in a congenial community. To 
qualify, you should be able to demon- 
strate good writing ability, previous in- 
dutrial advertising experience and sam- 
ples to prove it. Age to 35. Write giving 
details to manager, staff employment. 
THE TRANE COMPANY, La _ Crosse, 
Wisconsin. 


LAYOUT ARTIST—we are an established 
4A agency in a medium sized Midwestern 
city. We are growing rapidly with a num- 
ber of substantial new accounts added re- 
cently, so the opportunities are good. We 
believe you would like working with us 
because of the city we are located in, our 
personnel policies, and our stress on crea- 
tive layout and design instead of con- 
formity. We need a creative layout man, 
who has had experience with an agency 
or a company advertising department, to 
work on all types of accounts. Send let- 
ter, samples, and photo if available. 

Box 7542, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


WANTED - ADVERTISING MANAGER 
with direct mail-layout - department 
management capacity for seasoned con- 
sumer goods national manu.,acturer. Good 
salary, opportunity and with profit-shar- 
ing. ALLIANCE RUBBER CO., Alliance, 
Ohio. 


BARNARD’S ALERT EMP. SYSTEM 


NATIONWIDE ; 
BE SURE AT BARNARD’S 
Adv. Pub’lg. Research 
WA 2-2360 202 S. State Chicago 


BUSINESS PAPER EDITOR to take over 
top job on long established merchandis- 
ing monthly which has just been pur- 
chased by substantial, aggressive and 
growing company. Starting salary $5,000 
plus bonus, other benefits, with assured 
future earnings. Successful applicant will 
be moved at company expense to head- 
quarters location in midwest city 100,000. 
Ideal living conditions. Able writer, who 
can produce interesting and _ varied 
monthly package and who will operate 
without close supervision is required. 
Give full details. 

Box 7520, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ASSOCIATE EDITOR 
for nation’s largest circulation trade 
magazine serving builders and architects. 
Chicago. Must have curiosity, initiative 
and tenacity of a good reporter and word 
sense of a good writer. Moderate travel- 
ing. We want top talent, salary open. 
Box 7544, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
MATURE MAN NEEDED 

Want to move South? This agency needs 
experienced account man 40-55 years old. 
BRADHAM & COMPANY, Advertising 
P. O. Box 1648 Greensboro, N. C. 


Space salesman to represent publisher of 
trade magazines in Chicago area. Publi- 
cations well established but excellent op- 
portunity for expansion with right man. 
Will consider either exclusive or non-ex- 
clusive representation. 

Box 7555, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


WANTED: AD MANAGER 
FOR POULTRY TRADE MAGAZINE 
Young man with agricultural background 
preferred. Poultry industry experience 
added value. Some travel required. Com- 
pany has profit sharing and pension ben- 
efits. Detail experience, age and expected 


Salary in first letter. 
Box 7525, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising (Magazine) NYC sales office 
needs general assistant with good techni- 
cal knowledge including production. Must 
be excellent typist and highly literate. 
Salary $75. MU 3-9887 


WANTED: WOMAN COPYWRITER 
Unusual opportunity in a leading Chicago 
agency for a versatile young woman with 
thorough background in feminine ap- 
parel copywriting for agencies, depart- 
ment or specialty stores. Mail resume and 
home telephone number to. 

Box 7557, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


AGENTS WANTED: 
(artists, printers) to take orders for 
HAND G film. De 


- on " - 
pendable 24 hr. service—fast mail 
deliveries anywhere in USA. Style 
Book furnished. Attractive price per 
word—good profit—exclusive fran- 
chise—no investment. Write: 

Box 300 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


JOBS GALORE! 


We have the jobs . . . but have run 
out of qualified men! 


Here is a partial list of our current 
openings: 


10 Acct. Ex. ..... $ 6000 to $22000. 
4Ad Mgrs. .... $ 8000 to $12000. 
10 Artists 
1 Buyer 7 Layout; 
Art Sales . $ 3900 to $10000. 
13 Copywriters 5200 to $18000. 
3 Merchandising 
and Plans .. $12000 to $15000. 
1 Product Mgr. to $18000. 
4 Production 
i paces $ 4500 to $ 8500. 
1 Public Rela- 
tions to ... $ 8000. 
3 Research .... $ 4200 to $ 6500. 
4 Sales Promo- 
a $ 6500 to $10000. 
3 Sales Mgrs. to $20000. plus 
2 Radio-TV 


1 to $9000 TV commercials 
1 $10000 to $15000 coordinator 
radio and TV broadcasts 
1V.P. & Gen. Mgr. for mid-west branch 
of leading agency ... $40060. pius 


WILLIAM BOLTON 


1243 Western Savings Fund Buiiding 
Philadelphia 7, Pa. Kingsley 6-1330 
Service Nationally 


ADVERTISING MANAGER 
Seven years successful experience at 
retail level includes market analysis, 
long range promotion aay budget- 
ing; layout, art, copy for letterpress, 
offset, si'k screen process. adio 
copy; int of sale merchandise pre- 
sentation. Design and layout of trade 
show festival exhibits. Interested in 
advertising position with alert mar- 
keting organization that can use 
imagination and seasoned ability. 
College man, 36, neat, good person- 
ality—a real go-getter!! Box 378, Ad- 
vertising Age, 200 East Illinois Street, 
Chicago. 


CREATIVE 
DISPLAY 
ARTIST 


| We need topnotch P. O. P. 
| display artist in Chicago. 
| Must be experienced and 
| know creative design as ap- 
| plied to cardboard and other 
l materials. Good setup for 

right man. Box 358 Adver- 
| tising Age, 200 E. Illinois 
St., Chicago 11, IIL. 


MEDIA BUYER AVAILABLE. Capable 
starting with allocating budget, market 
by market, estimating, scheduling & car- 
rying thru final steps (nat’l, local accts.), 
radio-TV spots, nwspr. space, based on 
mkt., prod. & media analysis; Exper- 
ienced buying Consumer mags., Trade 
papers, TV-Radio network, Outdoor, etc. 
Supervise media billing, order & contract 
depts. 10 yrs. advtsg. after 9 yrs. gen’l. 
business exper. VALUABLE TO creative 
Agency-Owner needing right-hand for 
business end operation. 

Box 7553, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SMALL CHICAGO AGENCY 
CAN REDUCE OVERHEAD 
by merging with another congenial small 
organization. Let’s talk over plan for 
more efficient operation and added pres- 
tige. Communications kept strictly confi- 
dential. 
Box 7408, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Can you use a man who has the ability 
to get in and present your ideas and sell 
it? Background in all phases of selling. 
Point of Sale display material and crea- 
tions. Box 7551, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


I WANT TO SELL! 
I’ve had 5% years of publicity, trade & 
house magazine writing. Now I’m seeking 
a position with a firm that needs fresh, 
convincing copy in its sales or ad cam- 
paigns. College graduate; 31; married. 
Chicago only. Box 7550, ADVERTISING 
Age, 200 E. Illinois St., Chicago 11, Il. 


DIRECTOR 

ART and/or PRODUCTION DEPT. 
Broad and mature experience in directing 
4A Agencies, Art Service and Printing 
operations. Makes creditable roughs, no 
comprehensives. Experienced are buyer— 
local or national sources. Top-flight refer- 
ences, and proof of ability. Versatile, and 
ean handle your difficult situation: Con- 
scientious, cooperative, agreeable. Sty- 
mied in present position. Salary $10,000 
ee For immediate interview con- 
tac 

Box 7556, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TWO-FISTED COPYWRITER 
Challenges all agencies, all weight classes. 
One-two-three puncher: jab-sharp ideas, 
hook-solid headings, and _ straight-right 
copy guarantees quick K. O. to sales 
resistance. Resumes on request. 

Box 7549, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


TECHNICAL ART DIRECTOR 
AVAILABLE NOW. 

Our publishing company (which publishes 
highly illustrated trade magazines for the 
metal-working field) is reorganizing, 
which eliminates the position of art di- 
rector. We have a top man in this posi- 
tion and we feel obligated to help him re- 
locate. He has served in this capacity for 
four years, had complete responsibility 
for our art department, has shown ability 
to get the best out of his artists and co- 
workers. He has an extremely well- 
rounded art background which comple- 
ments his sales and interpretive design 
experience for advertising or periodical 
publishing work. For us, this man is 
truly a gem. We feel he can be an asset 
fer your organization, whether it be pub- 
lication, agency or manufacturer. Please 
reply in confidence to. 

Box 7547, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Wanted; opportunity to write persuasive 
selling copy. Experience in retail, dealer 
promotion and direct mail. Present posi- 
tion, mid-west, burdened by academic 
shackles, 

Box 7546, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


SPECIAL THIS WEEK 

Fully automatic, experienced but refresh- 
ing advertising, sales promotion man who 
likes to think and initiate. Has oil com- 
pany and New York publishing exper- 
ience. Family, business and journalism 
grad., 33, veteran. Presently employed 
Oklahoma, wants bigger job. Ideal for ad 
manager or agency equivalent. A steal at 
$8-10,000 annually (depending on location) 
or easy monthly payments. Buy now. 
Write. 

Box 7558, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


SPACE SALES - SALES PROMOTION 
Experience-6 yrs. Direct space sales-suc- 
cessful record. Assistant to publisher trade 
magazine-all duties. Created ads and pro- 
motional literature. Handled convention 
exhibit sales. B.B.A. Degree-marketing 
major. Industrial engineering training and 
experience. Work in or out of Cleveland. 
Age 34. Available June. 

Box 7559, ADVERTISING AGE 
200 .E. Illinois St., Chicago 11, Ill. 


WANTED 


Commercial artist — good cre- 
ative ability and production 
know - how desired — excellent 
opportunity with young growing 
organization. 

Box 380 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN 


Nationally known advertising book 
match manufacturer offers you op- 
portunity to place space contracts on 
adve k matches on low 
cost distribution pe. If you can 
sell magazine, radio, TV, etc. space, 
ou can sell space on advertising 

k matches. We pinpoint metro- 

litan areas in the United States. 

beral commission. Outright sales 
to hotels, industrials, etc., also offer 
substantial compensation. Can be 
worked full or part time. 


MATCH CORPORATION 
OF AMERICA 


WANTED - 


WANTED: CHICAGO REPRESENTATIVE 
Well known New York trade magazine 
with national circulation seeks established 
trade paper representative in Chicago to 
sell advertising on commission basis, also, 
to supply monthly news letter at fixed 


fee. 
Box 7526, ADVERTISING AGE 
___ 200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


Test Sanders Dandy ABC 3 
Avon Herald News - Nunda News 
Livingston County Leader, Geneseo, N. Y. 
Tops in grass roots value. 


MAIL ORDER BUSINESS 
Long established leader in mail order 
business wants to broaden line by pur- 
chase of established mail order business. 
Also interested in new potential items. 
Box 7449, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Age, May 16, 1955 


MIDWEST REPRESENTATION AVAILABLE 
Four experienced men will repre- 
sent select few magazines — all 
well seasoned, aggressive with 
wide acceptance throughout mid- 
west. We can solve your problems. 
Box 379 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


MISCELLANEOUS 


Collections for the industry, coast to 
coast—TV, Radio, Film and Media ac- 
counts receivable. No collection—no com- 
missions. Standard Actuarial Warranty 
Co., 220 West 42nd St., New York, N. Y. 


“Our 44th Year” 
CREATIVE COPY $20,000 


Pked.§ s experience in B/W, radio 
an . Sound major agency experi- 
ence desired. Midwest. 


GLADER CORPORATION 


“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


The Midwest's ; 
outstanding placement 
service for Adv. - Art & 


CONVENTION 


Executive. allied fields. 

Placement = By appointment only 

Counselors —jmn-aenPt-e aiid 
TYPESETTING 


TRADE PUBLICATION AND CATALOG 
Quality Work — Reasonable Prices 


Ideal connection for business 
paper, wholesaler, manufacturer 
or advertising agency. Outlets 
for complete offset and letter- 
press printing. Expanded plant 
pamge serving several more 
arge size clients. Wide selection 
of type. Specializing in com- 
plete make-up. 
ARITE TYPOGRAPHERS, INC. 
712 Federal St., Chicago 5 
WED. 9-2929 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


PUBLICITY COMMERCIAL 
INDUSTRIAL 


ADVERTISING 
MERCHANDISING 
SALES 


EXECUTIVE AVAILABLE 


Solid background as Account Execu- 
tive and Advertising Manager with 
“blue chip” accounts. Experience in- 
cludes DAIRY, BAKERY and other 
packaged GROCERY products as 
well as jewelry and drug items with 
expenditures of over $2,000,000. Only 
36 years old. Present earnings $14,- 
000. per year. Seek permanent con- 
nection with future. Location unim- 
portant. Complete history on request. 


Box 377 ADVERTISING AGE 
200 East Illinois St. Chicago 11, Ill. 


Attention 


PUBLIC RELATIONS 
MEN 


ARE YOU AN AUTOMOTIVE PUBLICITY 
MAN? ARE YOU A CONSUMER PRODUCT 
PUBLICITY MAN? ARE YOU A TECHNI- 
CAL SUBJECTS PUBLICITY MAN? 

relations and Gublicite apt sey eae 

one of each. It must have at once 
top-flight men in the three categories 


to work on big-time, national ac- 


counts. Salary range $8,000 to $12,000. 
The future: alintes re 


Send 2 copies of your résumé in con- 
fidence to 


JACK LEWIS 
ACCREDITED PERSONNEL 
SERVICE 


12 S. 12th Street 
Phila. 7, Pa. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters pe 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 


Please write briefly outlining your 


specific experience or personnel needs. 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


AN ART DIRECTOR 


chandising aids. 


THE BRADY COMPANY NEEDS 
GOOD CREATIVE 
ADVERTISING PEOPLE 


From a standing start ten years ago, The Brady Company has be- 
come one of the biggest non-metropolitan agencies in the country. 
We've grown through combining practical business understanding 
with unusual creative performance. All sorts of accounts—large 
and small, consumer and industrial—like this approach. They 
seem to appreciate the depth and detail of planned programming, 
the appetite for shirt-sleeved activity in the search for sales. 

Just now, additional people who like to work at building sales are 
needed to contribute to our future growth. 


We want an experienced, versatile man right now! 
He'll do layouts and supervise finished art for space 
ads, TV commercials, collateral materials, and mer- 


COPY WRITERS AND ACCOUNT EXECUTIVES 


In the near future, we'll need several copy and copy- 
contact people. They'll work on all phases of writing 
and account handling, and should have proven talent 
that can produce quickly and effectively. 


The right people will thoroughly enjoy working in the creative- 
oriented atmosphere and the pleasant offices of The Brady Com- 
pany. There are thirty of us now—mostly youthful, all congenial. 
Appleton offers small-city comfort and easy access to Wisconsin's 
finest hunting and fishing—a welcome refuge from concrete 
canyons. If you're really a capable, idea-producing worker—you 
know it if you are—then write and tell us about yourself. 


THE BRADY COMPANY, ADVERTISING 
Irving Zuelke Building 
Appleton, Wisconsin 
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This Week in Washington... 


Paiman Suggests Anti-Trust Courts 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, May 12—On the 
opening day of a five-week hear-| 
ing on anti-trust issues, the House | 
judiciary committee this weer! 
heard Rep. Wright Patman (D.,' 
Tex.), a sponsor of the Robinson- | 
Patman Act, complain that the | 
Federal Trade Commission is| 
pulling its punches. 

“While the FTC itself has 
failed,” he said, “I am not ready 
to concede that the idea of inde- 
pendence and expertness which 
was behind FTC has failed.” 


So he proposed that Congress 
by-pass FTC by setting up a sys- 
tem of anti-monopoly courts, 
which would take over the en- 
forcement and trial of all anti- 
trust cases. 


He also suggested that the com- 
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mittee try to write some new 


anti-trust laws which would en- 


courage private litigation as a 
means of penalizing anti-trust of- 
fenders. 

“While the watchdog over the 
public interest may sleep,” he 
quipped, “the rivals in conflicts 
of private interest never sleep. 
Furthermore, you will find, I 
think, that where a monopoly sit- 
uation adversely affects the public 
interest, it will usually also ad- 
versely affect some specific private 
interest.” 
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Newspaper trend deplored: Rep. 
Patman also used his appearance 
before the House judiciary com- 
mittee as a forum for a pot shot 
at newspaper mergers. 


Altogether he had a 52-page 
statement on anti-trust problems. 
But he started with a brief dis- 
cussion of the newspaper publish- 
ing industry, pointing out that the 
number of cities with competing 
dailies dropped from 689 to 87 in 
the past 45 years, and that the 
number of chain operations in- 
creased from 76 to 95. Absentee 
owners, he said, have 378 papers, 
with 30% of the daily circulation, 
and noted that chains control a 
total of 45% of newspaper circula- 
tion. 


“I don’t know the cause of this 
decline,” he said. “I am merely 
pointing out with considerable re- 
gret that a great many opportun- 
ities for independent and diver- 
gent expressions of views have 
disappeared.” He insisted that the 
advent of radio and tv has not, in 
any real sense, provided substitute 
opportunities for independent ex- 
pression of views and for indepen- 
dent reporting. 

At a time when the nation’s 
communications facilities have 
been perfected in the technical 
sense, he complained, “it is a dis- 
tressing prospect. that one day we 
may all come to think uniformly, 
as Wall Street wants us to, and 
that we may all express these 
thoughts in the idiom of Madison 
Avenue.” 


Peanut fuss: Rep. Abraham J. 
Multer (D., N. Y.) led an unsuc- 
cessful effort to eliminate peanut 
price supports from the farm bill 
passed by the House last week. In 
the process he touched off what 
may develop into a permanent 
breach in the unwritten agree- 
ment that big city, “consumer” 
congressmen, and the farm bloc 
congressmen politely stay out of 
each other’s way. 

Rep. Multer argued that city 
people agree the farmer needs 
help. But, he said, there is some- 
thing radically wrong with the 
peanut program. Over-all peanut 
demand dropped by 200,000,000 
pounds between 1944 and 1952, 
with the confectionery industry 
alone cutting its use from 209,- 
000,000 pounds in 1943 to 120,- 
000,000 pounds in 1952. 

There had been considerable 

discussion about the number of 
peanuts that one gets for a dime 
at Ebbetts Field, “where more 
roasted peanuts are eaten than 
anywhere else in the world.” 
* Finally Rep. E. L. Forrester 
(D., Ga.) couldn’t take any more. 
“I thought we had come to an 
understanding with you Brooklyn 
people,” he demanded. 

“You pay us 10¢ for the pea- 
nuts, and we will continue to 
pay you $75 for a $15 suit of 
clothes.” 
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would repeal federal excise taxes 
on their product. 

Sales are down, and foreign 
competition is increasing. In 1954, 
23,525 domestic machines were 
sold—down 61% from 1947; 18,276 
foreign machines were sold—an 
increase of 81%. 

Sen. Alexander Wiley (R., Wis.) 
says elimination of the tax would 
help domestic producers with- 
stand the competition. 


+ = e 
Urban renewal gains: Housing 
Administrator Albert M. Cole 


notes that not all the new build- 
ing is in the suburbs. Summariz- 
ing first returns from the “urban 
renewal” programs developed un- 
der the Housing Act of 1954, he 
says 185 projects are under way in 
100 communities. This means 
clearing and rebuilding slum and 
blighted areas to provide city 
living facilities for more than 250,- 
000 people—nearly 80,000 fami- 
lies. 

“This amounts to rehousing the 
total population of such cities as 
Miami, Fla.—or Oklahoma City— 
or Long Beach, Cal.,” he points 
out. 

City renewal is no longer a 
distant dream, he says. “It is ma- 
terializing before our eyes—it is 
developing from coast to coast 
under the driving force of private 
enterprise, with local, state, and 
federal help.” 
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Employment breakdowns: A 
new edition of “County Business 
Patterns,” one of the most valu- 
able government statistical series 
for sales and advertising planning, 
is beginning to appear. Based on 
social security returns, the series, 
published jointly by the Census 
Bureau and the Bureau of Old 
Age and Survivors Insurance, 
gives employment breakdowns and 
payroll figures by county. It is 
the best available indicator of 
population and industrial changes, 
short of the full returns from a 
census of business and manufac- 
tures. 

The new edition is the seventh 
in an annual series. It covers the 
first quarter of 1953. The advance 
report, currently available, gives 
employment breakdowns and pay- 
rolls by occupation for the U. S. 
as a whole, and employment and 
payroll totals for every county in 
the country. 

Eventually there will be a total 
of 10 bulletins giving breakdowns 
by occupation for states and coun- 
ties. Sales are handled by the 
Bureau of the Census, Washing- 
ton 25, D. C. 

So far, the series shows total 
employment in industrial 
commercial industries at 39,700,000 
in March, 1953, up 2,000,000 in two 
years. Heaviest increase was in 
California, particularly in Los An- 
geles County, which had a 15% 


Motorbike protection: Motor- 
cycle manufacturers, who have 


cently, have induced four senators 


to join in sponsoring a bill which 


had some unprofitable years re-| 


employment growth between 1951 
and 1953. Las Vegas, Nev. (Clark 


‘13,000 to 20,000 employed in the 
two years. 
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ly the institute was obligated to) 
provide NIAA with sufficient 
copies of such digests to distribute 
to all its members. 

Under still another change, a 
simplified procedure has been 
established for electing members| 
of the board of trustees of IARI. 


# In introducing these changes, 
Gene Wedereit, chairman of the 
IARI board, and advertising man- 
ager, Girdler Corp. & Tube Turns, 
Louisville, Ky., said that the 
“future of the Institute is as cer- 
tain as the need for research in 
industrial advertising.” 

The earlier action of Mr. Weder- 
eit and the board in “its handling 
of management problems” (AA, 
May 2), was approved yesterday 
in a resolution passed by the NIAA 
directors. 


Four new projects to be under- 
taken by IARI were revealed this 
morning. They will be concerned 
with: 


e Use of market evaluation in- 
formation in the advertising plan, 
to be undertaken by Stewart 
Dougall & Associates. 


e Organization, functions and 
operation of the industrial adver- 
tising department, for which field 
research will be conducted by 
Cresap, McCormick and Paget. 


e Evaluation of readership stud- 
ies of industrial advertisements, 
for which a contract has not yet 
been awarded. 


e Evaluation of industrial exhib- 
its, to be undertaken by Gallup- 
Robinson. 


David F. Beard, director of ad- 
vertising, Reynolds Metals Co., 
Louisville, Ky., was elected chair- 
man of the NIAA board for the 
forthcoming fiscal year. 

In accepting his new post, Mr. 
Beard made it clear that he be- 
lieves that under president John 
C. Freeman and his headquarters 
staff, NIAA has now advanced to 
the point where it would be pos- 
sible for him to be the first na- 
tional chairman to “do more chair- 
ing than running,” with the bulk 
of chapter visiting, organizing 
and membership recruiting fall- 
ing to the headquarters operation. 


= Maintaining that there are “lit- 
erally thousands of qualified in- 
dustrial advertising people who 
are ready to join NIAA,” Mr. 
Freeman announced that the or- 
ganization is planning to launch 
a membership drive this summer. 
He predicted that when NIAA 
again meets, in Chicago next May, 
the records will show a net growth 
of at least 1,000 members. 


McConnell Leaves Colgate 

Joseph H. McConnell has re- 
signed as president of Colgate- 
Palmolive Co., Jersey City, effec- 
tive July 1, and has received a 
leave of absence until that time. 
No successor has been named and 
there was no further comment. Mr. 
McConnell joined Colgate in 1953, 
having been president of National 
Broadcasting Co. for the previous 
three years. Chairman of the board 
Edward H. Little is the company’s 
chief executive officer. 


Mullen Joins ABC-TV Sales 
William P. Mullen, formerly 

with John Loveton Productions, 

has joined American Broadcasting 
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Are you trying to shed some 
detail and looking for a little 
relief from production worries? 
If so you need Pontiac, we've 
been helping frustrated pro- 
duction departments for 
years—for 40 years in fact. 
Only Pontiac has six unified 
services, all under one roof, 
and so set up that individually 
or collectively they can give 
you the personal attention 
you deserve. Write or coll 
and let us tell you more. 
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The Number 1 Market 
in the Southeast 


Not that there aren’t a flock of good markets in the Southeast 
today, some of the best in the U. S., but only one is first, and 
that one, we’re constantly reminded, is New Orleans. Here are 
our most recent reminders: 


for 1955: 


From SRDS “Consumer Markets" 


Metropolitan Population 


Corporate City Population 


1. NEW ORLEANS .......... 786,000 1. NEW ORLEANS .......... 636,900 
OR, Sr Gk > hs oc see 3 Toe,ten. °° 2. Rieter 482,200 
SE ar er ree 114,200. du DOOMONG........:. Goes 456,100 
EE P26 de ob come ares 654.300 . 4, Louisville. :.. vi)... 415,900 
SR, ane 602,100 5. Birmingham ............... 346,200 


Metropolitan Population 


Corporate City Population 


1. NEW ORLEANS .......... 782,700 1. NEWORLEANS.......... 619,900 
|” OS a ee Tone a Renae 2) ae 476,000 
er ay gr rr ti@tee | 3. AGOTIN ....... 50.0 eee 441,900 
(  . . s Sacw ke atawen’ Gsaeee: 4. Lewsvilltiiss v.10 Ghee 405,200 
SE COPE S on ha 606,800 5. Norfolk-Portsmouth ........ 385,700 


Copyright Sales Management, Inc., 1956 


Further, A. B. C. City Zone population from para- 
graph 8 or paragraph 28 (indicated by*) of A. B. C 
Publisher's Statements or Audit Reports. 


1. NEW ORLEANS ........... 720,074* NEW ORLEAN S STATES 
i.) cd s Pate axbee ce 586,921* 
NS 86d 6p. 5 0-60, sd%-4ss0 ae o 563,192 Represented by JANN & KELLEY, Inc. 
lies 2. ict, VL ORR) a 530,768 
Lapel PA a 497,039 284 982 daily, 286,447 Sunday 


Publisher’s Statement ist quarter 1955 as filed with the 
Audit Bureau of Circulations, subject to audit. 
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